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Jeweler’s is Always 









something 
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Nan Dell jewelry has ‘been seen in the pages of leading fashion 


magazines, but the test of its saleability is reflected on the 





costunies 6f the countless thousands of women who wear it. 


Gift buyers like Van Dell jew Lb y because of its style, its quality, 
its superb finish; they Zive ity ith pride. You'll like it for 


those same characteristi¢s, its fast turn-over, and customer 





satisfaction. 





¢ 


Your wholesaler is now showing the brilliant new Van Delf\Jine 


> 
© 


for Spring. 











WHOLESALERS 





VAN DELL CORPORATION ° PROVIDENCE 3 © RHODE ISLAND 




















Forerunner of notable things 


to come from Marcés re- iff | Y if, 





nowned design talents and 











ies Fs ? ? 32 fF if4 z y i # es | 
POMS FEES RELR ESSERE SE TF EPP EE ESR SELES o 

. > * zi # Ps #2 # é r #2 2 Ry ? , ? F 3 F FF 3 oe FF 2 3 
t : Fd ?? ? Fi 2 #2 r, 2 FF F 3 # ¥ > fi Fi FF SITS IFS FI FSF , 
craitsmanship ... Lhis , LIISA ATE TTGTTG AT ETT TLL GD 
AE AAAA AEST A ESEAESA EEE AS SE LSEES FEE 
j FESS PSEEEEESSSS ESE ESS ES ESE PSESLE EES 

F F FPF 2 #3 # F # 2 # ; ; Fi ; # F ? F, F, 2 ? # Fs ? FFF 3 ? 7 Fi z #3 F 7 3 


season as always, the WBO 
mark identifies supreme 
quality and distinction in fine 


platinum and gold creations. 











WILLIAM B. OGUSH, INC. 


From des ign to finished CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
masterpiece each WBO ENJOYING THE CONFIDENCE OF THE INDUSTRY 


creation is produced under 
tie! roof by teakuictans 43 WERT 60th STARE Lee 
who are masters in ' } 


their individual crafts. 


















NEW AND SENSATIONAL | , 
MOLDED IN RELIEF, Yet it’s absolutely smooth! | 
Sessions “Third Dimension” wall clock 































Fluted 
Gold Band 







Etched Gold 


Colored Numerals 






Molded 
Color Band 








Recessed Metal 
Dial and Hands 







Molded 
Color Case 








COLORFUL! 
















Available in a range of 
bright, contrasting colors 
of case, band and 
numerals — combina- 


tions to please any 








customer! 





No. 476 W 
Retails $5.95* 














Here’s a housewife’s dream if there ever was one — _ advertising messages helping you to sell Sessions. 
a beautiful kitchen clock with “inside” etched nu- ‘Better hop on the bandwagon with this new 
merals and decorations, but with a surface smooth _ Sessions beauty! . 
as glass. ) 
There’s simply not a crevice to catch dust, yet 
every part has “third dimension” workmanship and 
beauty. And there are many bright color combina- 
tions to harmonize with kitchen color schemes. 
Sessions Clocks are advertised in The Saturday 
Evening Post, Life, Good Housekeeping, Cosmo- 
politan, House Beautiful and other national con- 
sumer magazines — a total of about 19 million 


Good Housekeeping 
“ a 


wor as Aadveatist® wt 


(Sessions Clocks 








SELF-STARTING e ELECTRIC 
Protected under the Fair Trade Act THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


* SUBJECT TO FEDERAL EXCISE TAX 






In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Mer: 


EAA TONS TS | PE mario chandise Mart; In Canada: Northern Electric Company, Montreal, P.Q. 
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heartily recommended... 


Chas. Fidelman ¥ Go, we. 


MANUFACTURERS OF RINGS AND MOUNTINGS 





38 WEST 48th STREET 
NEW YORK 19, N. Y. 
Telephone: PLaza 7-0770 


December 30, 1948 


Baker & Co, 
113 Astor St. 
Newark 5, N. J. 


Gentlemen: 


I have been using palladium ever since it 
was first accepted as a jewelry metal, and from my 
long experience I can say that in my opinion it is 
in every way suited to the making of all kinds of 
jewelry. 


When used with yellow gold, palladium of- 
fers a sharp contrast that is very pleasing and be- 
cause its natural whiteness is permanent and it is 
not springy, it is ideal for settings and ornaments 
for diamonds and other stones, bringing out all their 
brilliance and holding them securely. Chipping of 
stones during setting is reduced t6 the vanishing 
point. 


As a satisfied user of palladium I can 
heartily recommend its use, 


Very truly yours, 


ChokeoG . oy ee 


CHAS. FIDELMAN & CO. INC, 


Jewelry by 
Chas. Fidelman & Co., Inc. 


THE WORKING AND HANDLING 
OF JEWELRY PALLADIUM 


Let us send you this new booklet. Goes 
into the subject in detail. 


al , 113 Astor St., Newark 5, N. J. 
(LY, r New York * San Francisco ¢ Chicago 
4f rd 
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wpa: ANY it oles you the 
advantage of a sin sle source of supply — 


for anything you may need. We show 
here several matched sets, in popular. 
basic shapes, which may be had in all 
widths. We make rim rings for wide 
bands, channeled and azured rings for 
diamonds of any size and fish-tail and 
fancy rings, all in jewelry-palladium, 
iridio-platinum and gold, as well as 
fancy rings in jewelry-palladium-gold 
eombinations. All our ring blanks are 
precision-made and require only a 
minimum of labor to produce the 
finished ring. 


FOR FEBRUARY, 1949 












RONSON REDSKIN QE LIGHTER NECESSITIES ADVERTISING 











__» Mow saturates airwaves... 
. 
FX ronson's 20 Quaitions 


Your sensational full half-hour Quiz Program on full 
MBS Network every Saturday P. M. 
(Sundays, Pacific Coast)... 






















...and, starting January 9, 475 radio stations are 
blanketing the nation with TWO Ronson shows 
—reaching 81% of America’s radio families. 

Also “Singing Commercials’... for Ronson 
Redskin Lighter Necessities on leading stations 
throughout the country. 


RONSON Redskin €‘Flints’ and 
Ronsonol Fuel are BIG business 
for YOU... GET YOUR SHARE! 


STOCK AND DISPLAY RONSONOL 
FUEL...RONSON REDSKIN 
*‘FLINTS’... RONSON SERVICERS... 
RONSON PLASTIKITS...RONSON 
PENCILITER KITS ...AND THE 
OTHER RONSON NECESSITIES 
PACKAGINGS THAT MILLIONS OF 
FOLKS ARE DEMANDING! WRITE 
TODAY FOR FREE MAT SERVICE 
AND DISPLAY MATERIAL... (Give 
jobber’s name and address.) 


Best for ANY ‘Flint’ Lighter 


ONSON. 


muané WORLD'S GREATEST LIGHTER 




















RONSON ART METAL WORKS, INC., NEWARK, N. J. 









A 


NOW alsoNEW NETWORK PROGRAM 
RONSON’S “Johnny Desmond Show’ 


With the famous Tony Mattola instrumental trio 
...a flashing five minutes of songs you love, 
COAST-TO-COAST—EVERY SUNDAY EVE. 
NING*—top listening evening ...on full MBS 
Network. Johnny Desmond was voted the best 
liked voice by G. I.’s during the war when he 
was with the air forces and his recordings are 
going like hot cakes. 


P.S.T. 7:25 


BL.S.T. 5:55 


C.S.T. 6:55 


*F.S.T. 7:55 





Yes, there IS a difference! 


RONSONOL FUEL... the finest lighter fuel 
for any ‘flint’ lighter. It lights instantly, 
lasts longer... smoke-free and has a pleas- 
ant odor. RONSON “FIVE-FLINTER” ...4 
handy pocket carrier for five extra-length 
Ronson Redskin ‘flints’. Not too hard, not 
too soft... just right. Quicker-lighting, 
longer-lasting. Yes, there is a difference! 


CIRCULAR-KEYSTONE 
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No. 4012 —New Bretton ‘‘Queen''—the 
tirst ladies’ expansion band ever made 
that gracefully tapers at both ends to 
conform with contours of watch case. 


No. 1233 —New Bretton man's expansion 
band of handsome split-log design, rich 
in its golden brilliance. 


y, Ln are two new original expansion watch band creations 


that reflect in no uncertain manner BRETTON’S traditional 
styling ingenuity. Needless to emphasize, both are 
already booked for widespread sale and popularity 
in 1949. Glorious other striking BRETTON creations 
are on the way. Watch for them! CONSULT YOUR WHOLESALER 


BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20 * Factories: Bridgeport and Montreal 





No dauht ahout it ..-+ BRETTON'S the LINE for 69L 








“Theyte Sal ling 
at a 


Merry Clip 


10 








This is strictly off the records... our sales records for the current 


season. Semmons tie clips and tie chains are really moving fast. And why not? 
Apart from the fact that all men wear ties... and need tie clips 

and chains .. . Simmons clips and chains offer the right combination 

of smart designs and Quality Gold Filled at a most appealing price. 
Above are a few of our best sellers. Stuck them and sell them. 


The more the merrier. 
R. F. SIMMONS CO. Attleboro, Mass. 
Makers of Simmons Chains * Sold Through Authorized Wholesale Jewelry Distributors 
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Increase Your Pro 
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PISTOL RINGS WILL INCREASE YOUR SALES 
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THE GOOD OLD DAYS” 


Horse and buggy transportation was fun. But for getting 
places, it was not in the same class with the modern auto- 
mobile—not to mention the airplane. 


Progress in precious metals has been equally startling. The 
old-time “horse and buggy” methods of producing silver 
and gold were primitive by comparison with the highly 
scientific processes and controls and special equipment used 
by Handy & Harman today. As a result, Handy & Harman 
sterling silver and karat golds are far superior to the “home 
made” compositions of “the good old days.” 


To silversmiths and jewelry manufacturers, these superior 
metals—delivered promptly in sheet, strip and wire as 
needed, guaranteed true to quality, working properties and 
gauge, and cut to required sizes—mean big ultimate savings 
in production costs. At the left is just one example. 


Yes, it’s “the good days” now in silver and gold—the “old” 
has been eliminated. 


WRITE FOR BULLETIN 16 
The clean, fire-free surfaces of Handy _— Jt gives details about the many Karat Gold 
& Harman silver and gold, require 7 q 
far less stripping and buffing to bring | Compositions produced by Handy & Harman 


out the full beauty and lustre of these _ for specific purposes. Copy mailed on request. 
metals. Think what that means in 
time, labor and metal saved. 


82 FULTON STREET 
Bridgeport, Conn. * Chicago, Ill. * Los Angeles, Cal. Meg Providence, R. 1. * Toronto, Canada 


PRECIOUS METALS SINCE 1867 
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. | : 
BUT: New Haven is coming out with something so new, it will 
make history in the industry ...and so terrific, we can't tel! 

you about it, till you see it. Watch for it. /t's coming soon. 


THE NEW HAVEN CLOCK AND WATCH COMPANY 


NEW HAVEN 4, CONN. 


THE RIGHT TIME fy SINCE 1817 











THE THIRD CONSECUTIVE YEAR OF 










Breen for a Lay 


iuvevina’s Leading Daytime Radio Show 


Sponsored by Alka-Seltzer and Philip Morris 


MUTUAL NETWORK ...515 STATIONS COAST TO COAST 
| 29 DAYS WEEKLY 








AD 
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fo a Head Start 
in , Of 






@ SALES-WISE! 

@ PROFIT-WISE! 

@ VALUE-WISE! 

@ PACKAGE-WISE! 

@ ADVERTISING-WISE! 


If you’re interested in maximum simulated pearl profits 
on a minimum investment, Deltah’s BEST-SELLER GROUP 

is one setup that won’t let you down! Wise jewelers 

who appreciate the advantages of maintaining at all times 
a basic group of Deltah’s smartly-packaged, extensively 
nationally advertised, value-priced necklaces, have 

already given this group a head start for ’49. Count 


yourself in— and remember, only jewelers handle Deltab! 


L. HELLER & SON, Inc. « 411 Fifth Ave., New York 16 
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SS 
SS 
@ When she removes the jewelry, your customer has a handsome ivory-tone plastic BSS * 
Picture Frame ... complete with easel, ready for a favorite photograph. SS : 
—=. 
al-1g-Mi Eola lga-t1t tile] (-miaeolelel-loMohiigelailela ls precious-jewel colors .. . also excep- SS 
... proud setting for the new Iskin Line itelatelinvamol-tei shite) Mm daltal-ctielal-im(-o04-118 An 
ic -YohiUidlale Mo MEIC) ol-tae ME 1-1[-14/(¢]a Maoh mmole lieth created in the Iskin tradition of fine 


Gold Filled designs — with flashing workmanship ... yet popularly priced. 
SEE IT NOW...THE NEW ISKIN LINE... AT YOUR WHOLESALER 


THE ISKIN MANUFACTURING COMPANY, INC e EST. 1913 
12TH AND CHERRY STREETS, PHILADELPHIA * NEW YORK * CHICAGO * LOS ANGELES 


—— 





HERE'S HOW LOVEBRIGHT HELPS YOU 


Rings of all kinds are Lovebright's business. Wedding rings, engagement 
rings, and the kind of “Ring” you hear every time you hit your cash 
register. That's why Lovebright Diamond Rings’ 8 hard-hitting volume 
boosters help you ‘Ring’ up sales! 





NATIONAL ADVERTISING 


Over 25 Million people have been 
pre-sold by Lovebright’s advertising 
in leading consumer magazines all 


over the nation. 


POINT-OF-SALE MATERIAL 


Sell them while they're in your store. 
Lovebright helps you do this with 
counter cards and window streamers. 


Yours, free! 


Call or write to our 


New York offices 
lam died Samol-tiettin 


FOR FEBRUARY, 1949 


WEDDING ALBUMS 


Free to your diamond ring cus- 
tomers. Lovebright’s own wedding 


photo album. A cherished possession. 


RADIO TRANSCRIPTIONS 


Use them on your own spot announce- 
ments or on your qwn radio pro- 
grams. Prepared by professionals. 


Yours, free! 


STOP THE MUSIC 


Only Lovebright Diamond Rings of 
Masterpiece Quality were selected 
for this popular radio program. 
15,400,000 listeners. 


DIAMOND RING BOXES 


Attractive, specially made diamond 
ring display boxes prepored for 
Lovebright Diamond Rings. Yours, 


free! 


GUARANTEE CERTIFICATE 


For your Customers. A Lovebright 
certificate of guarantee and regis- 
tration goes with every diamond 


ring purchased in your store. 


NEWSPAPER MATS 


Strong-selling newspaper adver- 
tisements that have been created 
by experts in jewelry advertising. 


Yours, free! 


A. EDWARD FISHER & CO., INC. 


Over 55 years of Service to the Tvade 


[mporters of Diamond 


580 FIFTH AVE, “#2 


NEW YORK 19 


















DIAMOND RING SETS 


27 Diamond 
Combination Set 


Rings enlarged 
to show detail 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 
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Pras | Simple to couple, matching Miracle- 
perso é Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
.--no hinge, no catch, no stud or con- 
ee cavity to mar the beauty and symme- 
fry of the Miracle rings. 





The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 

For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. | 


Miracle Sets priced from $20.00 up 





WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 


a 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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Defender Diath “Coup cnalion ti 


fre ud te tntvoduce th new tine of 
/ powed wiulehes for men and ladies. 


Manufactured Z J tyled by by Wa ce 
allest afl men tn Su Gictiad 


Lhose walehes iMmccipe cxale lhe 
finest and most advanced features, 
des yi cd with Wi cotad Uff cad tl 


your dMicrtmtse aling CUMMOINCI'S. 





WATERPROOF CASE*** INCABLOC SHOCKPROOF, 7 JEWEL MOVEMENT 
BEZEL CONTENT EQUIVALENT TO 1/20-12 KT. GOLD « « + STAINLESS STEEL BACK 
e* EXCLUSIVELY STYLED IMPORTED CASES*** UNBREAKABLE CRYSTAL 


TO RETAIL FROM 


$13.95 to $17.45 


The complete Line will be presented to you shortly 


doferiden watch comp. 


610 FIFTH AVE., NEW YORK CITY | 


IMPORTERS ALSO OF: Ss , = on 
HERITAGE and 


NOVA WATCHES roe. | 














FOR FEB 
RUARY, 1949 19 
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One Caral lo Fifty Carats, those who 
tnow diamonds, choose from the House 
of Niamonds...one of LAL: largest 
collections. 

Merchandise ithiified on Memorandum 
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--- AND WHAT IT MEANS TO YOU 


If you could have attended 
the first meeting of the 
Nebraska Retail Jewelers 
Association on January 17, 
1906, you would have heard an 
enthusiastic expression of 
confidence in the integrity of 
the Hamilton Watch Company 
and the quality of its timepieces. 
Above is a transcript of 

the resolution that was then 
entered in the Association’s 


minutes book. 


HAMILTON 





Today, Hamilton continues to earn the respect 
of the jewelry industry. All those who wished 
us well in the early period of the company would 
doubtless be pleased to see how Hamilton has 
flourished in the intervening years. The Hamilton 
plant, many times larger than in 1906, is equipped 
with the finest of new production facilities. 
And our business keeps right on growing. 
Projected plans for this year promise all the fine 
Hamiltons necessary to meet anticipated 
demands. Effectively helping you to sell Hamiltons 
throughout 1949 is a thorough advertising and 
merchandising program—plus the Hamilton 
reputation for quality that is engraved in the 
minds of your discriminating customers. 


WATCH COMPANY, LANCASTER, PA. 


AMERICA’S FINE WATCH 
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WATCH CASE § 





LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BLAUTY AND LASTING 
PROTECTION 








. 2 


— designed to custom-fit fine watch movements) 
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Sensational Premiere... 


An outstanding value to the trade — 
A faithful reproduction of a Sheffield 


Early Victorian triple compartment 


Folding Biscuit Box. 



















sie Aen 
#711 — $116. 3 \i 
* Keystone 
i 
This exquisite example of fine silver A 


craftsmanship makes an elegant centerpiece 
for flowers, fruit, nuts, candy, condiments, etc. 
_ An everlasting useful gift. 


s711C — $126. 
" Keystone 





dV 
J Guaranteed Silver Plate— 
& fF 


Lined with 24 Karat Gold 


» 
o 
pooeues 


* Subject to the usual Keystone discount 
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Immediate Delivery 
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We invite inquiries about our i 


#711 — $116. 


«<a “ Keystone 








OULD & LEWIS Camnanv. Manufacturers. 15 W.45th ST NY 









FIFTY YEARS OF SERVICE 











TRADE MARKS 





Executive Offices and Factory: LUDINGTO N, MICHIGAN 
~ Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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Depend on the 


UNIFORMITY 


of Lifetime diamonds- 


*& FINEST MAKE PROCURABLE! 
*& SELECTED, HIGHEST WHITE COLOR! 


*& ASSURED, ACCURATE WEIGHT! 
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BASKIN BROTHERS, Ince 
38 West: 48th Street * New York 19, N. Y. 
Makers of Fine Rings Since 1896 
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SNAP-BAR 


AN EXAMPLE OF ADVANCED JEWELRY ENGINEERING 
CHARACTERISTIC OF KREMENTZ QUALITY 





pot there is go coats vet to wear ‘ke cuff or ‘work 





- Joose. The amoothly rounded shoulder permits 






eer easy insertion into button holes. 






: 4. Corrosion proof springs are completely enclosed 






snap action is velvet-smooth, permanent. 






5. ‘The designs are thoroughly modern . .’. yet are 


in conservative good taste. 








Krementz Snap-Bar Links are also made 
in 10 kt. and 14 kt. gold. 


FINE QUALITY JEWELRY SINCE 1866 


FOR MEN: Evening Jewelry - Cuff Links - Collar Holders - Tie Holders - Pocket Knives - Watch Chains 
FOR LADIES: Flexible Bracelets - Bangle Bracelets - Earrings - Brooches - Necklaces 





KREMENTZ & CQ., NEWARK 5, N.J. 
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TO YOUR LOCAL ADVERTISING! 
TO YOUR SALES! 
\ TO YOUR CUSTOMER INTEREST! 


It’s the KEY*, 


the ‘‘attention getter’, that brings them into your store and clinches 
sales. Consumer resistance breaks down when this cleverly con- 
trived merchandising aid is displayed, because women love to wear 
it as a bracelet or locket charm for permanent attachment to the 
significance of the moment. 


THIS is your EXTRA appeal to the ‘‘Two-Gether’” ensemble —a 


truly perfect locked set that keeps your rings beautifully aligned 
with no parts to swing out, wear out, break off or interfere with 
the active appeal of the rings. 


*Sterling keys free with each “Two-Gether” ensemble. 
14K Gold Keys ovailable at extra charge. 


Kushner é Pines, Inc. 


21 WEST 46th STREET 
NEW YORK 19, N.Y. 

















© 1948 K & P Ine. 











FoR Frpruary, 1949 29 
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‘Success brings success . . . From its first appearance this three-piece Sterling 
Set has made one triumph after another as leading jewelers from coast 
to coast promoted it with smash-hit results. The three Sterling pieces, of 
substantial weight, are beautifully designed and perfectly balanced. The 
twin-heart, satin-lined plastic box, regarded as the most elegant package 
of its type, comes in two shades—blue and ivory for boys; pink and ivory 
for girls. Suggested Retail Price, $6.95. 





YOUR COST $4995 
SET 


Minimum order 6 sets 


Mail your orders on your order form or firm letterhead 


Made by the creators of Lady Crosby Diamond Rings—Nationally advertised. 


A. COHEN & SON -< ORF. 


Zi West Jered Sirrvee i Né@e Fern - 10. NZ. Yi 
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XCLUSIVE 
WITH 
GOTHAM 








NEW ! Distinctive 
covered watch 


to retail at $71.50 
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ALL-STAR 
GOTHAMATIC 


e Self Winding  e¢ Shock Resistant 
e Non-Magnetic e Water Resistant 


to retail at $39.75 


RICKY 
to retail at $65.00 


TAIL PRICES SHOWN INCLUDE FEDERAL TAX OTHERS FROM $24.75 TO $2500.00 


Hotham Watches 
Product of Ollendortt Watch @ INC, 20 W 47th STREET, 


1 oO ee ee oe NEW YORK, N.Y. 
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FLASH! For the first time since 194i... 
OPEN STOCK PIECES 
IN 1847 ROGERS BRO 


RETAIL PRICE LIST 








SPOONS Two Eight 


HOLLOW HANDLES, MIRROR 


Twelve 


STAINLESS FORGED BLADES 





$1.25 $ 5.00 
Dessert or Oval Soup 2.50 10.00 
Round Bow! Soup 2.50 10.00 
2.50 10.00 
1.67 6.67 
1.17 4.67 
2.17 8.67 





$ 7.50 


Two 


Eight 


Twelve 





15.00 
15.00 
15.00 


Dinner, Viande* 


Dinner, Long Blade 


$3.83 
3.83 


$15.33 
15.33 


$23.00 
23.00 





10.00 FORKS 


Two 


Eight 


Twelve 





7.00 
13.00 





KNIVES Two Eight 


Twelve 





Butter Spreaders $2.17 | $ 8.67 











$13.00 





$2.50 
2.50 
2.17 
2.17 








$10.00 
10.00 
8.67 
8.67 





$15.00 
15.00 
13.00 
13.00 





*Reg. U. S. Pat. Off. 
tViande Forks not made in Remembrance 





¢ Effective Jan. 1, 1949. Subject to change without notice. 
* All goods billed at prices prevailing or: date of shipment. 








J. J. SOHMURLER ¢ SON. Ine. 


SERVING THE JEWELRY TRADE FOR OVER 40 YEARS 


Beautycrest Diamond Rings and Sewelty 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. 


FREE DISPLAY 

WITH YOUR ORDER 

FOR 1 FULL UNIT! 

Sturdy, colorful display stand 

to hold 4 Completing Sets . . . FREE 


with your order for No. 4 unit consisting 


of 1 Completing Set in each of 
four patterns... $104. retail 


24 pc. Completing Set OPEN STOCK 
DISPLAY AND GIFT PACKAGE 

consists of 8 oyster forks, 8 iced drink 
spoons, 8 butter spreaders, available in 
each of 4 patterns .. . $26. retail 


Fa 


a 


OPEN STOCK WILL BE OFFERED TO PUBLIC MARCH Ist! ° There is no Federal Excise Tax on Silverplated Flatware. 








Distributors of :—TERRENE WATCHES » DIAMOND MOUNTED JEWELRY 
WATCHES + SILVERWARE - CLOCKS + JEWELRY + ELEC. APPLIANCES 
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Il Flex-Let gold- 
lled products are 


n pure nickel 
ase, and are 
lainly stamped 
‘20 12Kt. G. F. 
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Links protect 
working parts 
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Cr i rahe bb a a a lo to) 


+ 210 
#10 $8.50 T.I. 
$11.50 T.I. 
i . 
Rivet Construction*mane® 
ands almost ynbreaka 
Stainless 
WN N \ steel springs 


sturdy rivets 
rok! Ttaks ends 


*Pat. No. 2,444,684 
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MATION + E. Providence, R. I. 


alas Offices: 20 West 47th St., New York 19, N. Y. 


Fo<iAngeles - Canada: Arennes Inc., Montreal 
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Sold only direct to retailers. 
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f a Flex-Let Bands are fashion leaders. And only 
i Flex-Let Bands feature Tru-Rivet Construction. 
In addition, every Flex-Let Band is corrosion 
resistant and guaranteed one year. 


Get on the Flex-Let Band-wagon! Build up 
your sales with Flex-Lets 
that never let you down! 


... the bands 
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With Try. 
Cat 


$7.50) 








YOU WERE SELLING YOUR STORE - - 
you'd think first of Gordon Brothers 


IF YOU PLAN TO LIQGUIDATE IT YOURSELF - - 
4 reasons why Gordon Brothers can alse serve you best 


1, NO GUESSWORK. Our estimate will tell 
you definitely what you will net from your 
sale. No rosy hopes, promises, generalities. 


2, A GUARANTEE BACKED BY CASH. 
Yes, our cash deposit to the full amount of our 
estimate, will make you as secure as if we 
were buying your store and paying you cash 
outright. You can’t lose, you can only gain, if 
the sale turns out to exceed the estimate. 


3, A COMPLETE JOB. No odds and ends of 
stock will be left on your hands. 


4, THE KIND OF JOB YOU WANT. For 
Gordon Brothers, in its years of experience, 
has handled every type of jewelry store and 
sale, small and large, from Main St., Punx- 
sutawney, Pa., to Fifth Ave., N. Y. 


(a Sth reason, though we hardly need 
mention it: the famous-for-reliability 
reputation of Gordon Brothers) 






Cae lilalel laldiale Mememmol tls 


Biegtiiey water. 
SERVICE 
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REG. U. S. PAT. OFFICE 


ANOTHER SARKIN SENSATION 


Complete promotional material avail- 
able such as newspaper advertising 
mats, displays, booklets, etc. 


Priced to retail at. 


$125 to *450 


















NOW AT 
37 WEST 47th STREET 


NEW YORK 19, N. Y. 
Leading Ring Stylists For More Than A Quarter Century 
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No. 9889 Combination Tele- 
vision Set and Record Player. 
Record albums colorfully 
enameled. Look through tele- 
\¥ vision screen and really see 

\ a picture. 14 kt. gold. $29:00 



















By HELEN KINGSLY 


NEW yORK CITY; Feb. rat 
he Spring @ young " - 
se * put a young lady } _ 
» Never has this been m 
ly eae he ‘ine " 









*No. 9136 The Little Country 
Church. See the Lord’s Prayer 





**No. 9348 The Little Slate 
..- with real pearls. “I! Love 
You”, on one side, Cupid’s 
arrow piercing hearts on the 
4 other side. Black enamel and 


is bt. old... .....' $16.50 


















¢ Gold Filled Line 


“Qoohs and No. 9171 The Stop Sign. Says, 


4 Excellence © 











Provoking agen filled line. “If you can read this you 
Ahhs”, Was the ality of workman- are too d——n close”. May be 
Smart design, 44 ¢ many seml- engraved on the reverse side. 
ship an the use 0 ltured pear Ss Black lettering on 14 kt. gold. 
recious stones and ¢ ark, “My, is $5.50 
ers to . 
caused 4 filled? I thought it was 
tnis 
° *No. 9184 The Devil in a 
Cocktoil Shaker. Open the 
top and “Up pops the devil”. 
MS eold: cs $11.50 
. It 
line pe we have seen in ae he 
— d gladden the-heart 0 dict 
should g because we Pre 


} ca 
on eg oe jine will make the 


1949 Spring season 
history! 


*No. 9036 The Hour Glass. 
Real sand flows through the fx ¥ 
glass. 14 kt. gold... . $11.50 } | 








*No. 9895 The Photo Charm. 
Holds two pictures. Magnify- 


ALL PRICES KEYSTONE ing ctystol enlarges any snap- 


shot clearly. Opens easily like 


Availoble in Sterling Silver No. 9348 has glass a locket. 14 kt. gold... $11.50 


beads in Sterling 


“Creators of the Unusual—as Usual’ 
608 Fifth Avenue, New York 20 
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This is one 
Look, Saturday Evening 


relelalale Spring, | 1949. 


GENUINE a 


cep erin: 


DIAM 


ail rings Miystrated © evoiladle in white os well os nature! 9 
Rings entorged te HOw details. Prices include Federal 1o*- 


of 45 Keepsake advertisements appearing 
Post and 10 other leading magazines 


in Life, 


ee 
in 


Gok eee 
aes, 


na ete 


“On Darling, its 4 Keepsake! 


The gift that means “forever”. « - the ring that says 


perfect symbol .-- 4 Keepsake Diamond Ring. In 


by size alone, but by Color, Cut and Clarity. By these qualiti 


and valued .-- and by the name Keepsake, 


jeweler and con 


Keepsake Certificate, signed by your J 
of the highest standards of COLOR, CUT, 


the name “Keepsake” in the ring, and the wot 


Let your Keepsake Jeweler be your trusted guide. 


For the name of far local 
750.09 Keepsake it West- 
ern Union 


for Operator 25. 


A. ey Or Ring 
so $4 5 de to 1100 


ate Rin 150.00 


Man aie Ring 100.00 
Available at $75 to 250 to 


match all oni rings 300.00 


Cc. ORLEANS Ring 
125.00 


Wedding Ring 


D. COPLEY Ring 200.00 
Also in platinum $300 
Wedding Ring 00 


Home Office — Syracuse, N. Y. 


E. TREMONT Ring 150.00 
Also $200 ond 300 
Wedding Ring 100.00 


pr Bee ’ F. JONQUIL Ring 125.00 
Wedding Ring Wedding Ring 62.50 
Listen to BRIDE and GROOM 


Antwerp 
ABC 2:30 P.M., E.S.1 


Amsterdam 


eepsake a Traditionally through Six Decades 


“You're Mine” 


is love’s most 


selecting your diamond, choose not 

ies fine diamonds are judged 

these qualities are assured. The famous 

firmed by the makers, warrants your diamond to be 
CLARITY and VALUE. To assure 2 wise choice, look for 


ds “Guaranteed Registered Perfect Gem” on the tag: 


Prices from $100 to $5000. 


Keepsake Diamond Rings, A. H. Pond Co-. Ine. 
120 East Washington. Syracuse 2, New York 

20-page book, “The Etiquette of the Engagement and 
ith illustrations and prices of Keepsake Rings. and the 
name of my nearest Keepsake Jeweler. Also send information about the 


beautiful new 48-poge Bride's Keepsake Book. 


seful 


NAME nt i 


STREET AND ore A ke 


SOF as apyeatist® 12-49 


Choice of “Americ ica’s L *ueliest. Brides 
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is the Name That Sells the Best 


That’s why Keepsake is America’s 2. Thousands of coupons are received each 
largest selling Diamond Ring. month. These interested prospects are all 
directed to Keepsake Jewelers. 





That’s why Keepsake Jewelers enjoy 
an advantage over all other jewelers. 3. The new Bride’s Keepsake Book is 
bringing thousands more into the stores 


Now, for the 20th consecutive season, of Keepsake Jewelers. 


Keepsake Jewelers are supported by the 


greatest advertising campaign inthe Diamond 4, Keepsake provides its dealers with a com- 
Ring Field— plete line of merchandising aids and sales 
And best of all—this great Keepsake — 
campaign is dealer localized. REMEMBER—Keepsake’s big magazine ad- 
a | a a vertising program sells locally for you . 
y P P when you feature Keepsake in your store. 


ment is yours as a Keepsake Jeweler. 
7 out of every 10 of your Diamond Ring 


1. Your prospects are directed right to your prospects continually see Keepsake adver- 
store by Western Union. tising in their favorite magazines. 


MORE PEOPLE in your city 
Read about KEEPSAKE 
Know about KEEPSAKE 
Prefer KEEPSAKE 


If a Keepsake Franchise is available in your area, we will be glad to 
have a representative call on you. Simply write today for further details. 


A. H. POND CO., INC. SYRACUSE 2, N. Y. 
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IN FINESSE “BANDS OF BEAUTY’ 


SURPRISINGLY LOW PRICED! 
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Vibrantly alive... pul 
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Finesse craftsmanship 
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of your nearest wholesalers. 


Finesse Wristlet Inc. 
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Lou Arme 
104 Poplar Oth Street* New York? 3°N_Y 
PACIFIC COAST 
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Here is the type of advertising that you will 
appreciate and use because it is designed to 
do four things for you: 


1. Sell the beauty, quality, and value 
of RHAPSODY Diamond Rings*. 


2. Help you build volume sales for 
your general line. 


3. Help you build prestige and good 
will in your community. 


4, Provide a practical SHARE-COST 
advertising campaign in your local 
newspapers. 

Our salesmen ‘are now on the road 

with the new Rhapsody prestige Line 

-for °49. The time you give him will 
be well spent. 


THIS PROGRAM — 
WILL BOOST YOUR SALES | 
“COOPERATIVE ADVERTISING __ 


* National Advertising * Bride’s Booklet 

* Free Mat Service * Free Ring Gift Boxes 
* Free Counter Displays °* Free Window Displays 
* Free Ring Trays * Free Dealer Signs 


® Postcards in Color 


*orsmaetly MM. SICKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
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JEWELRY CRAFTSMEN OF DISTINCTION 








outstanding styling, quality, 
craftsmanship. 


where carry our products— they 
know the Nanasi name stands for 


peers. That is why jewelers every- 


6219 MADISON STREET, WEST NEW YORK, N. J. - 


manship, Nanasi creations have-no 
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Sold through Jobbers and Wholesalers 
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ORDER THE wd | 
FROM YOUR WHOLESALER TODAY. 


GIVES YOU A COMPLETE 
CHILDREN’S DEPARTMENT 
IN MINIMUM SPACE. 
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KIDDIE ARAFT sells bese! 


This exquisitely designed line retails 
from $2.50 to $10. Backed by an 
intelligent merchandising program 
PLUS a forceful advertising campaign 
reaching a total audicnee of 


95.000.000 people through 





- —_— 
en a 


SPECIAL EASTER 
>. “JEWEL TRAY” 
“9 ASSORTMENT X-20 


ROTOGRAVURE 
NEWSPAPERS 
RADIO 
TELEVISION 





Promote KIDDIE KRAFT for Easter 
-.. With this smart new, | | | 
interchangeable display in full color. _ | 
Perfect for counter or window. 

Mats available. too. 

Write for yours today. 


ONLY KIDDIE KRAFT _ 
HAS THE “SWEETHEART™ 
JEWEL BOX.* 

*Pat. No. 142,996 
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MARATHON COMPANY « Attleboro, Mass. 


“SEATORS OP THE FINEST CHILDREN’S JEWELRY FOR OVER HALF A CENTURY. 





Your Watch Business Can Be as Big as YOU Want to Make it with 


GAME 


I7-JEWEL 








RAILROAD-TYPE WATCHES 
WATER-RESISTANT WATCHES [age 
DRESS WATCHES : 








irs This one 2 complete line ¢ gives you everything you need 
rr——OC iat: think twice before they spend their money. 

im =—<‘“‘i=é=SSCHH Coffcrs cs BIG value...in moderate priced watches 

yg eee and s cueeerieed by one of the BIGGEST watch | 





RAILROAD -TYPE WATCH 





— e Gives: you. an Y opporunity io make extra 
sales you couldn't make without it. 





_ 6 Wanted by bus, train, ferry, aviation and / WATER-RESISTANT. 
all types of transportation workers... by ss ; SHOCK- RESISTANT 
_ police and firemen, guards, mine workers ts  ANTI-MAGNETIC 
- - ©. DY all who want a oeey, relloie pocket : ee - ae & Sweep second hand 
_ _ watch. - | : 





_  - 2 —rr—™ @ Luminous hands and numerals 
: oe e ‘Heavy black hands and ‘rabie n numerals . : Case i in the natural color of gold, stain- 
on enamel ca. : - less steel back 


ee = e Heavy extra-duty chrome case. : _ ae Suggested retail price - $49.75 F.T. I. 
| _ Suggested retail price $29.75 | F. T. a ) : : , 











FOR INFORMATION ABOUT OTHER. ROAMER MODELS WRITE OR WIRE. 





SPONSORED BY] 
LOUIS AISENSTEIN & BROS. INC. ys 








630 FIFTH AVENUE, NEW YORK 20,N. Y. 315 WEST 5TH STREET, LOS ANGELES 13, CALIF. 
29 EAST MADISON STREET, CHICAGO 2, ILL. ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 





DISTRIBUTORS ALSO OF MIDO * MEDANA * HEUER * EMPIRE * HALLMARK 
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Venus at $125 retail f.t.i. 
In stainless steel, Diana 
at $71.50 retail f.t.i. 


Rumsey at $125 retail f.t.i. 
In stainless steel, Nelson 
at $71.50 retail f.t.i. 


WRITE OR WIRE 


BRANCHES -« 
ANGELES 13 


FOR FEBRUARY, 1949 








Louis Aisenstein & Bros., Inc. 


29 EAST MADISON STREET, 


to jewelers anxious to maintain their volume! 


= 


Hale) ay 
worrantomatc 





available in the 
two fastest-selling styles! 
Backed by SMASHING LARGE SIZE ADS in 


LIFE » SATURDAY EVENING POST + COLLIER’S 
HOLIDAY*>NEW YORK TIMES MAGAZINE 











Self-Winding MIDO is the outstandingly different watch that helps you 
compete for consumer dollars. Automatic; Shock-Resistant; Anti-magnetic; 
Constructed 100% Waterproof*—MIDO gives Multiple Protection to assure 
long lasting satisfaction. 





And MIDO is now available in the 2 most popular styles. For WOMEN— 
the really practical, self-winding watch dainty enough for women to wear, 
Venus at $125 retail f.t.i. 


For MEN—the handsome, time-tested value, Rumsey at $125 retail f.t.i. 
Both with luxurious 14K tops, stainless steel backs. 


*Naturally, if the case is opened or crystal needs replacement, 
continued waterproof quality cannot be assured unless work is 
done by a competent watchmaker using genuine MIDO parts. 


Soidc and serviced in 65 countries 


Winds Shelf ulomatically. iis 
Sells Shself ulomatically 


SALES DEPARTMENT, 16 EAST 40TH STREET, NEW YORK 16 
Executive offices and showroom, 630 Fifth Avenue, New York 20 


CHICAGO 2+ 315 WEST FIFTH STREET, LOS 


© FOREIGN OFFICE, ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 
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More than ever—THE 
RESISTANCE | 


Neil D. Sofman 
32 Liberty Street 
New York 7, N. Y. 


v 


* 


LINE OF LEAST _ that make mounted diamor 


; J. L. Miller Irving Keyser 
Chas. Weithas *%& 29 E. Madison St. 682 lrola St. 


New England Chicago, Illinois Los Angeles, Calif. 
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This striking window or counter 






book-display contains one dozen 
NEET Shell Cordovan straps 

















. yee 


America’s best-known watches 


are now wearing the smart new 


NEET SHELL 
CORDOVAN 
PADETTE™ 
STRAPS 


* PEER OF CUSHION 
WATCH STRAPS 





So smooth and so rich looking! And 





so superbly made! No wonder America’s best known 






watches proudly wear these inimitable Shell 
Cordovan PADETTE straps which endow them with the 
luxurious finishing touch. Expertly created in 


blonde, sherry, cordovan, grey and black— 


Wisse ero. 
WATCH STRAPS @y 


and designed fo sell quickly and profitably. 


CONSULT YOUR WHOLESALER 


LASKO STRAP COMPANY 200 Hudson St., New York 13 
Chicago: 29 E. Madison—Los Angeles: 220 W. Sth. 
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DIAMOND RING 
DOS FULLY POLISHED 





CREATES BUY APPEAL 












The magnificent lucite ring boxt is a dazzling replica of 
the very diamonds it houses. Set in contrasting base of lustrous 
black plastic, the whole is encased in an elegant 

ivory and gold embossed cardboard box and 


then enclosed in a protective 





chipboard outer shell. 














*Trademark Reg. U. S. Pat. Off. 








tPatent Applied For 
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LeSTAGE 
0 a ee es en es ee 
with 
TASSEL EARRINGS TO MATCH 


~ Show a casual shopper this beautiful new set, 


and you've got an interested buyer. LeStage 
Mesh Bracelets, long popular, are bringing cus- 
tomer. calls for matching earrings. Now you can 
offer both as a set, custom packaged in royal 


blue and dusky gold. 


LeStage craftsmanship adds long life to lovely 


LeSTAGE 


MANUFACTURING COMPANY 


CHICAGO 















EATRAS 


at NO 
extra cost! 7 






Mi 







EXTRA, POWER 


EXTRA, FEATURES. 


EXTRA, BEAUTY 
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30 DREAMLINE MODELS... astyle to please every taste 
—a design to fit every purpose — a price range to suit every 
customer. A watch band line to sell every watch band prospect 
WY aLoMn Ze] | <M alcodn Zell] mitre a-Si Vale ME 1a1-3%- Mol g-Mols| ham elo] a Me) ME iat 
picture! Ask your wholesaler to show you the whole J-B 


extra quality line of the nation’s most sell-able watch bands! 










7282 


... Your guide lo lhe finest 


th Walch Lands 








AMO for 2 Big Hs TRA Basi 





) est WATCH BAND LINE 


# 


Now in a SELF-SELLING, 





. 
“RY DISPLAY BO 


/ 


at no extra cost to you 
or your customer! 





For the first time, the brilliant, profit- 
rnaking,J-B line—America’s best-selling 
watch bands — packaged in brilliant, 
individual showcases! 














Now J-B gives your customers a spar- 
kling extra reason to reach for the - ; . 
it’s designed to give you 


nation’s top quality watch band. 
The gleaming, exclusively-designed, peak watch band volume! 


clear plastic display box adds new 
appeal—brings rich new attraction—to 
the richly beautiful J-B line. 

161 Avenue of the Americas 


JACOBY-BENDER, INC. 
° New York 13,N. Y. 











THERES (WORE 


To the New Look of the 
New J-B Expansion Bands 
than Meets the Eye! 













ore reasons why J-B is the Jewelers’ Best selling line for’ 


*50% More Gold inall J-B Expansion Bands... a big, 
shining plus to build good will for your business! 
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\ REMEMBER—IT'S THE COLUMBIA 


THE JEWELERS’ CIRCULAR-KEYSTONE 








This plan, carried by your local 


Columbia Diamond Ring representative, 
contains the KEY 


to your successful jewelry operation. 






@ Details About America’s Most Talked- 
About Diamond Ring Line 





@ An 8-Pronged Attack on Retreating 
Volume 


@ A Shot-in-the-Arm for Sagging Inventories 


@ The Right Tool + The Right Job = The 
Right Result 


@ Consumer Confidence — Your Silent 
Salesmen 


@ Adding Over-the-Counter Punch With 
Outstanding Point-of-Sale Displays 


@® Capturing The Critical Stage of 
Jewelry Buying 

@® Your Advertising Plan—A Few Scattered 
Shots or a Broadside? 


@ A Complete Animated Window Display 
Service 











A Division Of AXEL BROS.,INC. 


DIAMOND RE nee 


21-10 49th Avenue, Long Island City 1, N.Y. 
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DIAMOND RING LINE FOR '49 
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This Trifari design 
is copyrighted and 
design patent pending 








‘“‘Mermaid’’. . . the Parisian collarette, fashioned into gleaming scales of 


golden Trifanium. Perfect complement to your high or low necklines, 
ensembled with bracelet and earrings of subtle elegance. 


THE JEWELERS’ CIRCULAR-KEYSTON® 














As profit-producers and 

prestige-builders .. . BAREL BRIDALS belon es = 

right at the head of the procession! Exquisitely | Hand Se 

Carved matched wedding ring sets . . . BAREL BRI 1D 4 : 

are all original creations of Fred Barel. They arouse eager admi , 
in 
















pire unreserved recommendation eee secure. ra nie 

i - ‘Sold rectly to the retailer by the mant fact REL BRIDALS 

24 hour : , — yield greater profits to the seller . oe .. give ¢ re 
‘service on ) ee = : value to the: cu: uste mer. | 
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EMIL LEICHTER WATCH COMPANY, Inc. 
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ITS APPOINTMENT AS EXCLUSIVE DISTRIBUTORS FOR THE U.S.A. 


LYCINE 
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GLYCINE SALES REPRESENTATIVES 
ALBERT PRETZFELDER — Sales Director 


MERRILL S. HARRIS — (East & South) Philadelphia, Pa. 


Hf aim to make a great name in watches even greater still by 


GEORGE BEDUZE — Mid-West sales representative 


aggressive sales promotion and extensive national advertising. Resale : | 29 East Madison St., Chicago, lll 


ice n u NE watch 7 : de : . JOSEPH GRAM — Pacific Coast representative 
prices on famous GLYCI es begin at $49.50, federal tax included ; ) wan dine be a 


cases are strikingly styled gold-filled, 14 kt. gold and diamond-set 


| fi These representatives will also carry 
platinum creations. We have made special appointments to our — | nationally advertised Hyde Park watches. 


sales staff, and these are listed at the right. 


SOLD THROUGH SELECTED 


EMIL LEICHTER WATCH COMPANY, Inc. WHOLESALERS ONLY 


551 FIFTH AVENUE, NEW YORK 17, N. Y. 





Hype rarx is a watch you 

can give with complete confidence 
in its timekeeping dependability, its 
up-to-date beauty and distinction, 
its all-around value. As a matter of 
fact, America’s leading test pilots 
and active career women depend on 
their HyDE PARK watches constantly. 
Scores of striking new styles and 
“models to choose from—for everyone 
on your gift list. From $39.75 to 
$500.00, Federal tax included, 

at leading jewelers. 


EXPANDED SALES FACILITIES MEAN 
BETTER HYDE PARK SERVICE TO YOU! 


Steadily increasing sales of HYDE PARK watches, plus increased nationwide 
distribution, necessitate the opening of two new sales centers — one in Chicago, 
the other in Los Angeles. These representatives will ably serve you — 

Hy Sohmer, Sales Manager 

George Beduze (Mid-West) 29 E. Madison, Chicago 

Joseph Gram (Pacific Coast) 220 W. 5th St., Los Angeles 

Merrill S. Harris (East and South) Philadelphia, Pa. 


Our new line is now being shown — and it is certainly worth seeing! These 
representatives will also carry famous GLYCINE Watches. 


CONSULT YOUR WHOLESALER 


EMIL LEICHTER WATCH CO. Inc. 
S51 FIFTH AVENUE, NEW YORK 17, N. Y. & 
The Watch That Times Pmerica’s Test Pilots 


Can We Defend the Panama Canal? 
JACKSON, MISHSHEPL . 
Also a Complete Novelette 


SRRSNQ. 
QVROS 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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HIGH POWER SALES APPEAL! 





Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “High- 


est Quality at Lowest Prices!” 


MATCHED BRIDAL SETS 
Illustration is typical of 
smart styling. These rings 


\"" sold in group lots. 


Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings crigina- 
tions for men and women. 


No. 1777 — Synthetic ruby or blue spinel, genuine 
onyx. Choice of encrusted fraternal order. 10k and 
14k gold mountings. 

No. 1830 — 10k or 14k gold Fraternal Ring, enam- 
eled emblem. 

No. 1914 — Shrine ring, 14k gold with diamond 
set platinum emblem. 





FOR FEBRUARY, 1949 


No. $348 — Eastern Stor cluster ring, 14k gold set 
with synthetic rubies, sapphires or genuine garnets, 
enameled emblem. 

No. $311 — 14k ladies’ cluster ring, choice of gen- 
vine and synthetic stones. 

No. 1832 — 10k or 14k gold man’s ring, with syn- 
thetic stones. 


MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
59 





























HONEST °° H”’ VALUES 











Better Diamond Rings 


kor the Better Jewelers 
at Better Prices! 


What we say above in heavy print, we are confident we can carry 
out with a light heart. Our large buying power, our European 
diamond connections (our Mr. Hamburger has visited the 
European diamond centers recently) and over 40 years’ experi- 
ence in styling and manufacturing, places us in a position where 
we can offer our customers THE BEST in BETTER DIAMOND 
RINGS. We actually sell you diamond rings at “loose goods” 


prices. No extra charge for service. 


Our representatives have started for their respective territories 
and will call on you in the near future with our complete line of 


best sellers. May we suggest that you withhold your purchases 


until you have seen our line. 





H. Hamburger Co., Jur. 


22 WEST 48th STREET NEW YORK 19, N. Y. 


IMPORTERS OF DIAMONDS 6 MAKERS OF BETTER DIAMOND RINGS 




















































THE JEWELERS’ CIRCULAR-KEYSTONE 


























There is positively no disfiguration of the individual 





mountings. This means that the sale of one ring 


assures the sale of the other at any time. 


NOTE: Sold only through author- 
ized distributors who are 
granted the right to sell patented 
Feature-Lock mountings under 
the registered name or their own 
ytor es ane , brand name. 

entury © ™ 


There are n® 
Ask your distrib 


Feature-Lock is potented in the U. S. 
Pat. Off. Pat. Nos. 2,029,464-2,127.766 
and other patents pending. 





SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inc. 35th 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
oon aa through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 





Loupe-tested 
DIAMOND RINGS 
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i INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « ee. 








. THE JEWELERS’ CIRCULAR-KEYSTONE 






















Tn the distinguished creations that 





bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 

appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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THE | at FEATURE 
MAKES MORE DIAMOND SALES 


‘RHODLGEM 
RINGS 


The extra feature is this . . . to the eye 
Rhodi-Gem rings appear to be gem set, 
because they are uniquely carved of 
RHODI-GOLD ... that whiter-than-white 
precious metal that simulates actual 
diamonds... you'll sell more diamonds’ 


if you feature Rhodi Gem rings. 


MAKERS OF FINE JEWELRY + SWNCH 4903" 
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THE JEWELERS’ CIRCULAR-KEYSTONE 























CREATES NEW SALES 
FOR RETAIL JEWELERS OF AMERICA 


Speidel’s advertising to seventeen million people on the 





famous “Stop the Music” show every Sunday evening has 
brought a new appreciation of the watch band as a “just-right” 
gift item or as an important jewelry piece to dress up a watch. 


This advertising is bringing thousands of customers to Jew- 
elry stores to buy a watch band .. . a Speidel watch band. In 
eight short months, this Speidel slogan has become known to 
consumers all over America — 


“Your watch will look grand with a Speidel Band”’ 
“Yes, your watch looks swell when you wear a Speidel!”’ 


99 








MR. RETAIL JEWELER THIS IS YOUR PROGRAM 





] ) 4 SPEIDEL continues its hard-hitting © 
i program to drive even greater salesinto © 


the Retail Jewelers’ stores. We give you: 





% A. Fifty-Two consecutive weeks of advertising on the 
“Stop the Music” Program every Sunday night — over 179 


ABC network stations. 
from 
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= vertising % B. Point-of-sale displays that tie into this advertising and 
Your radio OFT mers sell goods for you day and night. Lights... Action... - 
made c tch- S y ee 
has cious of OW ey Watchband profits. a) 
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% C. A new appeal to a wider range of those consumers who 
want a Speidel watch band, through the new Speidel 
PHOENIX — to retail at $7.95 (tax included). 
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COMMANDING THE SPOTLIGH 


For the LUXURY WATCHBAND MARKtr 
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Actual Size 17” High, 19” Wide 
and 714” Deep. 





For 
A Golden Tie-up 
with the 
SPEIDEL 
‘STOP THE MUSIC” 
Radio Program! 





LIGHTS!.... ACTION!....WATCHBAND PROFITS! 


Just as Speidel Watchbands STOP THE MUSIC every Sunday eve- 
ning over 179 ABC radio stations reaching 17,000,000 people . . . so will 






WATCH THE SWING this Speidel Pendulum Display STOP TRAFFIC when displayed in 
TO SPEIDEL your window. It makes an ideal center piece for a complete Watch and 
| Speidel watchband display. Order the Pendulum Display unit through 

— esl a _ “a — your Speidel distributor. It is furnished free with the following: 
bends in Light a a — 7 individually boxed Speidel ladies’ watch bracelets (2 Golden Chord, 4 Ming Tai, 1 Fiesta) 
‘ 6 individually boxed Speidel men’s watch bands (3 Golden Knight, 3 Golden Templar ) 


each fitted to one of your popu- 
lar stock watches ...one for 
him, one for her. 


1 Treasure Chest containing 12 Speidel watchbands as follows: 
(1 tray—3 Golden Chord, 2 Ming Tai, 1 Fiesta; 1 tray—3 Golden Knight, 3 Golden Templar ) 


1 Ladies’ and 1 Man’s watchband in shadow boxes—for display with watches 


Your cost for complete PD/UNIT $127.08 
Your selling price (tax inclusive ) : $309.75 
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DAY and NIGHT 


Window & Counter Displays by 
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..oeAnd for the 
LITTLE GIRL GIFT MARKET 


peidel MISS HGH 


Here is a compact display of richly grained wood that concentrates a maxi- 
mum of gift jewelry items in a minimum of space... a SPEIDEL MISS 





MIGNON Jewelry Department in less than two square feet of counter space. - 


Order this Speidel point-of-sale display through your Speidel distributor 
today. It contains an assortment of 12 Miss Mignon jewelry items as follows: 
A1570 Single Heart Bracelet $1570 Single Heart Bracelet and Locket Set 
A1571 Double Heart Bracelet $1571 Double Heart Brcaelet and Locket Set 
A1575 Stone Center Bracelet $1575 Stone Center Bracelet and Locket Set 


L950 Single Heart Locket L925 Mother of Pearl Locket 

184314 Single Heart Locket L1573 Mother of Pearl Double Heart Locket 

A23573 Baby Bangle BJ3 (A23753 Baby Bangle and L1571 Baby Locket) 
Your cost for MM/12 Assortment, complete with display $38.50 








Your selling price (tax inclusive) $88.95 








RESERVE STOCK 


The pullout tray holds 5 Miss 
Mignon Jewelry items. Beautiful 
plastic jewel gift boxes complete 
with pink satin pads are fur- 
nished for the entire assortment 
of 12 pieces. 








OF INTEREST TO 
EVERY RETAIL JEWELER 
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® MEN’ §S WATCHBAND 
| 1 20 10 Kt. Gold Filled Top 
Stainless Steel Back 


TO RETAIL AT 


7.9 


Federal Tax Included 





With the introduction of the Speidel PHOENIX... 
to retail at $7.95 ... you can now attract a completely new 
market. Consumers know that the same “SPEIDEL” ona 
watchband, even at this lower price, means fine quality 
and superior workmanship. The Speidel PHOENIX 
watchband is made of 1/20 10 Kt. Gold Filled Top and 
Stainless Steel Back. 

For those who want the fimest quality luxury watch- 


‘'6.ON’’ 









PHOENIX ASSORTMENT band, sell the Speidel GOLDEN KNIGHT or GOLDEN 
This attractive assortment offers an opportunity TEMPLAR — both made of 1/10 10 Kt. Gold Filled Top 
for a prominent counter, window or show case with Stainless Steel Back, each lavishly packaged in a 
display for the new Speidel PHOENIX watchband. ie be 
The assortment consists of 4 yellow, 1 white, 1 pink. §ilt Dox. 
Cost to Retailer $19.50 
Cost to Consumer (tax included )....... $47.70 SPEIDEL CORPORATION 


70 Ship Street, Providence, R. I. 
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BANDS COMPLETE THE PICTURE... 
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Pretty vocalist Scottee Marsh places a 
watchband crown on Shep Fields, the 
Stonewall band leader of the month. 













Yo) (ole) ah amae 


wholesalers ... 


ORDER FROM 
THEM TODAY! 
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SHEP FIELDS and his 
band, is interpreted by STONE- 
WALL in a watch band ‘that 
takes ripples of sales and builds 
them into tidal waves of profi 






Dramatic in design, the fea- 
tured band of the month.. 
STONEWALL'S “Rippling 
Rhythm” is a full expansion 
band...gold filled top 
and stainless steel back. 
STONEWALL bracelets... 
the style of the month and 
the all-time favorites ... are 
the perfect “under $10.00" 
gift... anytime of the year 
...10r any occasion. 





FOR YOUR BEST SALES MONTH... EVERY 
MONTH... FOLLOW THE STONEWALL CALENDAR 


THE JEWELERS’ CIRCULAR-KEYSTONE 
































: ¥: 


tn 3 ‘of iettuary, Paréh: ated allthe other 
months on. your calend: ar. Each one now becomes a BIG sel it 1 
month — to make your usual special holiday calendar obsolete. 








Now every day of the month is a big sales event. For 7 

STONEWALL’S BAND OF THE MONTH promotion, featuring the 
top band of the month in music and jewelry is planned to |] 5 
pull in profits for you right straight ‘round the calendar. : 


Your customers, “made watch bracelet conscious” 
through advertising and publicity, have placed STONEWALL 
. the name s¥Ynonymous with styling and craftsmanship 
... in the number one spot on their shopping list. 


6s 0 Ge 0.00 8B) 0). 8 ae B) 3 7. Ae) 2 OS NO) ©: 
IS YOURS FREE WITH YOUR ORDER OF 18 STONEWALL 
WATCH BANDS. MAKE YOUR SELECTION TODAY. 


Gaspar , 


COMPANY—INCORPORATED 
yao ee ee ol oO to en oe ol on ek ee On oe Ge en ee Ae ee a 
S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 
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WEAR BETTER 
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Here are the watchbands that are first in appearance with 
lasting beauty, outstanding quality and perfect fit. Smartly 
styled links, scientifically designed fittings and non-corrosive 
steel springs. 


1/20 12K gold filled in yellow, pink or white gold with stainless 
steel back . .. also stainless steel front and back. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


a: MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET. © PROVIDENCE, RHODE [LSLtAND 


PCY Reeewer ates cao IN NEW YORK * CHICGAGY = tOs ANGELES 
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No. 1275 


A new and dignified adaptation 
No. 1269 of the religious medalis presented 

in these Catamore auto key 
chains. Sterling silver snake chain and medal 
for use by men or women. Key ring will hold 
many keys and can be had with many different 
medals. 


Shown actual size. 
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Here are four new rosary designs by Catamore — all with machine cut stone 
beads in four different shapes. All metal parts are sterling silver and the beads 
are available in six colors — crystal, aqua, ruby, sapphire, amethyst and rose. 


Ask your nearest Catamore wholesaler to show you these new medals and rosaries. 








PINE STREET © PROVIDENCE 3 *® R11 ® 
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Excellent quality and accurate 
timekeeping are distinguishing 

features of Normandie Watches. The 
fine 17 jewel movements are fitted into 


smartly styled and beautifully finis 

. i cases ... and when you offer your 

. ; clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


| Write for illustroted booklet ond 





NORMANDIE WATCH COMPANY °¢ 71 Nassau Street ° New York 7, N. Y. 
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To spark your sales, Rothman & Schneider 

offers you an exciting variety of quality stone rings, in all 
sizes and shapes, for both ladies and men. Featured 

are zircons, opals, Linde synthetic star sapphires 

and rubies and other colorful gems. . . set in 

superbly styled rich gold mountings. 


Order R. & S. rings from your wholesaler. 


ROTHMAN & SCHNEIDER, Inc. 


Manufacturing Jewelers 


2 West 47th Street Came f-) 0 ab eee, ee 
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A Diamond Stretcher 
has not yet been invented 
BUT... 


ALSAN has created the 


new “MacntSizep MELEF’’’ series 


for mountings and wedding 
rin?s. 

This innovation in ring designing brings illusion 

and reality together and enhances the size of 


YOUR melee when set in the new *“*MAGNI- 
SIZED MELEE”’’* mountings. 


Ask your wholesaler to show you this new series. 


ALSAN MANUFACTURING COMPANY 


DIVISION OF ALSAN CARVED WEDDING RING CO. 


62 WEST 47th STREET NEW YORK 19, N. Y. 


*Pat. Applied for 
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—- THE WEIDLICH LINES 


STERLING SILVER AND SILVER PLATE 


MANY NEW ADDITIONS FOR 1949 
BEAUTIFUL DESIGNS FAST EVERY DAY SELLERS 








MANUFACTURERS FOR OVER 40 YEARS 
OF 
QUALITY SILVER PLATED WARE. NOVELTIES AND GIFT ITEMS 
INCLUDING 


TABLE HOLLOWWARE—BABY ITEMS-—SALT AND PEPPER SETS 
CANDLESTICKS—TABLE LIGHTERS—SMOKER SETS, ETC., ETC. 


O 








O 


STERLING SILVER—HOLLOWWARE—FLATWARE—BABY SETS, ETC. 
MANY EXQUISITE STERLING FLATWARE PATTERNS 


COMPLETE LINES ALWAYS ON DISPLAY AT OUR NEW YORK SALES ROOMS 
362 FIFTH AVENUE 


N. Y. SHOWROOMS THE WEIDLICH BROS. MFG. CO. FACTORY 
362 FIFTH AVE. WEIDLICH STERLING SPOON CO. BRIDGEPORT, CONN. 


O 











FOR FEBRUARY, 1949 on 
































i'ViAANR VEL aa 





MARVEL 44 ies, 


















Center 
opens 


21 patterns 
from $9.00 


The only expansion costume bracelets styled 
just for teen-agers! With or without matching 
lockets and chains. Wide variety of finishes. 





n EXPANSION BRACELET 
IN one great Kine 


BRILLIANT STYLING . ... UNSURPASSED QUALITY 
and FINISH . .. REPAIR-FREE CONSTRUCTION 


... a new lower prices! 








Take a look at the great new MARVEL line for ‘49! .- - VALUE LEADER 
OF THE NEW MARVEL 


LINE... $5 


at the new, low prices! WB210 


Look at the styling ... look at the variety . . . look 


KEYSTONE 


SSB TR 





——. 








The MARVEL line is truly America’s most complete 


=< 





line of fine expansion bracelets, and we think the 


most saleable line, too. The quality is tops, and 


the precision manufacture, and faultless construc- 





tion assure you of practically repair-free sales. 


Don’t delay — get your order placed for the line 
that is destined to be the outstanding expansion 


line of 1949. 


eecdearcaeeds 


B27 4O2¢¢ 





ORDER FROM YOUR 
WHOLESALER 


~h 


PRICES SHOWN ARE KEYSTONE MARVEL JEWELRY MFG. COMPANY — ALL BRACELETS ARE 1/20 12K GO 
PROVIDENC | | - FILLED with STAINLESS STEEL BAC 
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Cra tsmanship by y 



































ou see above the newest display 





created by Crafts for Speidel. We 
are a source of GOOD displaycraft, — 
pieces constructed and finished to have a 
long life, to keep their good looks under 
practical store conditions, and come up 
smiling and SELLING. We invite your 
inquiries and we will gladly quote, with 
sketch suggestions. Prompt service. 





CRAFTS, INC. 


Designers and Manufacturers of Merchandising Displays 
70 TINGLEY ST., PROVIDENCE, R. 1. 
Telephone DExter 4752 
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“Imitation is the 





Sincerest Gorm of Ylatiery” 


FIRST TO Market 


—BARRY PAIN 


LOCKING DIAMOND RINGS NATIONALLY 


FIRST TO Advertise 


LOCKING DIAMOND RINGS NATIONALLY 


rest ro PODUIarize 


LOCKING DIAMOND RINGS NATIONALLY 


F™ and foremost... Wed-Lok* diamond ring en- 
sembles by Granat offer a tremendous variety of 
design...are backed by famed, nationally-ad- 


vertised Granat quality. Fine diamonds, carefully 


selected for matching color and brilliance, are set 
in Granat Tempered* Mountings (not cast), specially 
processed for enduring strength and greater pro- 


tection of the diamonds. 


GRAN AT 





Canrigctabinag P ae 





114 GEARY STREET, SAN FRANCISCO &, CALIFORNIA 


*Trademark Reg. U.S. Pat. Off. Wed-Lok rings are protected U.S. Patents issued and pending. 
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CHAINS 
AUTOMAD 


CHOICE OF DESIGNS 
QUALITY 
12K 1/20th GOLD FILLED 


WALDEMAR 
SPORT 
VEST and 
KEY CHAINS 


SEE YOUR WHOLESALER AT ONCE 


ASP MATICD URS 


DS Beem eR S$ TR EET ge eee ee: 
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For 13 years—since Schick’s early days —this 
famous shaver has “met the public” in 
Farrington Packaging. 

We’ve put other fine products on dress 
parade for almost half a century... 
each in a Farrington box designed, 
engineered and built for it alone. 
That’s the kind of planned 


packaging your product deserves. 


The cost will surprise you. Pleasantly. 


FARRINGTON MANUFACTURING COMPANY 
General Offices: 70 Atherton St., Boston 30, Mass. 

Canadian Plant: Farrington Mfg. Co., Ltd., 

1191 Bathurst St., Toronto 4 
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Seg by - 
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SPECIALTY BOXES * DISPLAY TRAYS e METAL SPECIALTIES ° CHARGA-PLATE SERVICE 



























RIGHT ON THE “BUTTON... 
for GOLD EMBLEM SALES 


NEW irons & Russell easel display puts emblems out where 
your customers can see them... . and buy them! 










Assortment “A” ... $50 Keystone 
3 10K Masonic Buttons 
2 14K Masonic Buttons 
1 14K Diamond Masonic Button 
1 10K Shrine Button 
1 14K Shrine Button 
1 14K Diamond Shrine Button 
1 10K Elks Button 
1 10K K of C Button 
1 10K Odd Fellows Button 









Order Assortment “A” shown here, 
or ask your wholesaler to make up This new display, small and compact, is just right 

to fit into your mass window displays, or on top of 
a show case where traffic passes. Only 4/2" high, 
Remember—the displays are FREE! printed in gold, with a blue velveteen pad backing 
up the traditionally fine 1&R emblems. 


your own assortment from his stock. 














Trade Mark 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...-THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 























OTHER WAYS 
PACIFIC SILVER CLOTH 
HELPS THE DEALER: 


@ Saves salespeople the job 
of polishing stock. 


¢ Preserves original luster 
of silver on display 
... Makes it more 


attractive to customers. 


e¢ Speeds the sale of silver 
by overcoming objection 


to polishing. 


e Creates store traffic. 
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PACIFIC 


REG. US. PAT. OFF. 


ABSOLUTELY PREVENT TARNISH! = 











A silver chest is no longer just a fancy storage box. Chests and other silverware 
containers made with Pacific Silver Cloth are a real essential in the care of 
fine silver, and women are glad to pay to get them. Our extensive national 
advertising has told your customers over and over—and continues to tell 
them, with regular insertions in 8 leading magazines—of the various and very 
real advantages of Pacific Silver Cloth over every other “‘anti-tarnish” de- 
vice. Proclaim your store headquarters for Pacific Silver Cloth by tying in 
with our free mats, display cards, statement stuffers, etc. 

Every time you sell a piece of silverware, show your customer the appro- 
priate Pacific Silver Cloth container to go with it. You’ll reduce give-aways 
...4increase sales! Ask your distributor about chests, wraps, rolls, bags and 
packets made with Pacific Silver Cloth, or send us coupon below. 


PACIFIC MILLS, Department JC 2 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in [) wraps, chests, [7 hollow ware bags, [7 place-settingrolls, 7 packets 
made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME eeeeeeeeeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


OEE... gn nk bb 606640660060660600666660066066060000 eeeeeeeve eee eee eeeeeeeeeeeeaeeeeaee? 
STORE eeeeeeeeeevee ee eeeeeeeeeeee eevee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeneeee eee 


STREET ADDRESS 2. ccc c cece eee eee eee eee SSS SHSHEHEHESHEHEEHEHEHEEHEHEEHESHEHEHEHEHEHHEHEHEHHEHE HEHEHE EES 


CITY ccccccccee eee ccc ec cece eee ce comme cccccccccc cee esAtBeccccccceceeeeeeeeeeeeeeeee eee 


81 























fon the finished touch tn fashion 


gold-filled jewelry by 











.» that bespeaks richness and 


charm in tune with thrift. 1/20 12 Kt. G.F. 








Sautoir-Chateau 


distinctive simplicity 
#5/3 fine snake chain $18.00 
#E 96 earrings $7.50 


Sautoir-Moderne 


dramatically styled 
#+5/5 fine snake chain $18.00 
#1/8 earrings $7.00 

















_———— a (CR Le 


Lustern’s NEW Collettes reviving the femininity of yesteryear 


# 4/12 wide jeweled spiral on velvet band $7.50 
# 4/13 jeweled circlets on velvet band $6.75 
#4/8 jeweled flowerlette on velvet band $5.00 


thru your wholesaler 


ouis tern company PROVIDENCE, R. |. 0% 


82 THE JEWELERS’ CIRCULAR-KEYSTONE 





















Voy 





r, distributor and 


ty concentrate our 


While all of us... mag 
retail jeweler alike .. 
best sales efforts on thy 
we think it is a mistake 










Qnable wristwatch, 










tus to underesti- 






pocket watches. 





mate the market for fine, 


rut, companies 





Statistics show that day in and 
h in prefer- 
aN gifts to 





large and small choose 








ence to all other types 





honor a fellow employee emeni, On 


an anniversary marking long service. For some 


outstanding contribution to his firm’s success. 


And it is not surprising that these important men 
choose, often insist on, an Omega Watch. Since 
the beginning of its career almost 100 years ago, 
the makers of Omega have specialized in beauti- 
ful precision pocket watches. If you want your 
share of this profitable prestige business, you 
want your share of Omega Pocket Watches. 


OMEGA 


NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, N. Y. 
83 
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— «FOR | 
Y PROFITS / 





# 818 


Hlustrated. 





STERLING SILVER — 
Rhodium Finish ==: 


Priced for Quick Turnover 


‘ 


@ Heavily made for extra wear @ Individually and smartly boxed: : 
; | ted lorful velvet - 
, } ad Hand t cole d finely polishe d mounted on coioriul veive 










ra 


e Unconditionally guaranteed @ In stock; immediate delivery . oe = 





, ~~ @ Sold only through wholesalers @ Free ad mats available | 











Chicago: Harold Charmack, 36 South State St., Chicago, Ill. « Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Oris Watches Illustrated, 
$12.05 to $18.50 to the consumer 


7 JEWEL 
FAMOUS 
GUARANTEED 
TIMEPIECES 











Contact your jobber for information, 
literature and free mat service. 


L. HARRIS COMPANY, 


a OC 
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AS YOU SELL YOUR CUSTOMERS 


SR 


Remember that Oris watches 
and clocks, low priced yet cone 
sistently profitable, are distines 
tive and different and designe 

to sell on sight. To build volume, 
sell the value and prestige o 

the Oris name. 
























was what we told our customers who previously had sold 4% 
only high priced lines and reluctantly stocked Oris low ; 
priced seven jewel guaranteed watches. 


ee 





that we have the right formula because Oris watches, sold 
and serviced, the world over, since 1904, have opened a 
completely new market to most retailers. } 


Despite their low price, their performance gives consis- 
tently excellent service and produces satisfied customers 
... customers who cannot afford expensive watches, yet 
who demand the fine styling found only in much more 


cost ines. 
ly |i 


+ hay Convimead 


our distributors and their customers 
that the continued consumer ac-  - 
ceptance of the Oris name... 
proudly imprinted on each dial, Batt 
movement and package ... is sufficient oe 
allow them to sell it with complete contidence. 
Manufactured under rigid control in one of Switzerland's 

largest and most modern factories, all Oris watches have } 
readily available, interchangeable parts and are backed by | 
a full guarantee and good service. - 





INC., 665 FIFTH AVENUE, NEW YORR, N.Y. 
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BY —Phinney- Valker 


SINCE 1915 
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SEMCA WATCH CORPORATION 


NFW YORK 32.N Y 
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RINGS «© COSTUME JEWELRY + NOVELTIES + PLASTICS ~ 















GS 7949 







UNCAS 


MANUFACTURING COMPANY 


*‘America’s Largest Ring House’’ 


PROVIDENCE, R.I., U. S.A. 


Los Angeles Office 
448 S. Hill Street 


New York Office 
303 Fifth Avenue 






TRADE MARK 


STERLING + GOLD FILLED + ROLLED GOLD PLATE + METAL © PLASTIC | 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 


- 


plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


Avenue New York 19, N. Y. 





CIGARETTE CASES 


LIGH PERS 


COMPACTS 








365 DAYS A YEAR 
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It's New 
It's Different 


Be the first in your 
community to display 
the Louis Heart's Desire 
bracelet watches, 

in rolled gold top— 
steel back cases, 

plain or jewelled. 


Write, 

or better yet, 
wire us today for 
samples and 











LOUIS WATCH CO., INC. 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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SPECIALI 


\ ‘ 
\ 45 RICHMOND Shown here is a 
ASS 


. . detailed photo of the 
> | wee a p & Excell clasp used on 
’ identification brace- 


Specializing in chain jewelry, Excell presents a 
wide variety of these fast selling waldemars and 
identification bracelets. 


The waldemars shown at right are all 1/20 12K 
gold filled, but these and others are available 
in 10 karat gold. 


The identification bracelets shown are in sterling 
silver rhodium finish and are also available in 


1/20 12K gold filled. 


THRU WHOLESALERS ONLY 
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Come out... 








where you can enjoy life! 


Maybe your dollar-volume is holding 
up O.K., but isn’t it true that: 


® higher operating costs 
® more collection costs 
® more credit losses 


® more bookkeeping expenses 


are putting you more and more behind 


the 8-ball? 


That’s why Benrus has chosen this 
time to give you BIGGER MARK-UPS 
AND HIGHER PROFIT MARGINS on com- 
petitively priced merchandise! 
Without exception, every Benrus 
watch in the 49 line gives you as much 
or more profit in its price range than 


_ any competition. That’s a:fact you can 


verify yourself. 








BENRUS 


3 Business will be fine in ’Forty Nine 





' For dealers who feature the Benrus Line. 
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SOLD ONLY THROUGH WHOLESALERS 


THE 


GUMPANY 


INC. 
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162 CLIFFORD ST... PROVIDENCE. R.I. 


Chicago Representative Eastern Representative 
ALLEN B. PINERO, Heyworth Bldg. PAULL BERGMAN, 162 Clifford Street 
29 East Madison Street, Chicago 2, Ill. Providence, Rhode Island 
Los Angeles Representative 


AL GOLDBERGER, Pershing Square Bldg. 
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Movieland,) 


» EIGHT LEADING MAGAZINES 
| OVER SIX MILLION READERS 
FOR GREATER PROFITS AND PRESTIGE 






: — ; le of fashie 
WEISSMAN WATCH CORP., 


So SS 
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AN ENTIRELY NEW CONCEPTION OF 
MATERIAL PACKAGING AND INVENTORY CONTROL 










ane OS ee YS ae nS, | See 





— 


IN MATERIAL HANDLING IN 50 YEARS 


Available from your Material 
Jobber for immediate delivery 


BULOVA WATCH COMPANY, Material Sales Division, 40-06 62nd St., WOODSIDE, L. 1., NEW YORK 

















BULOVA MATERIAL CABINETS 


made of finest quality to give long, efficient service. 


Containing BULOVA Watch parts of the 
highest precision standards. 


JEWELER’S CABINET NO. 1 
Striking wood-grained — all steel. 
The finish will resist chemical 
stains and burns. The expertly 
designed steel drawers, equipped 
with movable plastic dividers, 
open smoothly and easily. For 
beauty and efficiency, this is the 
finest small cabinet ever designed 
for the jeweler! Height — 4"; 
width — 134"; depth — 104”. 

Complete with 540 parts 
for the repair of the 10 


ee Bulova ‘QQ is 


LIST PRICE OF ers 
MATERIAL—$130.00 


S25 Cabinet 


MATERIAL KITS 
Designed to fit into a drawer of 
the standard watchmaker’s bench. 
Handsome leatherette exterior 
protects contents. Each cabinet 
contains guide for easy location 
of every part. Length — 11%”; 
width — 43%"; height — 13”. 

STEM CABINET NO. 3 
Contains 36 genuine Bulovastems 
which fit 101 Bulova movement 


models........... $11.75 


BALANCE STAFF CABINET NO. 4 


Contains 34 genuine Bulova bal- 
ance staffs which fit 97 Bulova 
movement models. .. . . $13.75 


MAINSPRING CABINET NO. 5 


Contains 44 genuine Bulova main- 
springs which fit 100 Buiova 
movement models... . . $19.75 


CROWN CABINET NO. 6 


Contains 83 genuine Bulova 
crowns which will fit the complete 
line of Bulova watches. . . $30.00 


Cabin FREES 








HAVE YOUR WHOLESALER 


Om mee OO ee Oh a on Oe Se ee ee 0 


SOLD ONLY THROUGH WHOLESALERS 


CARL-ART, ine. 


leading manufacturers 
of chains and jewelry 


PROVIDENCE RHODE oe ee ee 8 
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QUALITY 


Gollon Wheel 


IDENTIFICATION BRACELETS 








A COMPLETE 
NEW LINE... 


HEAVY WEIGHT 
FOR MEN 


DAINTY DESIGNS , ff 
FOR WOMEN AG. / A HEAVY 
at YY A MASCULINE DESIGN 


RICH STERLING SILVER 
RHODIUM FINISH 


,r SY BEAUTIFULLY BOXED 
[Omi LLY a a) ee 





if 
4) The well-remembered “man-in-uniform” market for identification 
Si bracelets is back. This in addition to the heavy demand from vet- 
” erans who still want and buy them. Get set for ever-increasing sales 

by displaying the Golden Wheel line. It has that “heavy, luxury look” 
. . . that means easy selling. Handsome Rhodium finish on sterling, 
each Golden Wheel bracelet is superbly packaged to capture the 
gift-givers eye. The market for identification bracelets in your com- 
munity can be yours. Order a good stock. 


Sold through the wholesaler only. 


REIBLING-LEWIS, ce. 


(Successors to Henry Lederer and Bros., Inc.) 


150 CHESTNUT STREET PROVIDENCE, R. I. 
Manufacturers of Dresser Sets, Baby Sets and Jewelry Chain. 





Representatives: 


Harry O. Ferester Milton Swartz Herman S. Rubin Philip Naftaly 
630 Fifth Avenue, Rm. 514 700 Chestnut St. 29 E. Madison St. 461 Market St. 
New York 20, N. Y. Philadelphia 6, Pa. Chicago 2, Ill. San Francisco, Calif. 
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DANISH — 
426-G | STERLING 
426-B | SILVER 


> ~ 


EMPIRE 
422-B | STERLING SILVER, 
422-G| ALSO BRONZE 






CLASSIC 
423-G | STERLING 
423-B | SILVER 


ENGINE-TURNED 
425-B | STERLING 
425-G| SILVER 


CORINTHIAN 


424-G | STERLING 
424-B{ SILVER 





The crowning achievement of 52 years silversmithing 
craftsmanship! Completely new, this diversified line en- 
compasses one of the widest price ranges in America. 

Each brush, whether of jeweler’s bronze or sterling, is 

made with pure nylon bristles. Beautifully packaged in enn seem 

satin-lined gift boxes. Each exclusive design executed in 427-B{ PLATE 

both boys’ and girls’ models. For extra profit, feature 
the NEW Golden Wheel baby line! 


Sold through the wholesaler only. 


REIBLING-LEWIS, Zc. 


(Successors to Henry Lederer and Bros., Inc.) 


150 CHESTNUT STREET PROVIDENCE, R. 


Manufacturers of Dresser Sets, Baby Sets and Jewelry Chain. 





Representatives: 


Harry O. Ferester Milton Swartz Herman S. Rubin Philip Naftaly 
630 Fifth Avenue, Rm. 514 700 Chestnut St. 29 E. Madison St. 461 Market St. 
New York 20, N. Y. Philadelphia 6, Pa. Chicago 2, Ill. San Francisco, Colif. 
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“MORE THAN PAID FOR OUR NEW HERMES 
IN A FEW MONTHS:” 


Says Cevasco’s Jewelry, Akron, Ohio 


“Engraving delays used fo cost us many sales. 
Now, doing our own work with our New Hermes, 
we save substantially. In fact our increased 
‘personalizing’ business more than paid for our 
engraver in a few months. If earns money for 


us twelve months a year!” 
m Lar 


THE NEW HERMES PORTABLE 


($-FTRE WORLD’S FINEST ENGRAVING MACHINE 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving y+ 


expert. 
Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 
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efers 





with a reputation 
for quafity — 


J. A. Deknatel & Son, Inc., invites you 
to investigate fully the advantages of 
Deknatel Simulated Pearls ...the 
proudly maintained quality of the 
product...the many: reasons why 
jewelers like to deal with Deknatel. 
We sell direct to jewelers, at the same 


price to all. 





_\__ SIMULATED PEARLS 





J. A. DEKNATEL & SON, INC., QUEENS VILLAGE 8, LONG ISLAND, N-Y. 
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7X PRESENTS 








| 
































As locket $68 @ 
As tag... $28 


For more than 40 years the name Tamis has been 
the mark of merit on superb compacts and cigarette 
cases. It symbolized skilled metal craftsmanship and 
an excellence of styling that is unmatched in the 


industry. 


Today, this same skill and excellence is found in 
other novelty items designed by Tamis.. . cigarette 
holders, money clips, tie holders, lipstick cases and 
many others. Tamis is a COMPLETE line...a line 
that caters to your customer’s love of quality. Stock 
an assortment of Tamis Gold Novelties and greet 
your customers with one of the finest crafted lines 


in America. @ All prices Keystone 








- GOLDSMITHS SINCE 1909 
36 WEST 47th STREET +» NEW YORK 
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with Swwiss Radium 


... dials that add beauty and value to any 
timepiece. Styled to reflect the look of lux- 
ury at low cost... these high fashion faces 














including full numerals—are individ- 
ually set raised rhinestone dials. 








Dials for every type of case; 


sold to watch manufacturers, RO ome hee Fey ay “ 
watch importers and jobbers. ee ee 
is gt TRS Se 


Suiss Radium 
& Dial Painting Co., Inc. 


meee Si0cete aeene—e ———— i ——— NED YORE FED RY. 
ESTABLISHED 1915 
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When rings are Wat \ 
dns . worn separately, the \X \ 
MK Pes b Y ‘“Pairette’’ design blends \ \ i 


K\ 
x LY into the contours \\ \ 
/ \ 


\ 
of the rings. 
NO ATTACHMENTS 


\ 
\ 
YG NO PINS 


| AA 
af Pp \ | yy NO SPRINGS 
It’s All in 












the Simpl 
od AL Oe ANE Oe Bi PAT. PENDING “PAIRETTE 
(00 **Two-in-One”’ 

DESIGN 


DIAMOND DUETTE . 
SETTINGS EXCLUSIVE JOBBER 


TERRITORIES YET 
AVAILABLE 


FO The splendid opportunity of be- 


coming sales representative for 
this unique line may still be open 
in your territory. Inquire soon. 


ER a new kind of eye-appeal, a ew kind of sales-appeal and 
added profit...it’s the new ‘“‘PAIRETTE’”» DIAMOND DUETTES 


... those exquisite rings that /vter/ock into one another. Highlighting 















their tremendous appeal is, of course, the ingenious designing that 
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EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE’ DIAMOND DUETTES 


126 W. 46th STREET 


permits the wedding band to slip into position next to the en- 


~e. 
-* 


R 





gagement ring and STAY THERE... without any unsightly or extra 


devices. You are invited to see and examine this NEW and amazingly 


d ~*~ 
=. gt Rates 
f > , *« 
ra 
« arate .' 


fers 
5 , 

7% 
. * 
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simple idea applied to a complete line of superbly crafted rings. . . 2h = 





in the price ranges in. which jewelers do 95% of their volume. You 
will be wise . . . you will do well to be the jeweler in your town to 
PRESENT “‘PAIRETTE’”» DIAMOND DUETTES! Newspaper ad 
mats supplied authorized dealers. Write Goldstein-Gerson Company 
for the name of the ““PAIRETTE” jobber in your territory. 





NEW YORK, 19. N.Y. 
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20,000 Americans 
enjoy peace of mind 
hy wearing the watch 
with the ONE YEAR 


REPAIR POLICY | 


Yes, over 20,000 Americans have bought Only 


and are wearing Wakmann watches, with 
the ONE YEAR REPAIR POLICY. They know 
that, no matter what harm or damage 


befalls their watches, accidentally or inten- r 
has the exclusive 


ein wl be epaed thou chore ONE YEAR REPAIR POLICY 


timepieces will be repaired without charge. 
No wonder retailers have written, “When 
we sella Wakmann, we sell peace of mind.” 
No wonder Wakmann watches sell quickly 
and profitably all over the U.S. Why not try WAKMANN WATCH COMPANY, INC. 
Wakmann watches in your store—benefit by 452 Fifth Avenue, New York 18, N. Y. 
the extensive advertising and store aids, and 


cash in on the only watch with the famous 
ONE YEAR REPAIR POLICY. Write for the Fabulous Wakmann Catalogue! 
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PROFIT MAKER FOR 49 


~ ‘Wual’ JEWEL BOXN . = 











.» «for HER travel jewels or 





. », for HIS personal jewelry 
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OL 

A, his new “Dual” jewel box was created by William Tory 
for two-way sales appeal: both women and men will buy 
and use it. 


Measuring 73 x 414 x 2% inches, it has a sturdy lock and key. 
Distinctively decorous 24-karat genuine gold leaf tooling enhances 
its smart appearance. Covered with rich simulated leather in your | > 
choice of eight beautiful colors: chestnut, wine, blue, green, red, ce Sa 
brown, ivory, baby blue. 


v4 , 
Ay 
sie Nie ag eve wg OS ra 
SEB ES Go 4 “san Se 4 
2 


Interior lined with glistening white satin and luxurious wine rayon velvet. 
Long ring bed also holds studs and cuff links. 


Give your 1949 sales and profits a boost by promoting this expensive-looking 
box for graduations and Valentine’s Day. Order now! 














TORY MANUFACTURING COMPANY, INC. 


389 Fifth Avenue, New York 16, N. Y. 
WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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TRIVET 


Richly Patterned 
and Made in 


Fine Silverplate ... 


... bY 


The Lawrence B. Smith Co., one of America’s 
leading silver houses. After nearly half a 
century Smith’s are still producing silver- 
ware of the same high quality for which they 
have been famous through all these years. 





Silverplated on a nickel silver base, this trivet 
is a table accessory of beauty. And its insu- 
lated feet give both table and linen complete 


protection from heat. 


8!/,"" wide—made in 3 sizes 












































2-section..........8" closed, 10!/2"" open 
3-section..........1034" closed, 1334"" open 

4-section..........13'4" closed, 16" open 
TT TTT TTT QVNQOOAEDNLOUDAUNOOQUULENNEOUNNOENLOUSENCOONONONOUOUDSEGOOD A CULULCNGSUUUUNLU0UUUEO00IUUEEGOAUONROALU CONG LAUASLADSOTRPAUOL SSO L HAH SEECUTUVTLTTUCCUUATOAU ACCC ea SS 
= 
= 1.8SCo. S 5 
) . 
Lo S70 wny : 
Manufactured of = 
MWOCUMUCE : 
SHOWROOM FACTORY = 
1 E. l6rm Street = 7 EAST 16rH STREET NEW YORK 3. N. Y. 580 Fourrm Srreer = 
New York 3. N. Y. | Boston 27, Mass, = 
AAO NH SUL ee QDULULTELUEEETUL EEUU ARLAMASEEEE NADER sumiteneennteeemeramneeenie 
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. Moses are red, 
é _——— is» Violets are blue, 

Let Lectric Cook 

Build sales for 
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February and March are 
your biggest waffle-baker months 
—next to December! 


It’s a fact! Over the past grill! Cooking area equal to 
twelve years, records show three 10-inch skillets—holds 
that February and March are 16 hamburgers, or eight pan- 
big waffle-baker months—the cakes, or four full size double- 
biggest, next to December! So decker sandwiches! Demand 
cash in on the demand by for Arvin Lectric Cook has 
pushing the Arvin Lectric always exceeded the supply! 
Cook—the finest automatic Make the most of this proved 
waffle-baker, which converts demand—and make a gener- 
in seconds to a big electric ous profit on every sale! 


GRILLS - FRIES 
BAKES - TOASTS 











Tops all de luxe irons $1995 
for sheer value af... « 


Sell the iron that has all the fea- foot reversible cord. Thumb rest 
tures women want! Magic Watch- on both sides of grip. Light 
man ends all ironing guesswork! weight. Fast action. Arvin Dual- 
No more risk of scorching with Control Iron is the greatest value 
a too-hot iron. No more wasted on the market today. A free dis- 
effort with a too-cool iron. Eight- play with every three irons! we 









Model 2300 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Indiana 
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The NEWEST in 
Men’s EXPANSION 
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These fine Pacer expansion watch brace- 
lets are now delivered in the new Pacer 
picture window card. This new unique 
package supplements the handsome styl- 
ing of Pacer watch bracelets and adds 
to their now overwhelming sales appeal. 
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These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. Just put a circle around the books you want on the coupon below, write in your name and 
We will send them postage prepaid anywhere in the United States. 
Prices subject to change without notice. 


address, attach your check, and send it to us. 
Remittance must accompany all orders. 


For the Gem Expert, Connoisseur and Student of Gemology 















HAVE YOU READ THESE BOOKS 


No books sent on approval. 


19. 





PRACTICAL BALANCE AND HAIRSPRING 














WORK W. J. Kleinlein $3.50 
1.G , 
FMS AND GEM MATERIALS $4.00 20. RULES & PRACTICE FOR ADJUSTING 
1A. KEY TO PRECIOUS STONES _ L. J. Spencer $3.50 WATCHES os ee SS $3.50 
George L. English $3.25 Louis and Samuel Levin $5.00 
3. REVISED LAPIDARY HANDBOOK . 22. SCIENTIFIC TIMING = Charles Purdom $6.00 
4. H. Howard 75.00 23. KEYSTONE WATCH REPAIR RECORD BOOK _ $2.75 
4. STORY OF THE GEMS H. P. Whitlock $4.00 24. WITH THE WATCHMAKER AT THE BENCH 
5. STORY OF DIAMONDS $1.85 Donald De Carle $3.00 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 25. THE SCIENCE OF CLOCKS AND WATCHES 
SB. INTRODUCTORY GEMOLOGY (ar Eee) Cbenipainy $5.00 
Robert Webster $3.50 26. HOROLOGY J. Eric Haswell, F.B.H.I. $4.50 
5C. GEM TESTING _ B. W. Anderson, B.Sc., F.G.A. $5.00 27. WATCHMAKERS & CLOCKMAKERS OF THE 
5D. GEM CUTTING _ J. Daniel Willems $3.50 WORLD (Enlarged 2nd Edition) 
G. H. Baillie $10.00 
—— 27A. OFFICIAL DICTIONARY OF WATCH PART 5 
On Silver for the Jeweler, Collector and Antiquarian S $4.50 
6. THE STERLING FLATWARE PATTERN INDEX For the Jewelry Repairer, Engraver, Designer and Enameler 
Without Binder $15.00 
With Leather Binder $20.00 28. JEWELRY REPAIRERS’ HANDBOOK : 
7. ENGLISH SILVER (1675-1825) 1. &. Sa $1.25 
Stephen G. ©. Fusko end Edward Wenham $5.00 29. JEWELRY DESIGN AND APPLIED DESIGN ; 
8. OLD SILVER, ENGLISH, AMERICAN AND C. A. Jakobb $25.00 
FOREIGN _ S. B. Wyler $4.00 30. JEWELRY AND ENAMELING ; 
9. NAVAJO AND PUEBLO SILVERSMITHS | i oe 93.50 
John Adair $4.00 31. REFINING PRECIOUS METAL WASTES 
C. M. Hoke $6.00 
For the Skilled Watch and Clock Maker, the Apprentice and Student 32. ART bay ge AND LETTERING 
. M. Bergling 
- ee nrg — CH REPAIRING $5.00 (Special 16th Edition—Paper Cover) $2.00 
11. PRACTICAL COURSE IN HOROLOGY 17th Edition—104 Pages—Paper Cover $5.00 
Mareld C. Kelty $2.75 33. METALCRAFT AND JEWELRY 
12. WATCH AND CLOCKMAKERS’ HANDBOOK, Emil F. Kronquist $3.00 
DICTIONARY AND GUIDE 2 | YERN ENGRAVING 
F. J. Britten $6.00 34. A B ose ane ER $1.00 
an a eee Flow Mite =| 35. TESTING PRECIOUS METALS al 
; C. M. Hoke be 
14. MODERN WATCH REPAIRING & ADJUSTING _— 36. RINGS THROUGH THE AGES an 
ti James R. McCarthy 92. 
14A. MODERN CLOCKS 7. R. Robinson $3.00 
37. THE JEWELERS BUYERS DIRECTORY, 
15. CURIOUS HISTORY OF MUSIC BOXES _ 1948-49 Edition $2.00 
oy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 38. 3,033 RETAILING IDEAS — Emanuel Lyons $3.50 
ten nedlecgananonenie $10.00 39. HAND-MADE JEWELRY 
17. TIME AND TIMEKEEPERS W. I. Milham $2.49 Louis Weiner $2.75 
18. MODERN METHODS IN HOROLOGY 40. JEWELRY GEM CUTTING & METALCRAFT 
Grant Hood $2.50 W. T. Baxter $3.00 
ge ee ee ee 
t $ 
. THE JEWELERS’ CIRCULAR-KEYSTONE . 100 E. 42ND ST., NEW YORK 17, N. Y. ! 
a a 
| | 
s Please send the following books: 
£  1—1A—2—3 4A—5—5A—5B—5C—5D—6—7—8—9—1 0—1 1 —12—13—14—1 4A—15— 6—17—18—19 ! 
s 20—21—22—23—24—25—26—27—27A—28—29—30—31—32—33—34—35—36—37—38—39—40 ! 
A 
; © CHECK [1] MONEY ORDER [] FOR $........ is attached. | 
t 
: 
¥ Ie Oi BE Poa i ee el Oe OS ea ere rer her ry ree ee eer ree Tt ‘ 
: 
e 
. I: (OR ae it ai i a a le alll let tele ee P.O. Zone No. .... ee ee eT eee ! 
: Check or money order must accompany all orders. Do not send cash. 
ee 
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OSTERIZE 


FOUNTAIN PEN REPAIR SERVICE 


FIRST FLOOR — DEPT. 105 
503 FIFTH AVE. NEW YORK 17, N. Y. 


D) 





I 





Important Announcement 
To All Fountain Pen Dealers 


This will SAVE you money. All factory guaranteed fountain pens repaired, at the 
REGULAR FACTORY PRICE — REGULAR FACTORY REPAIR DISCOUNTS 


PLUS!! 48 TO 72 HOUR SERVICE PLUS!! 


I) 


OFFICIAL FACTORY SERVICE STATION 





OSTERIZE 


OUNTAIN PEN REPAIR SERVICE 





I 





F 


WATERMAN 100 Year Pen Service Charge 
PARKER Blue Diamond Pen | g] 50 
EVERSHARP Double Check Mark Pen ; 
SHEAFFER Lifetime Point Pen $5e 
Exchange of parts included in charges Missing Parts Extra 


WRITE FOR PRICE LIST 


FOSTERIZE 


OUNTAIN PEN REPAIR SERVICE 


FIRST FLOOR — DEPT. 105 


Each repair envelope 
NUMBERED and your 
FIRM NAME and ad- 
dress ENCLOSED. 


Just wrap ALL your 
repairs in one package 
and DELIVER or 
MAIL to — 






D) 








503 FIFTH AVE. NEW YORK 17, N. Y. 
FOSTERIZED) SERVICE IS FASTER 
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It’s a 


GOLD 





MINE 


of New 
RESOURCES 





43rd Edition . . . 


comprising 50 years of directory 


experience in the jewelry trade... 


entirely revised and brought up-to- 


date . . . in one handy, pocket-sized 


volume. 


The original, authentic directory 
of jewelry items, related products, 


and services entering into the jewelry 


industry . . . completely catalogued 


and indexed for your convenience. 


PUBLISHED BY 


The Jewelers’ 
Circular- 
Keystone 
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gee ~98" 
The 
Jewelers 


Buyers 


URERS. 
ANUFACT 


in the 


INDRED LINES 





of the 


jEWELRY and hh 
A Handy Classified List 
for Desk and Pocket 


00 
Price ? 


ne 
The Jewelers Circular-Keyst 


; Publication 
A Chilto 0 York 17, N.Y. 








100 East 42nd Street, New York 17, N.Y. 


ee 








ORDER YOURS NOW! 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd S$? 


New York 17, N.Y. 


Attached is my $2.00. Please send me my copy of the new, 
revised Jewelers Buyers Directory. 


NAME 


eee 





_-_- - Cs  + 


STREET 





_ STATE 


CITY 





ZONE 
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Bulletin from The Watchmakers of Switzerland 


Here's what the new program of 
the Watchmakers of Switzerland 
means to YOU! 


2. [he entire Swiss Watch Repair Parts Program has 








BETTER SERVICING! — 


1, East [ the wholehearted endorsement and voluntary co- 
. masier and mWlore pro - | 


: operation of horological and major watch material 
itable watch-repair bus1- aie vn | 

| 2 distributor associations. 
ness for you. The great 
new Swiss Watch Repair 
Parts Program will help 


3. Advertising support for increased repair business 
comes from the great consumer campaign that week 
you give faster, better after week reminds your customers... 


service tO more CUSsto- 
“No matter what the make of your 


watch, it can be serviced economi- 
cally and promptly, thanks to the 
efficiency of the modern jeweler.” 





mers. Program includes: 


e Free Information—l[rom the Official Swiss 
Watch Repair Parts Information Bureau at 
730 Fifth Ave., N.Y. C. Although the Bureau 
does not stock parts, it’s ready to answer your 





SALES SUPPORT!— 


questions and be of service to you. — 
1. A big, hard hitting na- 


e Free Catalogue— The Official Catalogue of Swiss tional advertising cam- 
Watch Repair Parts (Part I) sets into operation 
a new, standardized method of ordering and 
identifying Swiss Watch Repair Parts. See page 
4 of this bulletin for full information on how 


paign works for you every 
day in the year. See page 
3 of this bulletin, for the 
ad that will be working 





to get the most out of this new catalogue. for you in March. 





Complete Technological Dictionary — all parts 
of all Swiss watches are illustrated and defined 
in the new Official Dictionary of Watch Parts. 
See page 4 of this bulletin for more information. 


2. Good watch merchandising ideas spring from this 
campaign. And your own merchandising efforts are 
helped by it. The ads are timely, offer you a basis 
for excellent tie-ins and merchandising displays. 


For the gifts you ll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 
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_.. Bulletin from The Watchmakers of Switzerland 





This March-it's FORWARD 





MARCH for Watches 


O HELP you sell more watches, 
This month and every month, 
‘The Watchmakers of 
continue their powerful consumer 


Switzerland 


campaign. Ads like the one on the 
Opposite page carry a watch-selling 
message to millions of potential cus- 
tomers every month. 

Most watches come to their own- 
ers as gilts. But gift-giving need not 
be restricted to December and June. 
That’s why the advertisements you 
see over the signature of ‘Phe Watch- 


makers of Switzerland stress the de- 


sirability of watches as the gift for 
every occasion. That's why these ads 
appear week after week, every month 
in the year. hey give an extra boost 
to the sales efforts of alert jewelers, 
they do their part toward helping 
you Capture a greater percentage ol 
the gift business all year ‘round. 
Display the March ad in your 
store. Build your merchandising 
around it. Use it to remind your cus- 
tomers that there is no finer gift than 
a watch. Take advantage of this slo- 


gan that appears week after week . . . 


For the gifts you'll give with pride— 
let your jeweler be your guide 


The WATCHMAKERS OF 


€CEDED 


a 


WM § 
pox 





Oo” 





SWEEZERLAND 


Zt 
w 
a 
us 
z= 
~~ 


A 
Yan yer? 














en Oe ee 








IE Lh REET. 





1 A gift to cherish from a new father to a new 
* mother—that’s an old tradition. And, for that 
unforgettable gift, none is more perfect than a new 
watch—to mark this precious moment and the ex- 





Whether it’s jeweled, platinum. gold 

® or steel, the modern watch case is really 

apiece of jewelry. For nearly 300 years, Swiss 

crattsmen have not only demonstrated their 

ingenuity in watch engineering, but their 
skill at wateh styling, . 





Many new styles for both women 

* and men are now available—including 

water-repellent and shock-resistant watches, 

calendar watches, automatic self-winding 

watches, chronographs and other innova- 
tions from Switzerland. 


peel 


144 14 Tee 
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citing years ahead. The watch you buy today is born 
of the ingenuity of nearly three centuries of Swiss 
craftsmanship, a heritage of watchmaking art handed 
down from father to son for | + generations. 


Mark a precious moment with 


the gift of eifts— a watch 





Treat your watch gently — always 

e wind it at the same hour. Try to check 

it by the same chronometer each time, pref- 
erably at your jewelers. Changes in tempera- 
ture and altitude may affect even the most 


accurate watech—and leading awards for 
accuracy are held by a 17-jewel Swiss move- 
ment. 





A watch is like a living thing—it 
e needs an expert’s care—the care your 
jeweler is equipped to give it. Never remove 
the case or crystal of your watch—leave 
that to an expert. For, no matter what the 
make, your watch can he serviced econom- 
ically and promptly, thanks to the efh- 
ciency of the modern jeweler. 


For the gifts you 11 gue with pride— let your jeweler be your guide 


The WATCHMAKERS OF 


© 1949 Swiss Federation of Watch Manutacturers 
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... Bulletin from The Watchmakers of Switzerland 


YOU SAVE TIME, YOU PROFIT BY USING THE OFFICIAL 
CATALOGUE OF SWISS WATCH REPAIR PARTS 
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1. Your watch parts suppliers are ready to fill 
orders in accordance with the new system as set up 
in the official Catalogue of Swiss Watch Repair 
Parts (Part 1). For the first time, the trade is using 
the same system, in the same way trom coast to 
Coast. 


6. It’s easy to keep up to date. As changes or 
additions are made, [The Watchmakers of Switzer- 
land will send new pages to you — punched to fit 
the looseleaf binder. Your catalogue is up to date 
now, and you can keep it that way permanently. 


=. If you use the Catalogue whenever you have 
an Ebauches part to order, or movement to iden- 
tify, you'll find your work easier to do—you'll find 
that orders come back faster. And, this is the only 
catalogue that provides a picture of the Ebauches 
movements for casy, absolute identification. 





3. Now there’s only ONE identification num- THE NEW DICTIONARY 

ber for each po Uhe official fac wed: number of For highly skilled watchmakers and large watch re- 

the part you want Is all you need. It’s shown In the pair departments, EE 9 AP 

Catalogue, and everyone in your whole chain of have prepared the New Official Dictionary of Watch 

supply uses this same number. There’s no more Parts. 

translation from one system to another. 

e 167 pages in length, the Dictionary defines the 
parts for every type of Swiss movement, even in- 

4, The Catalogue has TWO indexes. One lists cluding specialized, out-of-the-ordinary move- 

the various Ebauches movements according to size, ments. All watch terms are given in English, 

with the measurements in lignes, inches, and milli- PES: NES EE 

meters; the other groups the same movements ac- e@ Each watch part ts illustrated by a photograph. 

cording to their symbols and reference numbers. And, the Dictionary shows some 600 parts in 

addition to those included in the dictionary sec- 
tion of the Official Catalogue. 

5. Be sure to read the introduction — it gives 

vou complete instructions in using the Catalogue It’s the most complete and useful reference source of 

—even tells vou how to identify movements that its kind! Order your copy from this magazine today! 


have no symbol marking. And, all nomenclature Only $4.50. 


used in the catalogue is officially correct. 
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You’ve heard of surveys... so-called facts and figures 
that claim to “‘prove’’ a certain pen is ‘‘wanted.”’ 


These show only what some people say they will buy. 
THE PAY-OFF for you, Mr. Dealer, is in what they DO BUY! 


SHEAFFER'S *10,679,098" 


COMPETITOR ''A”’ $9,483,654" 
ee A hana —e 


*As reported to the Securities Exchang mmission—latest availa 
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W. A. Sheaffer. Pen Company, Fort Madis owa , On ada 


R FeBruary, 1949 
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‘catch the name of America’s best-known diamond ring’? 





rtcarve 





The name is 





The finest name in diamond and wedding rings—Art- 





| | carved, known to millions of people, many of them your 
customers, who see the distinctive, sales-making Art- 
carved advertising month after month in Life, Look, The 
Saturday Evening Post and other leading national maga- 
zines! It’s the name that ‘“‘catches”’ sales for you! 


Axrtca rved BELOVED BY BRIDES FOR 99 YEARS (1850-1949) 














J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK 
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Added Appeal for Watches 


GARLAND Watches are all dressed up 
in new boxes too. These outstanding, 
popularly priced timepieces now pos- 
sess added sales appeal. Show them— 
sell them! 


Newly Designed Boxes 

Add Magnetic Appeal 
to GARLAND 

Watches and Diamonds! 


LOOK at this combination for mag- 
netic sales appeal: High quality 
GARLAND Diamonds, packaged in 
beautiful, luxurious boxes. The newly 
designed GARLAND package adds new 
glamour to the full-cut brilliant 
GARLAND diamond inside. GARLAND 
Diamond Rings certainly deserve 
front-row position in your show cases 
and window displays. 


Praise from Evanston Jeweler 
F. J. O’Bert, Chicago and Evanston 
(Illinois) jeweler, says, ““ You know a lot 
of people are influenced by an attractive 
package, and GARLANDS certainly have 
a beauty!” 


The BALL Company 
Originators of GA RLAND* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, Illinois 
Branch Office: Charlotte Hotel, Charlotte, N. C. 


*G ARLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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THE JEWELERS’ 


E WON'T vouch for the ac- 

curacy of this yarn—actually, it 
seems to be eligible for some sort of 
“tall story” prize. But feeling that 
we must keep our readers informed 
of even the most bizarre occurrences. 
we pass the story along without com- 
ment: 

A Memphis, Tenn., watchmaker 
was working on an extremely small 
movement one day, and had several 
of the small wheels, jiggers and such- 
like removed and on his bench. 


A large housefly, apparently inter- 

I AY c\NWHEEL ! 
P AtYi we ! 
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ested in horology, entered the shop. 
buzzed around a bit, and _ finally 
landed on the bench—right on one of 
the tiny wheels. Needless to say. the 
inevitable happened — the fly’s feet 
stuck to the wheel. 

Taking off, the oversize specimen 
of musca domestica frantically at- 
tempted to shake off the tiny wheel. 
And the watchmaker, of course. 
chased around after the fly. hoping to 
catch the wheel. 

All came to naught, however. The 
insect managed to dispose of the 
wheel all right, but the watchmaker 
hadn’t been in close enough pursuit. 
A thorough sweeping and dusting 
failed to reveal the whereabouts of 
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the wheel and it was necessary to se- 
cure a replacement. 
Now you tell one! 


© © 


NTON GANGL still shudders — 


when he thinks about it! 

He was standing beside a window 
in his jewelry shop on the eleventh 
floor of the Union Trust Building. 
in Cincinnati, holding a $2,000 plati- 
num diamond ring up to the light. 
The ring slipped from his grasp, hit 
the sill and bounced through the 
open window. It was 5:10 p. m., and 
the downtown streets below were 
jammed with home-going traffic. 

Mr. Gangl yelled to his son, Theo- 
dore, and the two raced to the eleva- 
tors. After minutes that seemed 
hours, they were on Walnut Street, 
where they made careful calculations 
as to where the ring might have 
landed—if it hadn’t already been 
picked up. 

Their search led them to the mid- 
dle of traffic-jammed Walnut Street 
—and there the ring was found. It 
was slightly bent, but the diamond 
still was firm in its setting. 


© © 


T WAS a great little leap year, 
1948—or at least it could have 
been for any husband-hungry woman 
with a substantial bank account. And 
as is so often the case, a jeweler of- 
fered the most attractive terms. 
You may have read of the ex-G.I. 





February 1949 


who offered himself as a husband to 
any woman in the United States for 
$100,000. 

Well—Bob Whittaker, a graduate 
of the Kansas City School of Watch- 
making, now a jeweler in Princetor, 


W. Va.. also heard of the offer and 








felt that it could be bettered. Seized 
with the spirit of competition, he im- 
mediately proceeded to offer himself 
at a discount. In a signed statement 
in the Bluefield, W. Va., Daily Tele- 
gram, he promised to marry any 
woman in the U. S. who would set 
up, in his name, a bank account of 
$99,500. 

We haven't heard whether he was 
taken up on this offer or not. As a 
matter of fact. it doesn’t really make 
any difference. The important fact. 
as we see it, is that this gent, on his 
own, epitomizes the Jewelry Industry 
Council’s motto: “Something from 
the jewelers’ is always something spe- 
cial.” 

Even husbands. 

© © 
N GOING THROUGH some papers 
accumulated by his firm during 
more than half a century, one of our 
subscribers. Marcus Auerbach of 
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NOW..IT CAN 





BE TOLD 


STARTING FEBRUARY 16 








NOW 4er0- metric 


PARKER “Ol” 


You’ve Seen It...You’ve Sold It 


(Without a word of advertising until now) 


—On your mark...Get set.... Sell! 


The opening gun explodes with a double 
page, 4 color spread in The Saturday 
Evening Post, February 16, followed by 
# s¢ along list of other big circulation maga- 
zines, telling and selling your customers 


x < ° ° 
" again and again. 
i Start 1949 with a real Gold Rush... 
be sell the pen that sells on sight... the 
“J new Parker “51”. 


The Parker Pen Company 
Janesville, Wisconsin 


















A POWER-PACKED CONSUMER 
ADVERTISING CAMPAIGN 
TO SELL MILLIONS ... 
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NEW CLIPS 
NEW CAPS 
8 NEW COLORS 


NEW FOTO-FILL 
FILLER 


NEW PLI-GLASS 
RESERVOIR 


NEW VISIBLE 
INK SUPPLY 


7 NEW 


CUSTOMIZED POINTS 


It’s AERO-METRIC 
- won'tleak at 
high altitudes 
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Westmount, Que., came across a bit 
of promotional literature for THE 
KeysTONE which, we think, shows 
how enormously this publication has 


grown. . 

Dated 1886, the leaflet says, in 
part: ; 
“The enlargement of THE KeEy- 
STONE is without any advance in 
price. 

“As heretofore, subscription only 
twenty-five cents a year. 

“The rapidly growing advertising 
patronage of THE KEyYsTONE has 
greatly added to its interest, and is 
of undoubted value to all concerned. 

“THE KEYSTONE is now the largest 
in circulation and lowest in price of 
any paper going among watchmakers 
and jewelers. 

“The publishers, therefore, in view 
of the increased size, improved con- 
tents, great circulation and low price 
of the paper, are encouraged in the 
belief that if you are not: a_ sub- 
scriber you will soon become one. 

“All subscribers are entitled to and 
will receive a copy, in book form, of 
Cellini, Jr.’s, instruction in Metal 
Engraving and Lightning Pivoter’s 
‘Pivots and Pivoting.’ 

“Payment in postal note or postage- 
stamps, as may be more convenient.” 


QLOMEBODY must be missing a star 
ruby. Honest, fellas, somebody 
must be! 


You see it’s this way— 


Last June a customer entered 
Schwanke - Kasten Co., Milwaukee, 
Wis., shopping for a lady’s star ruby 
ring. Since the firm didn’t have exact- 
ly what was wanted on hand, they 
wrote ,to five different suppliers and, 
in due time, the suppliers sent either 
star ruby rings, or just star rubies, 
on memorandum. 


One of the rings was sold and, 
when the firm prepared to return the 
remaining rings and stones, it was 
discovered that they had one star 
ruby left over—it wasn’t listed on any 
of the memoranda! Suspecting that 
some sort of a clerical error was re- 
sponsible at the suppliers’ end, 
Schwanke-Kasten wrote all five firms 
outlining the situation and _ stating 
that they would, upon receipt of a 
proper description, return the ruby. 

All five firms wrote back saying, in 
effect: “Sorry—we’re not missing 
any rubies.” 

And that’s the situation up to the 
present. 

Somebody must be missing a star 
ruby simply because the Schwanke- 


Kasten firm has one that doesn’t be- 
long to them. And, being extremely 
honest in such matters, they don’t 
want to keep it if it isn’t theirs. 

Mr. William H. Schwanke, of 
Schwanke-Kasten, has asked JC-K to 
publicize this curious _ situation. 
“Would you,” he writes, “insert a 
story asking anyone who is missing 
a star ruby to write us and give a de- 
scription? If the description is cor- 
rect, of course we will be happy to 
send it to them.” 


o © 


CCUPANTS of a tavern next to 

May’s Jewelers in Springfield, 
Ill., recently heard some very suspi- 
cious noises through the wall. 
Sounded like someone drilling 
through wood or metal. Naturally, be- 
ing good neighbors (and possibly 
fearing the explosion of nitro- 
slycerine at any moment) they im- 
mediately called the police. 

Some moments later detectives ap- 
proached May’s on tip-toe, with 
drawn guns. Entering quietly, their 
faces drawn and tense, they found 
their quarry: two carpenters busily at 
work finishing up a rush repair job! 


© © 





————- JEWELER who has been hauled 
out of the sack at 3 a.m. to learn 
that his display window has been 
smashed is, to say the least, a trifle 
upset. But if, within an hour, he 
makes a sale—well that takes a bit of 
the sting out of the situation. 
That’s what happened to R. Dean 
Price, co-owner of Baker & Price, 
Harrisburg, Pa. 
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Some uncouth soul tossed a cement 
slab through the store’s window at 
3 o'clock one morning, and made off 
with $1,600 worth of jewelry. This, 
naturally, brought the police, Mr. 
Price and, even at that hour, a few 
interested bystanders. 


One of the people surveying the 
smashed window was a stay-up-late 
newsboy. And, in looking around, 
he spotted a radio on display that he 
suddenly wanted very badly—then 
and there. Approaching Mr. Price, 
he inquired if he could buy it on the 
spot. Somewhat upset by the rob- 
bery, but still alert to merchandising 
opportunities even at 3:30 a.m., the 

-_—- . jeweler quickly said “yes.” 
The last one you sold me ran too slow on weekdays and too fast What is that old adage about an 
on Saturdays and holidays." “ill wind”... ? 
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The Lost Wax 
Casting Process 


by JAMES APPLEBY 


President of Accessory Creators of Calif. 


1. Original model, usually made of clay, is basis for rubber T a 99 . 

) HE “LOST WAX PROCESS” of costume jewelry 
manufacture is an art which enables a jeweler to offer 
his customers costume jewelry with an intrinsic quality 
comparable to his diamonds and silverware. Because in 


mold in which is formed wax replica, shown being removed. 


Metal flask placed around wax model in clay base is 
filled with high quality plaster of Paris through a 
paper funnel. Flask is then placed in motor-driven 
vacuum which removes all the air bubbles from mold. 


', Wax replica, cast in rubber mold, is cleaned up prepara- 
tory to being encased in expendable plaster-of Paris mold. 


, Wax replica is ploced in clay base. V-shaped portion held 
in pliers is not part of final piece but merely serves as 
channel for escaping wax and, later on, incoming silver. 





After plaster mold has hardened 
thoroughly, it is put in furnace 
and heated at a high temperature 
which melts away wax model leav- 
ing exact form in the plaster. 


Plaster mold in flask from which 
wax has been melted is placed in 
centrifugal casting machine. Sil- 
ver, melted by a torch, is thrown 
into mold, filling every opening 
as machine rotates at high speed. 


many cases the designing is done by a sculptor, the 
jewelry captures all the three dimensional detail possible 
in a costume jewelry piece thus imparting a custom-made 
look. 

The process properly begins with the original design 
which requires a sculptor with the ability to work within 
small and delicate areas with the same grace and smooth- 
ness found in much larger pieces. The “Lost Wax” de- 


signer starts from a sketched idea of the proposed piece 
which is then transferred to a wax replica. 
The carving of this piece is executed with small sur- 


(Please turn to page 170) 


When metal cools, plaster of Paris mold is broken 
apart, revealing silver.casting of original model. 
Projections which hold piece to base are cut off. 
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F OR YEARS, we've heard silverware dealers say: “How 


about a special unit — an effective unit — to display 
extra pieces, too?” 


And now that “open-stock” is again available, “1847” 
has the answer to your pleas! It’s the eye-catching 
COMPLETING SET, a brand-new merchandising unit 
that will bring you extra profits out of extra pieces! 


The COMPLETING SET contains eight each of the 
three important pieces women need to complete their 
services ... 8 butter spreaders, 8 iced-drink spoons, and 
8 oyster forks. And it’s available in all four current 
“1847” patterns! 


It’s a beautiful package, too—for your display . . . for 
permanent storage of your customers extra pleces. 


You sell it as a set (the ideal way to create sales) to 
those customers who need to fill out their present serv- 
ices. You sell it, too, as a companion piece to the regular 


92-piece service for 8. And you sell the COMPLETING 


Another BL stop 
[847 ROGERS BROS 








18475° 
Pertect-For Display 


COMPLETING SET! 


Available in all 4 patterns 


SET—case and all—for the price of the silverware alone! 


We're selling the COMPLETING SET on the air! 1847 
Rogers Bros. is devoting all commercials on the Feb. 27 
and March 6 “Ozzie and Harriet” programs to announce 
this wonderful new unit! 


Tune in and hear how we’re telling this important sales 
story —to create “1847” sales for you! 


Now! A full selection of 1847 ‘open stock! 


For the first time since prewar days, a full selection of 
all four current “1847” patterns is available in open 
stock! 


This open stock includes everything in the 101-piece 
chest. It will be available for delivery to your customers 
by February 28—and fancy serving pieces will be ready 


about July. 


It’s good news for your customers— and good tidings 
for your sales figures! 


1847 ROGERS BROS. “Or lOlyeats Americas Finest Silverplate 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 
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Couneil Idea Book 


Is Issued for 


‘Diamond Jubilee’ 


for more gift occasions! 

That will be the motto of U. S. Jewelers during the 
period March 27 through April 9, when the Jewelry In- 
dustry Council-sponsored “1949 Diamond Jubilee” 
sweeps across the nation. Virtually every medium of 
promotion will be used—newspaper advertisements, win- 
dow displays, radio announcements, direct mail—and all 
will feature virtually the same message: “No gift says 
quite so much as a diamond.” 

So that every jeweler may make the most of this nation- 
wide diamond promotion, the Jewelry Industry Council 
has prepared an extremely helpful “idea book,” contain- 
ing literally dozens of pages of suggested advertisements, 
radio commercials, window displays, direct mail letters, 
etc. Already in the hands of the Council’s members, the 
book is also available, without charge, to all other jewelers 
who request it. They need simply write the Jewelry In- 
dustry Council, 366 Fifth Ave., New York 7, N. Y. 

The underlying notion of the “1949 Diamond Jubilee” 
is, of course, that diamonds should be gifts on more occa- 
sions—not just at engagements and the rarely-achieved 
60th anniversary. Advertisements and copy in the idea 
book stress the fact that diamonds are suitable for April 
birthdays (diamond is the April birthstone), anniversa- 
ries (in the revised list diamonds are appropriate for the 
tenth and thirtieth as well as the sixtieth anniversaries) , 
and the gift of a diamond is suggested for the groom as 
well as the bride-to-be. It is also pointed out that dia- 
monds are also suitable as rewards for faithful service; 
for the mother of a newly born baby, and many other 
occasions. 

Twelve different newspaper advertisements are sug- 
gested in the Council’s idea booklet, each in two different 
forms. Each ad is presented with appropriate illustrations 
and also as just plain type. It is pointed out that the 
jeweler will probably not use each ad exactly as it appears 
in the idea book but. rather, will rely upon the Council’s 
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Available to all jewelers upon request, the 
Jewelry Industry Council's "1949 Diamond Jubi- 
lee" idea book contains dozens of suggested 
ads, spot announcements, sales letters, etc. 


suggested layouts for ideas. The texts of the ads are de- 
voted to the variety of diamond giving occasions listed 
above, a series urging husbands who were unable to buy 
an engagement ring in the past to remedy the defect 
now, promotion of remounting service and, of course, 
several ads devoted to the subject of diamond engagement 
rings. 

Six letters, suitable for direct mail promotion, are of- 
fered in the Jewelry Industry Council’s “1949 Diamond 
Jubilee” idea book. These range from engagement con- 
gratulations to hints to husbands to surprise the little 
woman with a diamond as a gift. Letters addressed to 
newly engaged girls suggest the gift of a diamond for the 
eroom-to-be, and letters addressed to proud new fathers 
suggest the diamond as a means of telling “Mother” how 
wonderful she is. In short, the direct mail promotion 
material included in the idea booklet hits virtually all of 
the high spots of the entire “Jubilee” campaign. 

Window display suggestions outlined in the Council's 
idea book for the “1949 Diamond Jubilee” capitalize on 
many of the diamond-giving ideas which the promotion 
seeks to highlight. One, a round-up display, suggests five 
different occasions when diamonds are appropriate as a 
cift. Another, devoted to diamond as the April birthstone, 
features a large calendar turned to April and copy cards 
stressing birthdays. A rather elaborate display, designed 
to remind men married in wartime of the engagement 
ring they never bought, features Army and Navy insignia, 
war souvenirs, and a sign which says “Now you can afford 
that engagement ring you couldn’t give her during the 

(Please turn to page 189) 
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Diamonds for every gift occasion is the theme of this display. 





wo Windows for the Goming Month 


Theme: 








nt 





by VIRGINIA DIXON 


Your window displays will play a major role in tying in with 


the Jewelry Industry Counceil’s nationwide diamond promotion. 
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5 fact that coordinated merchandising 


campaigns will work for the jeweler is proven by. the MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


results of the Jewelry Industry Council’s very successful MATERIAL SOURCE 
1948 Silver Parade and 1948 Watch Parade. Coming up GIFT WINDOW 
March 27th to April 9th is the 1949 Diamond Jubilee and Poster Show-card writer 
peer " | heth h Spring flowers—artificial Department Store 
participation by every jewelry store whether or not they Relate Gar hanbernenl end 
are members of the J.I.C. is again urged by the Council. floor pads Department Store 
Jewelry Industry Council 


Pit . Copy cards 
Repetition of sales messages has long been recognized 364 Fifth Avenue, 


by advertisers as the only really effective method of pene- New York |, N. Y. 
trating to customer consciousness. This principle is essen- 


tially the basis of any such promotional campaign as the WEDDING WINDOW 





Diamond Jubilee. The opportunity for all retail jewelers + atari A ss Stationery store 

to work together on such a coordinated promotion as this any small white flowers Denehembden 

should not be neglected. However keen local competition White Satin Ribbon—wide 

may be, if every jewelry store on Main Street features ee og oe i Department store 

the 1949 Diamond Jubilee in his window the week of floor Department store 

March 27, every jeweler on Main Street is going to bene- Copy cards sais hor sei Council 

fit in increased diamond sales. The extent to which each _ ee ay. 

store will benefit, will depend on the intelligence and in- 

genuity with which each merchant adapts the ideas and A set of cards are available from the Council featuring, 

materials available to his own requirements. a number of diamond gift-giving occasions. For the first 
Excellent suggestions for sales promotion schemes, ad- window these cards are used with groupings of diamond 

vertising, radio and publicity ideas as well as window rings. ring boxes and gift packages on the window floor. 

display plans and window cards featuring the 1949 The floor is divided into pie-shaped panels radiating from 

Diamond Jubilee are available from the Council and the center back of the window with a different gift sug- 

generous help will also be available from your diamond gestion grouping on each panel—a gift-wrapped pack- 

and diamond jewelry suppliers. age used to elevate a ring box containing an appropriaie 
Herewith are two suggestions for adaptations of two type of ring with additional rings arranged in a semi- 

of the Council's window ideas. (Please turn to page 171) 


Diamond wedding and en- 
gagement rings are featured 
in this display. Ribbons from 
central flower-covered bell 
extend to ring pads on cir- 
cular elevations and _ floor. 

















125 


FOR FEBRUARY, 1949 





How Does Your Repair Shop 


“AVERAGE"* REPAIR DEPARTMENT 


PERSONNEL 
= 7 @ Has two repairmen (one of whom may be the owner). 
: @ Doesn't need additional help. 
@ Wouldn't hire right away if it did, and 


@ Would prefer a seasoned workman to a recent graduate of a 
trade school. 


PROCEDURE 


@ Repairman himself meets the public, examining job, making 
estimate, promising completion date. 


@ Average job takes two weeks to complete. 
@ Record-keeping system employed to keep track of jobs. 
@ Telephone and mail used to notify customers that work is 


finished. 


THOMAS V. DUGGAN 


Returns in JC-K’s poll 


of repair departments 


provide an excellent : PROMOTION 
@ Only “occasional” advertising. 
@ No special services offered. 


WHAT GOOD IS IT? 


‘ , ' @ Accounts for at least 10°, of firm's annual volume, possibility 
of the ‘average’ shop’s : as much as 20%. 


@ Sells 20°% of firm's watchbands. 
@ Sells 10% of firm's new watches. 
@ Sells 10°% of firm's other merchandise. 


picture of many phases 


set-up and operation. 


* “Average” based on majority of replies to JC-K’s repair department 
survey. 














Compare With the ‘Average ? 


How DOES your repair department compare 
with the “average?” 

How many people are employed there? Who waits 
on the customers? How is it advertised? What sort of 
records are maintained? What is its relationship to the 
jewelry business itself ? 

Until recently it would have been extremely difficult 
to compare any repair department with the “average,” 
simply because no one had the facts upon which an esti- 
mate of the “average” might be based. 

Now, however, as a result of THE JEWELERS’ CIRCULAR- 
KEYSTONE’S repair department survey,' sufficient informa- 
tion has been collected to provide what may well be an 
accurate picture of the “average” jeweler’s shop. 

Reduced to barest outlines in the box on the opposite 
page, the “average” jewelry store repair department, as 
indicated by returns in JC-K’s survey, may well serve as 
a yardstick for checking on your own shop. But don’t 
be disappointed if your shop doesn’t agree with the 
“average” in every respect. Perhaps you are to be con- 
gratulated. In many instances, we regret to say, the 
“average leaves something to be desired. 

In order to appreciate the status of this “average” shop, 
let us consider just how the JC-K survey arrived at the 
conclusions listed opposite. 

In our first article detailing the results of the survey 
it was learned that the majority of jewelers—nearly 60 
per cent—estimated that their repair departments ac- 
counted for approximately 10 per cent of their annual 
volume.” 

This meant that 40 per cent of the jewelers answering 
did not feel that their repair department accounted for 
10 per cent of their volume. However, this does not, by 
any means, indicate that these jewelers felt that their 
repair department accounted for less than 10 per cent of 
their sales. Revised survey figures? show that consider- 
ably less than half of the jewelers in this category felt 
that their repair department accounted for less than 10 
per cent of their business. The greatest single number 
(18.5 per cent) attributed 15 per cent of their annual 
volume to the presence of a repair department. The next 
greatest number (14.4 per cent) estimated their volume 
attributed to the repair department at 20 per cent. 

Thus, since the majority of jewelers credited approxi- 
mately 10 per cent of their volume to their repair de- 
partment, and the minority estimated even higher per- 
centages, it is only fair to assume that the “average” 
store is in the same position. 





1See THE JEWELERS’ CIRCULAR-KEYSTONE for December, 1948, 
page 124. 

*This is in substantial agreement with ANRJA’s recently 
released 1947 Operating Ratio Report which placed repair re- 
ceipts at 12.8 per cent of total net sales. 

® Questionnaires arriving after publication of the December 
article have been analyzed and added to previous data. Statistics 
cited in this article may be considered final. 
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Breaking down the survey returns on the basis of 
actual merchandise sales, the JC-K survey shows that 
the greatest number of jewelers (92 out of 202, or 45.5 
per cent) estimated that 10 per cent of their sales of new 
watches could be attributed to the presence of a repair 
department. The next highest number (64 out of 202, 
or 31.6 per cent) credited 20 per cent of their new watch 
sales to the presence of a repair department. Thirty per 
cent of new watch sales were attributed to their repair 
department by 24 out of 202 jewelers (11.81 per cent). 

Watch attachment sales attributable to the presence of 
a repair department are even higher than new watch 
sales in the “average” store. One-quarter of the jewelers 
replying (51 out of 198) reported that 20 per cent of 
their watch attachment sales could be credited to the 
repair department, and nearly as many (42 out of 198, 
or 21.2 per cent) estimated 10 per cent. Thirty-seven 
out of 198 jewelers (18.6 per cent) estimated that their 
repair department accounted for as high as 30 per cent 
of their watch attachment sales. 

As a matter of fact, 10 per cent of the sales of other 
jewelry in the “average” store can be attributed to the 
repair department, according to jewelers responding to 
JC-K’s survey. More than half of those responding (90 
out of 170, or 52.9 per cent) estimated that 10 per cent 
of “other jewelry” sales were accounted for by the repair 
department, and one-quarter (43 out of 170) placed their 
estimate at 20 per cent. Other estimates ranged as high 
as 70 per cent, but were not significant in the final 
analysis. 

Thus we account for the “average” repair department’s 
effect upon the jewelry business. 

The chances are the “average” jewelry store repair 
department is not advertised—out of 229 jewelers ques- 
tioned, 55 per cent said they did not advertise the ser- 
vices of their repair shop, and only 45 per cent said they 
did. 

Of the minority who said they did advertise, the great- 
est number (39.45 per cent) said they only advertised 
“occasionally.” Ten per cent of the 101 jewelers who 
advertise their shops at all do so daily, 12 per cent 
advertise weekly, and 15.8 per cent do so monthly. The 
rest range from “often” (which means little, actually), 
to “quarterly.” As was pointed out in the first article 
devoted to the JC-K survey, this lack of planned, con- 
sistent advertising is unquestionably responsible, in part, 
at least, for the fact that the jeweler’s repair department 
accounts for only 10 per cent of his store’s volume rather 
than a higher figure. 

Now what about procedure? 

More than half of the jewelers responding to JC-K’s 
survey (58 per cent) indicated that they prefer to have 
the repairman himself wait upon repair customers, mak- 

(Please turn to page 174) 
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Sales staff at Geary's 
is highly trained and 
qualified to give com. 
petent help and advice 
in silver, china, and 
crystal because they 
sell in all three de. 
partments and are not 
confined to only one, 


There’s High Volume 
In Moderately Priced Silver 


Few jewelry stores can maintain a big volume on high-priced items 


alone. Geary’s has developed a store with an appeal for everyone 


and has seen their silver sales mount into a six-figure business. 


A SILVERWARE opportunity did not have to 
knock at the door of Geary’s of Beverly Hills. LE. F. 
Spilker, manager and co-owner with Albert Behrstock, 
realized the tremendous post war market for silverware 
and has today built from a practically negligible silver- 
ware stock, a full sized department that is rapidly becom- 
ing one of the outstanding departments in the Los Angeles 
area; a silverware department which runs into a six 
figure business. 

Geary’s is an unusual store in many respects, although 
the reasons for its growth and success are not sensational. 
Rather this store has adhered to thorough, but sound, 
merchandising principles. In addition to a fine silver- 
ware department there is an equally complete line of 
imported and domestic china and crystal. In these, like 
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the silverware department, complete emphasis is placed 
on high quality and brand names. 

A graduate of the Harvard School of Business and a 
department store buyer for many years, Mr. Spilker 
has brought his experience as well as a progressive atti- 
tude with him to Geary’s. He has a highly trained sales 
staff who are qualified to give competent help and advice 
in silverware, china, and crystal. It is suggestion and 
ability to help the customer that often results in a com- 
bination sale from all three lines. Well rounded knowl- 
edge of the three lines enables any one of the sales- 
persons to provide complete information rather than turn- 
ing the customer over to another salesman in another 
department. 

They have also realized the tremendous market for 
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hollowware for utility as well as gift items and have so 
enlarged this section that it now comprises a substantial 
ortion of their silverware sales. 

Beverly Hills may be regarded by some as the legendary 
colony of movie stars and wealthy persons. In actuality, 
it is a modern city of 30,000 completely encircled by 
Los Angeles with its population of professional people, 
business men, and wage earners, who vary in income, 
politics and religion as do those of any United States com- 
munity. True, Beverly Hills shops and buildings exem- 
plify the finest in modern artistic architecture and the 
whole town is marked by an air of prosperity. 

In this setting, Geary’s has developed a store that 
appeals to everyone. A good part of their trade is in 
expensive items, but few stores can build a big volume 
on this alone. For that reason their stock is complete 
and varied as to patterns and price so that a customer 
seldom leaves the silverware counter without having 
found a satisfactory solution to his needs. 

The store had never run a promotion until approached 


last fall by H. C. Wilcox and R. L. Ghent of the Inter- 





Marie Roth, floor manager of Geary's, stands behind 
a striking display of hollowware which is displayed 
openly to invite customer's interest and inspection. 


by E. F. Spilker 
Co-owner and Manager of Geary’s 
Beverly Hills, Calif. 
As Told To 
VIRGINIA BEHRENS 


Located in Beverly Hills, small 
suburban territory outside Los 
Angeles, Geary's attracts great 
deal of outside traffic because 
of large number of diversified 
top grade shops located there. 
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national Silver Co. who outlined a hollowware line pro- 
motion at a reasonable price. Mr. Spilker saw the possi- 
bilities of this and agreed to try it. In keeping with their 
progressive method of merchandising, Geary’s put all 
their effort behind the plan, with a half page ad in the 
local shopping paper and a special display in the store. 
Any doubts by the management were dispelled shortly 
after opening, particularly when Mr. Spilker observed 
one of his wealthiest customers buying as enthusiastically 
as the other shoppers. This event opened a new door 
for increased volume and traffic by Geary’s. Well planned 
sales events are now a part of their merchandising policy. 

A personal survey by Spilker uncovered the fact that 
for the relatively high income clientele there is no lack 
of fine silver shops, some of which carry one-of-a-kind 
antiques, while others carry a comprehensive set-up of 
sterling. This survey proved that there was a lack of 
stores which carried fine merchandise on a volume-pric2 
basis. 

The absence of department stores in the city increased 
the opportunity for a good volume-price store. While 
there is a demand on the part of almost everyone for the 
very best in a few select items, they are primarily -inter- 
ested in good medium priced merchandise for satisfying 
the greatest number of their needs. Even the customer 
who can afford the very finest dinnerware and silver also 
needs several average-priced sets. 

This store makes no exclusive play for the wealthy 
customers but carries enough high price goods to attract 
them. Since it is a large store and needs traffic, Geary’s 
plays for the volume brackets. 

Being in Beverly Hills, a suburban territory which at- 
tracts a lot of outside trafic because of the large number 
of high grade shops and adequate parking facilities, the 
potentialities of newspaper advertising are definitely 
limited. 

Three means of advertising are utilized: first, direct 
mail advertising which is rather expensive per person 
but proved valuable; second, first class window displays 


(Please turn to page 176) 
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This Easter window combines the customary bunnies and 
eggs with a shower of Spring flowers. White net and 
apple blossoms, pink satin and yellow buttercups, com- 
plement the diamonds, watches and costume jewelry. 
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Windows Sell 











Windows at S. Kind & Son, Philadelphia arouse 







ah mane ee 


interest by crystallizing half-felt desires which 


ee - 


cause the customer to pause and look. 
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lack velvet set the stage for a scene depicting the 
»urce of sapphires. A custom-made Indian castle of 
lue-green material highlighted in gold formed the 


“s 
iat . 7 ‘ 9 ee rn 
ackground for a display of sapphire jewelry items. ELL US unrealized dreams, says adver 


tising expert Mrs. Bj Kidd, author of the popular book 
, ; “Women Never Go Broke.” She isn’t speaking of the 
tis S. Kind & Sons window used a background of aqua ; , Kind & +» Philadelohia wh 

ebble crepe curtains and a rustic stone church with display windows at S. Kind & Sons in liadeipnia when 


ill foliage and apricot color velvet drapes to high- she makes this statement, but she couldn’t more accurately 
ght jewelry for the bride and gifts for attendants. express the formula for their success. That success is 


‘idal doll focussed attention upon rings on steps. , 
y ’ “ reflected in letters from all sections of the country, many 


containing orders for merchandise out-of-towners chanced 
to see while visiting the city. It is registered by the fre- 
2 quent tingle of a telephone transmitting orders for dis- 
oF played items. But most of all it is frequently shown when 
shoppers stop before a Kind window and absorbing the 
atmosphere of the display, enter the store and buy some- 
thing in harmony with the mood it created, but NOT 
actually exhibited. 

The effect of a display is not determined by the amount 
| of merchandise in the window, but by the amount of 
Se 2 ai customer interest in the window, says Mrs. Adele W. Mc- 
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‘Unrealized Dreams’ scieiaaaiiiae 


Allister, who designs and executes the display for this 
store on Chestnut Street at Broad in the City of Brotherly 
Love. Average human beings passing jewelry stores are 
more often than not preoccupied with the routines of 
daily living. A showing of jewelry in a window interests 
only those in the market for this merchandise at the 
moment and those having the leisure to examine it. A 
bizarre display, in which items exhibited clash with each 
other and fight for attention, only becomes another of the 
thousand-and-one daily chores and cares already struggling 
for everyone's attention. On the other hand, a display 
which crystalizes their half-felt dreams makes even har- 
assed individuals pause and absorb it. Some see some- 
thing they want and make an immediate purchase. The 
larger number cherish the feel of the picture and return 
when they want something very special. 

Such a dream window was one used by S. Kind & Sons 
last February, the coldest day this generation had ever 
felt in this location. Snow scenes and fireplaces appro- 
priately filled other retailers’ windows. But S. Kind & 
Sons echoed the hope of the season. Everyone was long- 
ing for the first signs of spring, and realizing that his 
dreams were still castles in the air. Then suddenly Mr. 
Philadelphia and family found his dream castle looking 
like nile green satin candy floating on yellow spun-glass 
clouds in a corner of the Kind’s window. It peeked out 
from behind a mountain of early spring flowers rising 
from the sea of dreams. Amethyst jewelry drifted on 
the aqua-silk dream waters. Those who stopped to gaze 

































An ‘unrealized dream’ for February was this Spring castle which gave 
promise of the season ahead. Yellow spun glass clouds hovered beneath 
the castle, and the entire vision was framed with vari-colored hyacinths. 
A carefully chosen selection of amethyst jewelry was shown against white. 


at the scene couldn’t help making the amethysts part of 
their spring wishes. 
Of course those who were looking for diamonds and 
(Please turn to page 178) 


"Where do pearls come from?’ was the theme of this 
window for S. Kind and Sons during the political 
conventions. Mermaids with pixie expressions, pas- 
tel sea fans and large sea shells attracted atten- 
tion to a variegated display of pearl merchandise. 
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‘Activated Stock Records Provide Real 





















































Teo SLOW Turnover lacreases Cost of Possession. Toe FAST Turnover Increases Cost of Acquisition. 
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I. This chart shows what happens in various 
rates of turnover on an annual sale of goods 
costing $100,000. When the rate of inventory 
turnover is improved, the amount of capital 
available for other uses is increased; annual 
carrying costs (and obsolescence and deteriora- 
tion losses) are reduced. 


2. Although it varies according to fields—and 
even by businesses within a field—there is an 
“ideal turnover rote” beyond which the carrying 
costs are likely to be higher than is justified. 
This diagram shows that while there are some 
costs which may be reduced as the turnover 
rate increases, there are others that increase at 
an even faster pace, to bring the total carrying 
costs beyond the Point of Diminishing Returns. 


3. The guide to determining the most profit- 
able inventory turnover rate—the rate which is 
just the right side of the Point of Diminishing 
Returns—is in a careful balancing of the Cost 
of Acquisition items against those representing 
Cost of Possession. 


4. The danger in accepting average inventory 
turnover figures as the governing factor is il- 
lustrated in this chart. Average turnover figures 
may serve to conceal rather than to reveal un- 
balanced stock conditions. Analysis of the in- 
dividual items shown on this chart indicate that 
the stocks are actually badly out of balance. 

In this chart it will be noted, for instance. 
that Items 1, 2 and 8 are making one turn or 
less per annum, and thus the Cost of Possession 
on them is unusually high and profits are mate- 
rially reduced. Items 3, 5 and 7 are moving 
moderately well, but notice what is happening 
on Items 4 and 6. These popular items are turn- 
ing nearly 12 times a year and, in relation at 
least to the average used in this example, they 
are turning too rapidly, which means that while 
the Cost of Possession on them is favorably 
low, the Cost of Acquisition is so high that 
profits are less than they should be. 























UNBALANCED STOCKS REVEALED BY INDIVIDUAL ITEM CONTROL 


































































YEARLY TURNOVER 
FOR ENTIRE STOCK 
2.7 
SUT—INDIVIDUAL ITEM | 
ANALYSIS REVEALS: 
HemI- .7 
tem 2- 1.0. —— 
tem 3- 5.2 
es ee eee om oe 
eee 
5-3 NN eee 
we 
item 7- 4.9 
> 
tem 9- 1.6 
0 ] 2 3 4 5 
<b 


NUMBER OF STOCK TURNS A YEAR 


67 8 9 0 














Inventory Control 


‘Laer is a world of difference between 
taking inventory and inventory control . . . as much, per- 
haps, as there is between having a stock of beautiful 
jewelry and selling beautiful jewelry. 

Inventory control is a matter of detailed records of 
stock on hand and of having a constant, graphic picture 
of stock movement. There are general principles and par- 
ticular problems involved in setting up and maintaining 
adequate inventory control procedures—procedures that 
give the whole picture, without involving the dealer in 
mountains of record keeping and other detail work. 

lor discussion of the particular problems we will exam- 
ine some of those that jewelry retailers have placed before 
the Remington Rand systems and methods technicians. 
What did Roy & Molin of Portland, Ore., do to provide 
for constant, quick determination of stocks, accurate 
stock replacements and full fire protection? ... How did 
a multi-colored card system provide the United Jewelers 
chain (headquarters, Sacramento, Cal.) with a fool-proof, 
simple unit-of-stock control? .. . What combination of 
colored signal tabs, merchandise coding and daily sales 
teport-reserve stock-order cards and daily audit sheets 
give the Weisfield & Goldberg stores (Oregon and Wash- 
ington) their up-to-the-minute controls? 

But before describing briefly these specific case his- 
tories of simplified and successful inventory control by 
individual and chain operations. what of the inventory 
control picture in general—as it applies to the jeweler? 

For a long time inventory control was something which. 
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by J. ARTHUR GRUNDY 


Manager, Systems & Methods Research 
Remington Rand, Ine. 


like strawberry ice cream sodas, the average jewelry 
retailer could take or let alone. In fact, the whole busi- 
ness of inventory control seemed a bit unimportant when 
the problem was to get any sort of adequate stock at all; 
when it mattered little whether sales performance on a 
particular item or group of items was good, bad or 
indifferent. If there was enough stock to be had, the 
sales performance just couldn’t seem to be bad; and if 
it was indifferent on one or another item, that didn’t 
mean much, because the stuff was bound to move sooner 
or later. 

With the change that has taken place—the transition 
from seller's to buyer’s market—complete inventory con- 
trol can well be the margin within which will be deter- 
mined the dealer's survival or failure. Rate of turnover 
and profit potentials on every kind of stock become 
matters for careful record—and careful analysis. Sales 
analysis “by guess and by golly” or by general familiar- 
ity and long memory will no longer do the trick! 

Under normal business conditions (assuming the buy- 
ers market to be the normal) the greatest costs and most 
serious business losses are caused by overstocks and slow 
turnover. Often there is a temptation to buy more than 
reliable sales performance experience or records show 
can be sold in a reasonable period of time, and that leads 
to losses or cost increases involved in obsolescence, mark- 
downs, storage, handling and the like. 

Then, too, there is often a temptation to over-buy for 

(Please turn to next page) 








the sake of obtaining attractive discounts, and that means 
capital tied up and also leads to slow turnover and high 
Cost of Possession (for storage, handling, taxes on inven- 
tory, insurance, etc.). 

Another real danger often lies in close-to-the-vest buy- 
ing on popular items which leads to too rapid a turnover. 
This results from carrying skimpy stocks and from order- 
ing at a frequency rate or in such small amounts that the 
Cost of Acquisition (for freight, receiving, bill paying 
and other accounting, etc.) is abnormally high. 

Since profit comes from goods that move and not from 
those that lie in showcases and on shelves, proper turn- 
over of stock affects the entire operation of a business. 
During the so-called normal times, skill in controlling 
inventory is recognized as one of the most important 
tests of business management. Without it a thriving 
business can quickly become unprofitable because of 
losses suffered on excessive or unbalanced stocks. 

Now how does the jeweiry retailer meet these problems 
and what does he have to take into consideration in order 
to have real inventory control? His first consideration 
would seem to be that of keeping his capital “fluid.” It 
is in the carrying costs or Cost of Possession that slow 
inventories eat into profits. That means that capital tied 
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At bottom—Example of the old style single. inventory 
card providing space for four types of information. 
At top—Example of the split card system discussed in 
this article, which shows all basic information re- 
quired in segregated form in a four section unit. 
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Glossary of Inventory Control Terms 


A number of terms or expressions are commonly used in matters 
of inventory records and controls, but many of these have varying 
connotations in different fields or areas. References are made jp 
the accompanying article and illustrations to many of the terms 
commonly used. Briefly, the following are the definitions intended 
in their use here: 


Cost of Acquisition—This term is used to denote expenses 
involved in purchasing procedures, freight, receiving, inspection, 
handling rush orders, general accounting and bill paying, 


Cost of Possession—This refers to expenses (or losses) 
which occur when capital is tied up in stock at a time when jt 
might be profitably used elsewhere; to interest on capital, stock. 
keepers’ wages, shipping (floor to floor or store to store) and in 
expenses for storage space and handling equipment, insurance, 
taxes on inventory, obsolescence, deterioration, and markdowns, 


The Point of Diminishing Returns— This denotes the point 
at which the combined expenses for inventory acquisition and 
possession are at their lowest. Generally speaking, turnover be- 
yond a certain point will mean that while the Cost of Possession 
may continue to decline, the increases in the Cost of Acquisition 
will more than offset the drop, thus eating into profits. 


Control-by-Exception—This refers to a means of simplifying 
survey and analysis of inventory records by means of visible margin 
charts, signaling devices, etc., which automatically interpret stock 
balance figures in terms of action required, or which call manage- 
ment attention to the fact review and decision is required. 


Split-Card System—An arrangement by which three or more 
cards are contained on one visible index unit so that a number 
of types of basic inventory information can be segregated on 
separate cards, yet where all data concerning an item or group 
of items is centralized in a single visible pocket. 


Tally-Sheet or Tally-Card—tThese are pre-printed, numbered 
and ruled sales movement or stock count materials that are used 
to maintain a simple manual count of items in stock. 


Perpetual Inventory—This is the broad term for any stock 
control procedure by means of which a running picture of the 
inventory situation is maintained, generally by means of daily 
check-offs of stock or materials movement against totals of such 
items received from the distributor, warehouse, stockroom or other 
source of supply. 


Count-of-Stock—This term is used to denote any inventory 
procedure maintained primarily on a physical stock count basis, 
rather than on running (perpetual) records. This procedure in- 
volves less record-keeping and is usually more suited to operations 
or parts of operations in which there is little call for executive 
survey and analysis, the routines to be followed being clear-cut 
and the decisions involving action beirig arrived at more or less 
automatically. 





up in such inventories may well be capital which could 
profitably be put to use elsewhere. 

Generally speaking, it has been the experience that the 
interest on funds tied in stock, plus the costs of handling, 
storage, etc., and the losses due to obsolescence, mark: 
downs and the like, bring the carrying costs to around 
12 per cent per year of the average inventory. Some 
retailers and others who have kept careful records over 
periods of years, have found that the annual carrying 
costs may run as high as 18 to 24 per cent of the value 
of inventory. That, certainly, represents a figure within 

(Please turn to page 182) 
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MASS & CLASS MAGAZINES: Hard-selling, full-page ads. 


RADIO MESSAGES: 

RONSON’S ‘20 QUESTIONS”, full half-hour over 475 
coast-to-coast network stations . . . every Saturday night 
(Pacific Coast Sundays), Mutual Network. 

“SINGING COMMERCIALS” . . . for Ronson Redskin 
Lighter Necessities on leading stations throughout the 
country... and now also the new— 
RONSON’S “JOHNNY DESMOND SHOW?” with the songs |: 
you love, every Sunday night, Mutual Network. 
TELEVISION on leading stations in many principal cities 
and more constantly being added. 














Write to RONSON (give jobber’s name and address) for 
information regarding Ronson’s free sales aids. 
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Ronson now brings out its famous Penciliter 
in Rhodium plate and prices it at $10 (no 
Fed. tax) 


In plain, polished finish or genuine engine- 
turning at same prices . . . luxuriously gift 
boxed. The Ronson Penciliter combines ir 
one personal accessory the World’s Greatest 
Lighter and a superb, perfectly-balanced pen- 
cil. “Light with it and write with it from 
morn ’til night”. 





Stock and display both models now. You 
will cash in on the full selling power of the 
Ronson ever-increasing campaign to make 
the Ronson Penciliter a most important 
factor for your volume and profits. 


Press, it’s lit! Release, it’s out! 
Safely out the instant you lift your finger! 
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WORLD’S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC. 
| Aronson Square, Newark 2, N. J. 








Lace paper, cupids, 
cut out hearts and 
ribbon lend a dis- 
tinctive flourish to 
these packages. A 
wide variety of gift 
wrappings are pos- 
sible when the mate- 
rials have been pre- 
pared in advance. 





Cupids, Lace and Bows 





Enhanee Valentine Giits 


ELIEVE it or not, the words of the song, pointing up your window display. Either make or have 
“Doin’ What Comes Naturally.” can be applied to Valen- made a window card in the shape of a heart to carry your 
tine Day sales. For even in the workaday world there sales message. Use small red hearts as decorations, set- 
are some things that do go together naturally. St. Valen- ting them up behind your most popular items or placing 
tine’s Day and jewelry are one of the pairs. Keep that them flat between groupings of merchandise. This is par- 
in mind for the extra business which helps to hold the ticularly effective when a length of red ribbon is strung 
post-Christmas lull down to a minimum. from the hearts to the items you plan to feature, and 

The idea, of course, is to draw attention to your mer- dresses up your window at the same time. 

chandise as the perfect Valentine gift. This can be done You might carry the plan a step further by making up 
decisively, yet inexpensively, in several ways. Begin by (Please turn to page 181) 


For larger’ packages 
a somewhat differ- 
ent wrapping scheme 
may be used. Lace 
paper covers entire 
package at left and 
a decorative bow 
completes the effect. 
Parcel at right is 
wrapped with two 
shades of paper. 
with fancy bow, 
large red heart 
pasted on_ last. 
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Advertising Advances the Diamond Engagement Ring Tradition 


THE most important role of the diamond, as the 
token of love and marriage, is explained and drama- 
tized in diamond advertising in leading magazines. 


In Life, Look, The Saturday Evening Post and 
Collier’s this advertising is directed to young people 
planning marriage. It links the tradition of the 
engagement diamond with another important tra- 
dition — the honeymoon. The advertisements are 
in full color, and a famous, familiar honeymoon 
spot, painted by a well-known artist, is illustrated 
in each. 


The importance of seeking the advice of a 
trusted jeweler is always stressed in diamond adver- 
tising, and helpful price information is also given. 
It contains a diamond promotional phrase — “a 
diamond is forever” ... which you are invited to use. 


This advertising is stimulating interest in dia- 
monds. It is an important selling tool for you. 





Diamond promotion promotes your business 


YOUR diamond promotion includes. . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘“‘The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at 


no.cost, write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 





De Beers Consolidated Mines, Ltd. 
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Little Anown Gemstones 


The Natural Glasses 


_ Eee geologists still argue a little about 
the mechanism of obsidian flows, the problem of the 
origin of tektites can still stimulate a controversy when- 
ever someone comes out with a new theory. Tektites, 
today, are generally accepted as being of extra-terrestrial 
origin; in other words, they are considered to have fallen 
on the earth like meteorites. They comprise, however, a 
different class of meteoritic material from that which has 
been known for so many years, and which is either com- 
posed of a nickel and iron compound, or of some crystal- 
line stony minerals plus iron. 

The earliest known tektites are the “moldavites,” 
rounded, corroded, green glass masses, found near the 
Moldau River in Bohemia and well known for genera- 
tions. They were at first thought to be odd fragments of 
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Part 2. Tektites 


Tektites, meteoritic glass which has fallen in various parts 
of the world, has been used as jewelry and talismanic stones. 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


glass slag from a prehistoric civilization, but then wher | 
similar objects were found at other places quite removed ~ 
from all traces of an older civilization it began to be ~ 
suspected that they represented some new and yet unrec- | 
ognized type of meteorite. They were analyzed and it © 
was found that they were composed largely of silica and ~ 
were rather widespread in their distribution. Suess, in 
1898, considered moldavites in relation to similar bodies 
found in other parts of the world and proposed the 
meteoritic theory of origin. 
(Please turn to page 186) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














OWNERS 


A 








N 


8) 


ee hs Ee 


O 


F 


diawenns 


+ oN 


a eo oe a oP 


SC; 
ry 


Mirae ' ) 

Malii@asionl y / 
1(O & ‘ 
ll | aI | 
} Em | pic | | ] 


\ earn) NATED “rough” direct from the 
source... expert cutting and polish- 
ing is done right on our premises. 

Your selection can be made from 
complete stocks ... whether it be ten 


pointers... quarters... halves...or 


even 20 carat stones. 


fice Hat Challenge Whe Sdiibliy! 


Visit our building ... or write... we 
would like to show you how our 
rigid manufacturing controls result 


in prices that challenge the industry! 
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Service 
Guides His 


Merchandising 











: by WILLARD ROBERTS 


Barely a year old, Francis Jewelry set up 
business in this modern store with an at- 
tractive front featuring an all-glass door 
and gleaming, easily-maintained vitrolite. 




























Waer FRANCIS STRADER set out to manage “We have been able to gain, and hold, and steadily 

a jewelry store, a little more than twelve months ago, increase our number of customers,” stated Strader, “by 

he determined that the “Complete Service” idea would offering what we think is the most complete jewelry store 

1 guide his merchandising policy. Francis Jewelry Co.. and service center in the town. We think buyers of 

| Inc., 425 E. Main St., Alliance, Ohio, is the embodiment jewelry like and need our kind of service, and our growth 
of his determination—one of the newest and most suc- has borne out this contention.” 

cessful jewelry retailing establishments in that com- First, for the record, let’s see the setting that was estab- 

munity. lished for this “complete service.” Strader recognized 


that the modern, progressive jewelry retailing outlet must 
present a pleasing “front” to the public. So when the 
location was decided upon, an attractive store was blue- 
printed to enhance the firm’s debut into the business 
world. 

The exterior is the last word. A Herculite all-glass 
door is banked by show windows eight feet deep which 
slant inward at an acute angle. doing away with sharp 
corners. 

Immediately inside, the ceiling proceeds several feet 
toward the store rear on a level with the store front eleva- 
tion, and in this short distance, attractively trimmed with 
blond plywood, are three more powerful lights. The 
store proper ceiling then shoots up to twelve feet. 

Fluorescent lights and modern fixtures are suspended 
over the sales floor. midway through the store. The “near- 
daylight” lighting is emphasized by blond showcases and 
wall cases throughout, as well as trim and departmental 
semi-partitions. Flooring is of checkered linoleum. 

Within this modern setting has been built the “complete 


_. ££ 292... < 


Blond plywood showcases, good lighting and 
linoleum flooring were planned to please in 
this store which makes a feature of service. 
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Also superb jewels, one-of-a- 
kind opportunely acquired for 
your special requirements — 
on consignment. 
clips, rings, brooches, watches, 
precious stones — loose or 
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. service’ ideal. An integral part of Strader’s service em-- 


phasis is that of his watch repair department, with Wil- 
liam Papay heading up the work. Papay’s shop is parti- 
tioned off at the left rear of the store, with his bench 
facing the aisle where customers may observe his work 
and the sundry pieces of modern watch and jewelry 
repair equipment. All is impressive, most of it-entirely 
new to many of the people in this city. 

“Here’s a good-example of the type of thing we're 


gaining a fine reputation for,” explained Strader. “Some- 


one comes in for a ring sizing job. They come here 
because it took a long time for them to get it done else- 


In a workshop at the rear of the store 
a C. & E. Marshall stock-keeping system 
along with servicing equipment enables 
Francis Jewelry to render the efficient 
service on which reputation is based. 

















William Papay, watch repairman, works 
in plain view of customers. Impres- 
sive display of equipment and tools of 
his trade at his left helps further 
store's accent on its complete service. 


where—no one did the job in the store, but rather had 
to send the work out of town. Days were involved. 
“Now, we can turn out the job in an hour. This 
pleases the customer, makes him a potential life-long 
account, and a good walking advertisement. On watch 
repairs, too many jewelers tell a customer, ‘It'll be ten 
days, at a minimum, before you can pick up your watch.’ 
Here, we say, ‘Four or five days at the most,’ and keep 
two men working at our backlog so we're able to keep 





‘such promises. Again good will is established, and future 


sales are assured.” 


(Please turn to page 177) 
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THAT “NO HOW” IS KNOW HOW! 


Wheat was true then...is not true now 


Don’t sell the woman of 1949 short. She can do a yoeman’s job 
around the house, around the car and around the office. She is as 
capable of understanding mechanics and scientific maxims as the 
average male. 


That's why she’s become the easiest customer for Circle of Light 
Diamonds. She KNOWS the principles of light reflection and refrac- 
tion. She can be shown the simple, yet fabulous difference between 
a Circle of Light Diamond and the ordinary diamond ...the gleam- 
ing, continuous facet around the rim that gives the Circle of Light 
more brilliance, greater size appearance and lovelier beauty. 


You don’t have to sell her... just TELL her. 


uircle of Light Diamonds 


o8 


| THE GUILD OF AMERICAN DIAMOND ‘CUTTERS an offiliane of 


ee BAU V GOLD BROS. INC. 


305 East 45th Streee, N.Y. C. 62 WEST 47th STREET, NEW YORK CITY, N.Y. 


SHE COULDN'T FIX A FLAT NO HOW... 











*Trade Mark 0. $. Pat. App. for 


Las Angeles Office: 220 West Sth Street — Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
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Jewelry 


In the 
Abstract 





This elaborate “On-shoulder" necklace is of 
silver and set with crystal of white topaz. 
The large clip earrings employ same stones. 


A SPECIAL and very modern jewelry display 
was seen during the months of December and January 
in the temporary exhibit cases in the Morgan Hall of 
The American Museum of Natural History, New York. 
The fresh aspect of the exhibit itself, utilizing abstract 
shapes and making the objects stand out in space, is as 
striking as the original designs and creative ideas em- 
bodied. 

The Museum’s interest in the exhibit, aside from the 
decorative value of the pieces as jewelry, stems from the 
utilization by their creator, Miss Pearl S. Schecter, of 
large uncut crystals of various mimerals. Miss Schecter 
has let her work reflect the thoughts suggested to her by 
the natural shapes. The fluidity of an etched, irregular, 
but lustrous piece of white topaz had led her to create 
an interesting necklace which gives the impression of a 
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Uncut chrysoberyls are used in this anklet 
and ring. Fashioned in silver, the center- 
piece of anklet can be worn as a necklace. 


You may or may not go for the “‘modern” 
idea, but whatever your feelings on the 
subjeet. this exhibit at the American 
Musewm of Natural History, in New 


York, hits a new note in jewelry design. 





"'Clawed In" is the name given to this man's 
cuff link. Large uncut chrysoberyl centers 
the piece, held in place by four prongs. 


fleeting drop of captured water, held in a setting which 
emphasizes its natural flowing lines. On the other hand, 
the rigid angularity of a tourmaline crystal, with its tr- 
angles and sharp corners demands the geometric shape 
created for it. Adapting these crystals to conventional 
bits of jewelry, the cuff links, the tie clips and _ the 
brooches demanded by the utilitarian buyer -has been 
(Please turn to page 189) 
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Easter and Victoria go together, hand in hand, 
because at Easter-time your customers want the 


finest in simulated pearls. They want the beautiful 


ca ee iridescence, the perfect graduation, the lovely 


aS ee clasps that are synonymous with the name VICTORIA. 
You want the mark-ups that bring wide margins 
BARONESS : of profits to retailers from coast to coast. 
Single strand, alabaster base simulated You want the handsome display gift boxes and 


pearl necklace with exceptionally fine 


graduations. 10 Kt. white gold clasped. the extensive national advertising that 
Rich velvet covered metal box. Retails 
1) 


(@ $10.0 é Lule MLM LCM LA Alaiclale ME) ulti icti-t: Ml a-t-la 


both easy and rewarding. 


a ee ed var 
DUCHESS: Single strand, alabaster base simulated 


pearl necklace. Silver Rhinestone LEJA: Single strand, alabaster base simulated 
clasped. Attractively packaged in Plush- pearl necklace. Silver clasped. Attrac- 
tex box. Retails @ $5.50 tively boxed. Retails (@ $2.50 


Each of the above necklaces is also available in double or triple strands at proportionate prices. 


+o Se Dre: HeC= 
| ae t, ©. @ pars 7 
BARONESS: Three strand bracelet 3958, <7 “= LEJA: wists Scand ee match- 


Ralohigallale Ml -teldelal-t-Mal-t4 4iel4-Mma-tiel ii; DUCHESS: al a+ bracelet ing Leja necklace, retails $4.50 
$10.00 matching Duchess necklace, retails 


$7.50 


ikelhaneitieliny okele aelel sae, 


VICTORIA PEARL CO., LTD., a Division of $. Nathan & Co., Inc., 550 Fifth Ave., New York 19, N. Y. 
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The American Males Jewelry 


Comprehensive survey of over 3.000 American men, conducted 


by Crossley. Ine., for Argosy magazine, provides the jeweler 


with many hints about the ownership of men’s accessories. 


D. YOU REALIZE that 11.8 per cent of 
America’s men sleep raw in the summertime, and 6.7 
per cent shun pajamas and nightshirts even in the winter? 

Well—it’s true. 

You may find publication of these facts a trifle bewild- 
ering in a jewelry magazine, of course. “What application 
have they to my business?” you may well ask. The 
answer is simple: absolutely none. But the data on sleep- 
ing costumes (or the lack thereof) has emerged as the 
result of a comprehensive survey of American males con- 
ducted by the Crossley Corp. for Argosy magazine. Far 
from attempting anything of the nature of Mr. Kinsey’s 
monumental labor (which also considered the American 
male from a highly specialized standpoint) Argosy has 
attempted to probe the sartorial and purchasing habits of 
the masculine American. In the process they have turned 
up a number of facts which, while not particularly surpris- 
ig, may be of interest to jewelers merely because they 
lend credence to facts which have always been suspected. 

Through the Crossley research organization, Argosy 
questioned a total of 3039 American men of typical ages, 
marital status, economic condition, etc.* And unlike the 
various polls on the Presidential race which came a 
cropper last November, the Argosy questionnaire made 
to attempt to ask men what they intended to do—they 
asked what they had done in the past. This can be sig- 
nificant, since even men have the privilege of changing 
their minds now and then. 

For instance, when the 3039 men were asked the blunt 
question “What type of watch do you normally carry?”, 
22.6 per cent said a wrist watch, 25.6 per cent said a 
pocket watch, 4.3 said both and 17.5 per cent said they 
didn’t carry any watch at all. 

Analyzing these figures, on the basis of geography, age 
and living standard, Argosy came to the non-surprising 
conclusion that non-watch carriers were mostly in the 
South, in lower economic levels; wrist watch wearers were 
mainly city-dwelling younger men of better economic 
standing and pocket watch carriers were mostly older men 
in smaller towns and rural areas. 





*They were extremely painstaking and thorough about this 
survey. For example, 16.1 per cent of the men they interviewed 
were between 18 and 24 years of age. And 16.2 per cent of the 
total U. S. male population lies in that age bracket! The same 
close parallel was maintained in connection with city size, 
geographic location, race, etc. 
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Interested also in various men’s accessories, Argosy’s 
researchers asked the 3039 individual men which (if any) 
of a list of items they usually wore or carried. Nearly 
all the men—93.2 per cent—stated they usually carried a 
wallet or billfold. Not quite half—44.5 per cent—stated 
they wore a tie clip. Key cases were carried by 34.4 per 
cent of the men, key chains were worn by 24.8 per cent, 
17.6 per cent wore collar pins, and 10.6 per cent admitted 
to having a change purse. Only 1.5 per cent of all the 
men questioned denied having or wearing any of the items, 

Significant variations disclosed by analyzing the geo- 
graphical age and living standard breakdowns would 
seem to agree, quite thoroughly, with the facts already 
known to jewelers. Tie clips, it was noticed, were worn 
primarily by men in the upper income levels, the same 
applying to carriers of key cases. Change purses, as one 
would readily suspect, were carried primarily by older 
men in smaller cities and rural areas. There were no 
noticeable variations in the case of wallets, key chains and 
collar pins. © 

In the field of various electrical and home appliances 
which are sold in many a jewelry store, the Argosy survey 
is quite illuminating. In addition to determining the 
percentage of men owning a specific item, the researchers 
found out, also, when it was acquired and who instigated 
the purchase. 

Here’s Argosy’s summary on appliances: 


% purchasing Male-purchasing 
To in 1946 or occurrence 


Appliance owning later (°%, of total purchasers) 
Home freezer 5.7 77.9 54.7 
Electric refrigerator 57.7 31.5 37.6 
Electric blanket 3.3 62.6 30.9 
Vacuum cleaner 46.3 34.7 25.9 
Washing machine 26.5 39.2 23.9 
Radio phonograph 24.5 57.9 59.4 
Television set 0.8 91.6 75.0 
FM set 4.3 73.3 65.4 
Movie camera 5.5 34.3 73.5 


Examination of these figures should be enlightening to 
retail jewelers who sell all or any of the above-listed 
items—they show where the market is and where sales 
emphasis should be placed. Although such items as wash- 
ing machines are obviously purchased at the instigation 


of the lady of the house, and cameras are almost always 
(Please turn to page 175) 
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SINGLE CUTS 
FULL CUTS 
SWISS CUTS 


62 West Ay s St. 


NEW YORK CITY 19. NY. 
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Inereased Sales Justify 





Small Town Modernization 


Extensive remodeling of 
the Johnson store giving 
it this “big city look," 
resulted in an immediate 
sales gain in all lines. 





Because of the more placid tempo of the small town which allows 
more time for window shopping, the influence of a modern store 


is as important to jewelers there as to those in larger eities. 


= in small communities are fully 
as appreciative of beauty and pleasant surroundings in 
mercantile settings as their city cousins. Aftermath of 
well-planned modernizations by small-town jewelers is 
usually improved sales, just as in metropolitan areas. 

Perhaps there is no better evidence to support this theo- 
ry than the case of the E. C. Johnson Jewelry, in Minden, 
Nebr. Thirty-eight years ago, E. C. Johnson began a 
career as a watchmaker. Since 1935, when he set up 
shop in Minden, he has wanted to “give the good people 
of Minden a treat” by providing them with a modern 
jewelry-shopping haven. 

The dreams the jeweler had back in the middle 1930s 
are now a full-fledged reality, and the new store boasts 
all of the up-to-date trappings of a big city store. 

It is an appropriate addition to a modern little com.. 
munity which harbors attractive homes, churches, schools 
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by GEORGE LAWSON 


and parks, and provides its citizenry with such recrea- 
tional facilities as a country club golf course, swimming 
pool, a baseball diamond and a well-lighted football 
stadium. 

Minden’s shopping district is built around a square 
with a courthouse in the center. The county seat town is 
known far and wide as “The Christmas City,” because 
its annual Christmas electrical display is the finest in the 
country regardless of size of city. 

Set in the middle of the south side of the square, the 
air-conditioned Johnson Jewelry packs 720 square feet 
of floor space in the new, glamorized setting. The store, 
with as modern an interior as can be found in most city 
establishments, has eight, streamlined, blond wood, 6-foot 
showcases and a 24-foot wallcase. Each Johnson show: 
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The greatest achievement in the art of ring making in a cen- 
tury ... the new CARDINAL LOCK. No shifting or twisting 
of your Cardinal Diamond Rings due to the tiny, patented 





Sti C8 eA SO a ee seca 2 to rer fs = 


= 


lock-pin in the wedding band that swivels out, fits into your 
solitaire . . . keeps your rings lined up and looking their 


loveliest. Perfect Cardinal diamonds, perfectly aligned! 





BONDED DIAMOND RINGS 


CARDINAL DIAMOND SYNDICATE e¢ ST. LOUIS, MINNEAPOLIS 
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job. The top-quality workmanship and efficiency of Our 
staff is grapevined throughout the area, and is a prime 
ingredient that has resulied in our watch repair shop 
becoming our No. | traffic-builder. 

“We lend customers watches while their’s js under. 
going repair. We advise them when their watch, o; 
clock, is repaired only when they ask us to. We ep. 
courage them to come to the store frequently and make 
inquiry as to the progress of the repair job. This strateoy 
increases the number of visits each repair customer 
makes, exposes him, more frequently, to our merchan. 
dise, and multiplies our opportunities to make tie-in 
sales.” 

The firm utilizes several promotional ideas. Advertis. 
ing is kept on a current basis, being channeled through 
the local weekly, which circulates through a wide trade 
area, and two billboards, located on opposite sides of the 
town on highways heavy with farm traffic. 

Newspaper advertising points up the completeness and 
quality of the firm’s stock of diamonds, ring sets and 
watches. One billboard features watches, the other dia- 

E. C. Johnson, above, engi: nats ot pane mond engagement and wedding rings. 
: nig ee 8 te 4 oo vag a set eau rib right. Installation and maintenance of clocks in various suc. 
cessful business establishments about town is another 


















































case is lighted with a 5-foot, two-tube fluorescent unit 
equipped with pull switches. Supplementary illumina- 
tion is furnished by spotlights spaced throughout the 
store. Running along the walls is indirect lighting which 
provides illumination for the wallcase. 

A “prize corner” of the 16x45-foot building is devoted 
to watch repair facilities, a department which Mr. John- 
son terms “the backbone of his business.” A 15x16- 
foot room in the rear is reserved for office space and a 
clock repair shop. 

Do returns from modernizations in stores in smaller 
communities justify the expense involved? Aside from 
the personal satisfaction, “Johnson, the Jeweler,” as Mr. 
Johnson encourages his customers to call him, has real- 
ized from creating a stimulating atmosphere, there is 
the materialistic angle of increased cash register receipts. , 

“Sales of silverware, hollowware, watches and fountain Mr. Johnson's prime ingredients for building a watch repair 
pens were given an instantaneous shot in the arm by the business averaging 300 jobs monthly in a community of 3,000 
improved background,” declared the jeweler. “The sales population, are a competent staff and all modern equipment. 


pick-up in ring sets and diamonds was more conserva- 
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, tive. My deductions were that the first-mentioned items advertising wrinkle in which Mr. Johnson believes. The 
| were more susceptible to the influence of eye-appealing clocks bear the jeweler’s name and location. 
display facilities, or that we had more nearly reached the “Perhaps in some quarters the idea of furnishing busi- 
saturation point, locally, in the diamond and ring set ness houses with clocks may seem old-hat,” admitted Mr. 
| market.” ; Johnson. “But in smaller farm communities, it is still 
| Johnson’s is watch repair headquarters for most peo- the hall-mark of the jeweler who has become a local in- 
/ ple living in Minden and the outlying area. The three stitution. Seeing a clock, bearing our name, running 
expert watchmakers repair better than 300 watches per smoothly, and accurately, in the local bank, barbershop, 
month, or an average of from three to five watches per and dry goods store, has a particularly favorable effect 
8-hour day. on farmers.” 

There is no magic formula used by this jeweler in Attractive windows are as much if not more important 
obtaining what is virtually the repair business of an to the small-town jewelry store than to city stores, be- 
entire community. lieves this jeweler. In proportion, there are more window 

“I believe the primary requisite for a small-town shoppers, more browsers, in towns where life moves at a 
jewelry with aspirations for a large-scale watch repair more placid tempo, thereby intensifying the influence of 
business is to be so well-equipped and well-staffed that good windows. 
customers won't have to go running off to a city jewelry In heightening the suggestive selling power of display 
when the repair is in the more complex category,” said windows, the Nebraska jeweler changes them regularly, 
Mr. Johnson. “Our customers are our only means of creates displays that present-a sampling of the stock from 
advertising the watch repair shop, and they do a good (Please turn to page 181) 
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Greeting Cards Can Pay the Rent 


i NVESTING $1,100 in a separate greeting card 
department at the rear right of the store has proven c 
wise move for Frank Lewis. owner of Pine Lawn Jewel- 
ers, Pine Lawn, Mo. | 

Located in one of St. Louis’ most popular-suburbs, Pine 
Lawn Jewelers carry a complete line, ranging all the way 
from diamonds, watches, and jewelry up to hollowware, 
tableware, and crystal. Until the addition of the greeting 
card department, however, the store suffered the usual 
“light traffic” problem, without sufficient number of visi- 
tors to justify an expensive location on the suburb’s main 
shopping-district corner. 

It was with the theory of building up store traffic that 
Mr. Lewis originally experimented with the card depart- 
ment, putting in a small standard “package” case, and 
displaying a few in the window. Results were so good 
that he added another case, and within a few months, he 
learned that card sales would be heavy enough to justify 
a separate department, and store remodeling. Therefore. 
he spent $1,100 in remodeling, resulting in a narrow off- 
set side bay at the right rear, six feet deep by fourteen 
feet long, in which it is possible to easily show an $800 
inventory of greeting cards. With concealed fluorescent 
lights, modern blond-wood fixtures, comfortable chairs, 
etc., the new greeting card department immediately made 
a hit with local shoppers, and has been a steady magnet 
of attention ever since. Seasonal displays of all types of 
greeting cards appear everywhere along the store counters, 
and in the windows, to the point that few visitors can 
enter Pine Lawn Jewelers without becoming immediately 
conscious of the greeting card line. 

“My theory was that whereas the average customer will 
enter the jewelry store only once or twice per year, greet- 
ing cards can bring them in from ten to fifteen times per 
year,” Mr. Lewis pointed out, “since there are always an- 
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Installation of a year ‘round 
greeting card department of this 
sort at Pine Lawn Jewelers, Pina 
Lawn, Mo., resulted in an up. 
surge of "light traffic’ and war- 
ranted a remodeling program. 


niversaries, seasonal holidays, promotions, illnesses, etc. } 
which necessitate card buying. Of course, we cannot sell | 
jewelry unless we have customers coming in to look at it 
—and, therefore, the card department has proven the best © 
possible move.” | 
In the greeting card department are five cabinets, spe- ~ 
cially built for the store, which display over a thousand © 
varieties, with complete stocks in drawers below. The 7 
$800 inventory turns an average of once or once and one- © 
half per year, depending upon economic conditions, and | 
has the advantage of little or no “dull season,” according | 
to Mr. Lewis. j 
One reason for the outstanding success which the greet- ~ 
ing card. department has enjoyed is the fact that Mr. | 
Lewis “starts where the competition leaves off.” While — 
a few fifteen cent greeting cards are carried, the line is | 
mostly from twenty-five cents on up, so that there is little © 
or no competition or similarity to the ten cent stores in © 
the area, which carry low-cost cards. A “want book” is | 
maintained whereby Mr. Lewis jots down requests for any | 
particular type of cards, and automatically adds them to © 
the inventory whenever there are several requests for the © 
same variety. For example, he carries many religious © 
greeting cards, in deference to the large number of | 
churches and sectarian groups in the area. Whenever 4 | 
new type of card or a new line is received, samples go ~ 
immediately into the windows—and incidentally, it has | 
not been unusual for Mr. Lewis to use an entire window | 
of greeting cards at such seasons as Easter, Fourth of 
July, Back to School, Graduation, etc. 
In addition to window displays, Mr. Lewis is a regular | 
advertiser in “neighborhood newspapers” with invitations ~ 
to residents in the neighborhood to visit the complete line, — 
and pointing out the sentiment attached to greeting cards. © 
Once a year he has a “greeting card sale” which has 4 © 
(Please turn io page 202) 
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Silagree Schicksnafis c. 


delicately crafted of 10 and 14 karat gold...in creatively — 
designed patterns ... to lend an air of lasting beauty 
ol aTo Me ol-Vacolduilolsla- Miele ol-told Ce 





PKYomlalaltie(-Yo Mls Molt] aol tt ilslathi-M tlil-Melmiailia cialel Le 


. Sterling silver filagree 
. sterling silver with rhinestones 
Murer ite luvolsteMeal tolls Mla melel(oMelalom ollie 


We announce with pleasure that increased production 
permits us to open new accounts. All inquiries will be 
eI U Mm tul-telfeli-Meli-lalitelay 


8 R. M. BLAKE MR. HUBERT A. WOOD MR. J. C. BELSHAW 
‘95 CHESTNUT STREET 649 SOUTH OLIVE STREET 55 EAST WASHINGTON STREET 


“'Pista may ae ‘ 
eo eaatrvrrirec a Fe lt ante 








Harry C. S 


MR. T. J. TRACY 





elite aarte 


105 CHESTNUT  $F.., 
NEWARK 3... N.}-S. 


MR. THOMAS G. BOWKER 


55 EAST WASHINGTON STREET 347 FIFTH AVENUE 


an a 


aiexar VONOY Al Vv 








ee 





# a — . - . 


PARP Aner e rir neta ec a ks 


Dramatized Promotions 


Pep Interest in Costame Jewelry 


J. Herbert Hall Co.. of Pasadena, Calif... focuses attention on 


eostume jewelry with story-telling display. complete with music. 


ST siainias jewelry, when properly publicized 
and attractively displayed, unquestionably builds traflic 
for the whole store. The J. Herbert Hall Co. of Pasadena, 
Calif., maintains that as long as they can obtain fine char- 
acter costume jewelry which is indicative of the character 
of their store, they will carry this merchandise. However, 
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This dramatic display of sterling silver 
costume jewelry, showing various figures 
in fairyland setting and backed up with 
newspaper advertising (above) sparked 
a new interest in this merchandise. Push 
button controlled recording told story 
against background of exotic harp music. 
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by VIRGINIA BEHRENS 


in order to do a good job of selling costume jewelry, it is 
quite necessary to have a complete stock, and some good 
jewelers feel that their prestige might be hurt if they 
carried anything but 14K goods. From a number of years 
experience, Hall’s has found that some few people want 
14K, more want 10K, while large majorities are interested 
in sterling. It is a known fact that the younger trade, and 
by that we mean college girls, smartly dressed career 
women, and young matrons, are always in the market for 
costume jewelry which has a fresh young appeal. They 
are not looking for heirloom jewelry, but for something 
different that pleases them and is in keeping with their 
mode of dress and yet is not too expensive. 

Supposing Hall’s did not carry representative costume 
jewelry, pens, pencils, or dozens of different items that 
the public is interested in buying day in and day out, the 

(Please turn to page 205) 
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Yes, the word love is the ex- 
pression of everything fine — 
a basic human emotion around 


which life revolves. 


Your sales of Cultured Pearls 
can be keyed to man’s desire 
to give his loved one the best. 
For, with Spring around the 
corner, Cultured Pearls by 
D’Elia can be promoted as the 
gift for engagements and wed- 
dings that best express love and 


affection for the recipient. 


Phone, wire or write us. We'll 


ship by air overnight. 


Every grade, from 
$75 to $15,000, 
Keystone 


iMPORTERS . 


T 
pIREC sunse pEARLS 


THE FINEST CU} 


B.DELIA€ SON 


665 FIFTH AVENUE « NEW YORK e 22 


promote CULTURED PEARLS... MURRAY Hitt 8-1270-1 


for every gift occasion 
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To all the 
1948 High School Graduates 





FRIDAY, MAY 14, 1948 
CRYSTAL BALL ROOM, CARSONIA PARK 
Music by John Weiss and his Musicmakers 
ADMIT .- =. 2 PERSONS 
This Ticket MUST Be Presented At The Door For Admittance 
There is No Charge of Any Kind 





Ingredients of Minros' successful bid for attention of local 
high school students include tickets to dance sponsored by 
firm, graduation gift questionnaire and theatre-ring contest. 


High School Dances Gain 
“Recognition for Store 


Minros Jewelers, Reading, Pa., sought a means of overcoming 


the store’s lack of street frontage. Sponsoring dances for 


high sehool youngsters was decided upon as the answer. 


by PHIL LANCE 


, MINROS JEWELRY SHOP, in Reading, 
Pa., is a small store and, while it is modern in design, it 
does not have much street frontage. 

“Because of our narrow front, we were very much 
concerned with the problem of impressing our potential 
customers with our location,” said Ed Olander, partner 
with George Ruttenberg in the business. “Because our 
front was too small to attract attention and impress the 
townsfolk, we recognized the necessity of directing our 
prospects’ attention to our store location through some 
type of promotion.” 

The partners finally hit upon the idea of playing up to 
the high school students, a young, responsive audience 
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which could bring the business prosperity on a long-term 
basis. 

On the more immediate side, a promotion of this type 
would arouse interest in the store, pointing up its loca- 
tion, and through the good will of the student crowd, 
react favorably with their parents when it came to making 
a jewelry purchase. 

So for the past few years, Minros has sponsored dances 
for the graduating classes of all of the high schools in 
Reading. With two graduating classes a year, these 
dances are a semi-annual event. 

“About five weeks before graduation time,” says Mr. 
Olander, “we obtain a list of graduating students from 
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this is a GREATER Imperial year! 









for 
we offer... 
genuine cultured pearl 
necklaces of traditional 
Imperial quality 









hand-knotted 
with white gold 
safety clasp 


fo retail at 


Beautifully packaged. 





Even at this low price, 
Imperial Cultured Pearls 
are Registered and 


Se 


Insured for dealer and customer 


protection. is . > & 


As we anticipate a tremendous 


response to this initial offer, 
we must reserve the right to pro- 


rate all orders received. 


Call, wire 


or write 
nearest office: 
607 Fifth Avenue, New York 17, N. Y. 5 North Wabash Avenue, Chicago, Illinois 607 South Hill Street, Los Angeles, Calif. 
Plaza 5-6387 Dearborn 2-2844 Tucker 6159 
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the different schools in the area. As soon as we have the 
complete list we send out a letter to each student an- 
nouncing the dance. The letter asks the’ students to come 
to the store to pick up their tickets. Rather than send 
out the tickets with the letter, the former procedure is 
employed so as to limit the attendance at the dances 
strictly to the graduating students and, of course, to bring 
the students into the store.” 

There is no attempt made to solicit business from the 
students and the dance is run solely on a non-commercial 
basis. The partners felt that any attempt to deviate from 
th’s rule would be resented by the students and would 
thus obviate the purpose of the promotion—that of build- 
ing good will. This does not mean that the store does not 
share in the graduation gift business, for it does. Many 
students coming into the store to pick up their dance 
tickets are accompanied by their parents who plan to 
buy them a graduation gift and a sale is made at the 
time. No attempt is made, however, to tie up the giving 
of the tickets to the sale of merchandise. 

As an added feature of the dance, a drawing is held 
in which five boys and five girls are the lucky recipients 
of watches or rings given by the store. Here again, Minros 
does no commercializing. No announcement is made 
while the drawing is held nor are there any pictures 
taken that would suggest that the affair is promoting 
business for the store. Everyone knows, however, that 
the store is sponsoring the dance and the absence of any 
commercialism only adds to its purpose of building good 
will, the partners feel. 

Another feature of the dances is the arrangement made 
by the store with the local bus company to furnish special 
buses for the dance. While the bus line makes regularly 
scheduled runs to where the dance is held, the arrange. 
ment for the special buses made it possible for the stu- 
dents to travel all together, thus adding another measure 
to their enjoyment. 

One year the partners wanted to find out what the 
school students would like as a graduation gift in order 
that they would have those items in stock and their win- 
dow displays could be directed to those lines. This was 
simply done by asking the students to fill out a short 
questionnaire when they appeared at the store for their 
dance tickets. The questionnaire was a small yellow slip 
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Mr. Olander shows a customer 
a silverware item from stock 
kept in open display shelves 
beneath closed cases holding 
more valuable ‘jewelry items. 


that had a space for the student’s name, school attended, 
birthday and parents’ names and addresses. Below this 
were three lines for the student to write down his prefer. 
ences in order of their importance to him. 

Following up the results of the findings, the store ad- 
vertised the wanted items as suggested graduation gifts 
and keyed their windows to a display of this merchandise, 

Outside of the good will gained by the Minros store 
from the dances, the ticket stubs used in the drawing give 
the firm a continually expanding mailing list which they 
use to good advantage in their direct mail campaigns. 
In no way is any reference made to the dances. 

The store sends out four letters to the entire mailing 

(Please turn to page 188) 


Front of the Minros store is not large 
but every opportunity has been seized 
to capitalize on every inch of space. 
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The right start for 
the New Year is with 
America s finest line of 


flawless BLUEBIRD 


Diamond Rings! 











The stimulus of nationally ad- 
vertised flawless diamond rings 
will add to your prestige and 
assure satisfaction for your cus- 
tomers. Write for details today. 


Seventy-Two Years Experience 


BLUEBIRD Diamond Syndicate e@ 55 E. Washington @ Chicago 2 
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Tice year at this time the executive secre- 
tary of the Jewelry Industry Council gives you a report 
of the Council’s activities during the preceding year. A 
: more detailed report will be found in the news section of 


this issue, but the highlights of the report will be found (Above) Where the JIC's promotion 

: ; money went during 1948. (Below) 

on the charts appearing on this page. Four-color ad series in Saturday 
These charts demonstrate that never before has there Evening Post was great success. 


been a merchandising agency in the Jewelry Industry 
which produced so much for so small an investment. 

The JIC management and personnel have demonstrated 
their ability to produce jewelry sales. This year their 
plans are for increased activities. That means an increased 
need for funds. That means the retail jewelers must pay 
more into the treasury of the JIC. 

Send your check to The Jewelry Industry Council, 366 
Fifth Avenue. New York, N. Y. 
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Promoting jewelry for year 
‘round giving (left), issu- 
ance of revised anniversary : 
booklet (above) and con- —__ 
stant barrage of newspaper 
publicity (right) made 1948 
a successful year for 
Jewelry Industry Council. 
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64 West 48th Street 
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IMPORTERS AND CUTTERS OF 


DIAMOND 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 
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32/34 Holborn Viaduct 
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Emerald Cut and Marquise 








We have a large stock of Precious Stones, mounted and wu 
which to make your selection. Let us cooperate with you on your special ca. 
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JEROME RICHHEIMER Vinc 


New York 20, N.Y. 
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A feature of Comay's record department is 
a self-service record bar (in foreground). 
Department's expansion, since last autumn, 
has required services of five salésclerks. 


Record shop is in rear of Comay's and, though 
a side door opens directly into it, majority 
of customers walk full length of the store. 


*) 





by HENRY H. HUFF 


Record Department Attracts 





= I add a record department to my 
jewelry store?” That question frequently goes buzzing 
around in the heads of many jewelers. The experience of 
Comays Jewelers in Rockford, Illinois, shows that it can 
be made a profitable “accessory” line for a jeweler. 

In the fall of 1947 Comays extended their store at the 
corner of West State and Wyman Streets to include the 
room previously occupied by a restaurant in the rear end 
of their building. The wall separating the rooms was 
removed and the entire space made a part of the jewelry 
store. A side door provides a separate entrance for those 
who wish to come directly from the street into the record 
department. This is a convenience, however, as experi- 
ence has shown that most customers enter and leave 
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Miusie Lovers of All Ages 


through the main doorway. The record shop occupies a 
space 20 feet wide and 25 feet deep, a total of 500 square 
feet of floor area. The department has five employees. 
Four of the young women work 25 hours a week, their 
time schedule adjusted to the periods of greatest selling 
activity in the department. The manager is a full time 
employee. 

More than 15,000 separate sales transactions were 
handled in the new record department from January 1, 
1948, to July 1, 1948, representing that many people 
passing through the store. Some bought a single record 
or even a package of needles but the average purchase 
was high, sales of $25 in records at a time occurring quite 

(Please turn to page 207) 
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WATCH BRACELETS 
Safety Chains 
17-Jewel Watch 
Gold Dot Dial 


| 
8-1001-B ) 205. 


BRACELETS 
#8-100 30 links 
8-101 18 links 


CHOKERS 
#8-500 7 links 
8-502 9 links 
8-503 11 links 
8-504 15 links 


DRESS PIN CLIPS 
#8-200 7 links . (Pair) 
also 3% links . (Pair) 


EARRINGS 
#8-250 2 links . (Pair) 
8-251 3 links 


BROOCH 
#8-300 9 links 
also 4 links 


ALL PRICES 
“KEYSTONE” 
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Executed in FULL 14 Karat 


Faceted and Mirror Finished 


Originated and Patented* by 


% LOUIS SCHORR 
.% 


Tilme it QA Ue 


©) 48-502 


Die-struck, Hand-lapped, 
Hand assembled. 
All gold colors: 
Yellow, Red, Green— 
and combinations of 


Red and Green. 
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Sports Tie-Up 
Helps Build 
Store Traffic 


When a purchase of a watch or jewelry is 
contemplated, sports fans, both young and 
old, naturally think of Harry Post's shop. 





, a quarter century ago, sports fans in 
Erie, Pa., knew Harry Post as an all-around good high 
school athlete. Today, owner of Post’s Jewelers at 1130 
State St., that city, he is identified with local sports occa- 
sions of all kinds by Erie businessmen and hundreds of 
faithful customers. 

Recently Post celebrated his 24th anniversary in busi- 
ness with a giant anniversary sale. In the midst of a 
busy week, he paused to relate how he tied up his jewelry 
retailing business with his past, and of how it has paid 
and continues to pay him big dividends. 

“Its the heavy traffic that pays off,” explained Post, 
waving around the store. “I sell tickets to sports events; 
I give away tickets to baseball games, sponsor bowling 
and basketball teams; I help arrange annual dinners hon- 
oring a team or sports stars. It takes time and no little 
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Hundreds of free tickets to holders of Lucky 
Number scorebooks at baseball games brought 
traffic to Post's and created much goodwill, 


Taking an aetive part in all 
local sports events through 


selling tickets. sponsoring 


teams and tying up his store 
with sueh events by contests, 
Harry Post. Erie jeweler. has 
developed a well-trodden path 


to his place of business. 


by RICHARD WATERS 


expense, but I keep them coming into the store and 
buying. 

“Also, many of my best accounts stem from families 
that have grown up around old school teammates, or their 
relatives, because I never let Erie lose knowledge of the 
fact that I’m ‘sport-conscious.’ And it’s not faked on my 
part; I get a big kick out of sports, no matter what’s 
going on—baseball, bowling, hockey or basketball.” 

Let’s go back a ways and see how Post got “that way.” 
Back in 1920-21, Post played stellar basketball at high 
school. He was also one of the regulars on the school’s 
football team. 

Central High was famous, athletically, in those days, 
and when Post graduated he was considered one of the 
all-time “greats” that people talk about fondly for years 

(Please turn to page 204) 
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By using the big new 1949 ALLEN catalog you can quickly and satisfactorily bring 


your depleted stock in balance. 


In this book are listed, illustrated and described, merchandise for every depart- 
ment in your store. Check your stock and order the items needed from this one 


dependable source of supply. 
It will profit you to keep this ALLEN catalog handy at all times to select any item 


required for your stock or to make that unusual sale. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


| EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
| Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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Interior view, looking toward 
the rear of the store. Gift and 
china department at regr is 
characterized by open wall 
shelving with flush lighting [ie 
fixtures to highlight displays. [game | 
This location draws traffic ‘aus 

past the other store displays. 





by EDWARD R. LUCAS 


Exterior view of the Hawkes & Son 
store in Yakima, Washington. One 
of. the Northwest Pacific area's 
comes finest jewelry stores, these modern 
premises are the result of four 
different expansions in 33 years. 
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Gradual Expansion Program 


Achieves Four Objectives 


EE expansion from a “hole in the 
wall” establishment with which S. O. Hawkes of Yakima, 
Wash., began his career as a jeweler 33 years ago, culmi- 
nated in his firm’s fourth expansion and its conversion 
into one of the Pacific Northwest’s finest jewelry stores. 
The $40,000 modernization program accomplished four 
things for the firm, Mr. Hawkes and Wright Hawkes, his 
son, who now operate the store together, believe: 

1. Forestalled a considerable decrease in sales volume 
equivalent to the general decline in sales which most 
Yakima merchants have noted this year. Like many other 
Yakima firms, Hawkes & Son enjoyed one of their best 
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years in business in 1947; unlike most of those same 
firms, however, sales volume this year has been held to 
the 1947 level through improved facilities for promotion 
and display afforded by the new store lay-out. 

2. Increased floor space by more than 600 square feet, 
giving room and facilities for display of greater quantity 
and variety of merchandise. 

3. Increased floor traffic by improved lighting and 
more attractive store front. The solid glass front entrance 
door, flanked by two narrow, floor-to-ceiling windows, 
allows passersby to see the interior easily from the street. 
This invites browsing, which Hawkes & Son encourage, 
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A. Beeken C0 


CAN GIVE JEWELERS 
1-DAY SERVICE 
FROM 4 OFFICES 


™~ 








CHICAGO 


NASHVILLE 

















DETROIT 
220 Bagley Ave. 


DENVER * 


1551 Welton St. 


CHICAGO 
29 E. Madison St. 


* 


PROMPT SERVICE can be secured from any of our conveniently 
located offices. A complete line of general jewelry merchandise is 
carried at each. 

Let your ‘1949 Becken Book’’ be your daily guide in securing the items 
you need. Remember, it features over 500 pages of merchandise and 
is sent to retail jewelry stores exclusively. 
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and leads to a good many additional sales, either imme- 
diate or later on. 

4. Made newspaper and radio advertising more effec- 
tive. 

One of the main problems which confronted the 
Hawkes’ in planning their ‘modernization, was that of 
adapting the fixtures and interior decorations to the tastes 
of their customers. Both felt that the decoration scheme, 
while taking full advantage of the latest developments in 
display techniques, should still present an interior in 
which both urban and rural customers would feel at 
home. Yakima is the heart of a rich agricultural dis- 
trict, and attracts rural shoppers from points as far as 
60 and 70 miles away; consequently a good share of 
Hawkes’ customers are well-to-do farmers who often do 
not have time to change from their ordinary working 
clothes, before coming into town to shop. Too “exclusive” 
an appearing interior, it was felt, would antagonize these 
customers by making them uncomfortably conscious of 
their appearance. 

The best balance, it was decided, would be attained 
by installing the thoroughly modern interior pictured 
here, retaining the five old mahogany wall cases to which 
their customers had become accustomed. These cases, it 
was felt, contributed an impression of conservatism and 
dignity without detracting from the display potential of 
the other, new fixtures. Customer response, the Hawkes’ 
believe, has vindicated this judgment. 

Equally successful has been the department of gift and 





china ware which was installed at the rear of the store, Chinaware is stocked in these originally designed 
and which occupies 20 of the 28 feet which was added to storage carts which, having casters, can be rolled 
from "bin" and taken to any part of the store. 


the length of the display area. This is characterized by 
open wall shelving with flush lighting fixtures in the wall 
cases to highlight these displays. These make possible a 
very effective rear wall display which can be easily seen 
from the sidewalk outside. They are a particular induce- | 
ment to casual shoppers to come in and look around with- nsec 
out feeling that they have to buy—a feeling which sales 
people are specifically instructed to encourage. Loca- 
(Please turn to page 203) 
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Hawkes’ newspaper advertisements 
frequently focus attention on the 
china and giftwares department. 


Wall shelving on the left side of 
the store is devoted to both hollow- 
ware and china. "Hostess tables’ 
featuring both china and silverware 
patterns are seen in foreground. 
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sellers 





CAVALCADE 


1. beautiful patterns ... King Edward Silverplate gives you 
glorious designs in your best selling categories. Traditional, King 
Edward pattern — contemporary, Cavalcade — floral, the new Moss Rose. 


2. unlimited service guarantee . . . All King Edward Silver- 
plate is guaranteed for unlimited service. The most often used spoons 
and forks have an extra overlay of pure silver at point of greatest wear. 


3. largest assortments of services . . . Five different services 
for 6,8 and 12 in each pattern... and all in handsome anti-tarnish chests. 


4. widest open stock . . . Each pattern of King Edward Silver- 
plate has all the wanted accessory pieces — as many as 30 different 
pieces. There are carving sets, children’s sets and lovely serving pieces. 


2. low, low price ... King Edward Silverplate is priced for the 
great middle-income market, the vast majority of your customers. 


6. big, BIG advertising ... Your customers know King Edward 
Silverplate because every month they are seeing outstanding ads in 
Life and Good Housekeeping, in True Story, True Confessions, Modern 
Romances and True Romance. Altogether, the King Edward story 
reaches 46,500,000 readers — and invites them to buy in your store. 
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Silverplate 


NATIONAL SILVER COMPANY 


King Edward 
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Lost Wax Process polished and prepared for a production mold. These 


molds are made of a very high grade type of uncured 
rubber for greater accuracy in capturing detail as wel] 
as increased production in wax pieces. 

Burnt into the mold are small runways leading to the 
piece through which the wax is allowed to flow into the 
design. The mold is then placed into a centrifugal casting 
machine in which liquid wax, at the proper temperature. 
is poured into a crucible. A motor driven arm then 
revolves at high speed and causes the wax to be thrown 
into the mold, completely filling the impression in all its 
fine detail. The remainder of the process is graphically 
illustrated by the accompanying pictures. 

The ultimate result of this process is the production 
of merchandise with the individual look which the cus. 
tomer expects from a jewelry store. 
























(From page 121) 


gical and dental instruments. The basic idea behind the 
designer’s approach to his carving is to capture all pos- 
sible three-dimensional detail in which stampers are defi- 
nitely limited. 

The wax original is then invested into its silver counter- 
part which produces a silver original that is carefully 








Contest Builds Interest in Watches 


A clever contest was conducted recently at Seattle, 
Washington, by Burnett Bros., Jewelers. Displayed in 3 
curved corner window of the store, were some sixty 
watches of all makes and shapes. A window splash poster 
invited passersby to “Guess the Jewels and Win a Watch:” 

Application blanks could be procured inside which re- 
quired the contestant to estimate the number of jewels 
that the total number of watches in the window contained. 
The most accurate guesser would receive free, one of the 
six prize watches shown in a separate display. 








The finished product is wiped clean of excess rouge, dipped Crowds flocked to the window each day and many new 
in a detergent then lacquered. This is baked on to allow we ‘ ; ‘ : 
piece to held its color. customers became familiar with this Seattle jeweler. 
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Two Windows 
(From page 125) 


circle in front of the small copy cards. The cards feature 
__“A4 Diamond Engagement Ring . . . to say I love you, 

“For the greatest event in your life . . A Diamond Wed- 
ding Ring,” “A Diamond . . . for April's Birthdays, A 
Diamond .. . when the Baby is Born, A Diamond ... 
for the Wedding Anniversary” and “A Diamond ... the 
Engagement Ring You Always Meant to Buy.’ Grouped 
in this way, this is an excellent promotional window, and 
each idea suggested is also worthy of a window of its 
own... if not during Jubilee Week, at some later time. 

For the window background, the Council’s diamond 
emblem is drawn in giant size on a circular poster. Sprays 
of artificial spring flowers edge the poster. The other 
copy card in the window used the suggested copy—“No 
Gift says quite so much as a Diamond.” The triangular 
floor panels should be covered in alternating light and 
dark tones matching the colors in the flowers around the 
poster. Gift boxes are tied with matching ribbon. Many 
more rings can be used in this window if desired without 
changing its fundamental design. The size of your win- 
dow will, of course. determine the number of cards and 
rings you can make use of. 

Diamond wedding and engagement rings are featured 
in the second display. The wedding bell, suspended from 
the window ceiling is covered in tiny white flowers and 
hung with wide white satin ribbons. Narrower ribbons 
tacked around the edge of the bell are twisted together 
and then extended to the ring pads on circular elevations 
and on the window floor. Wire heart shapes are covered 
with white flowers and used against the window back- 
ground with paper ribbon scrolls lettered “1949 Diamond 
Jubilee.” Additional copy cards are used on the window 
floor. To make the flower decked bell—use one of 
papier mache forms that are quite inexpensive and paste 
or staple the flowers to it. If you have the patience to 
cover the bell solidly as shown in the sketch, the bell will 
be that much prettier, but a scattering of the flowers will 
serve. For the wire hearts—use any reasonably pliable 
wire that you can get at the hardware store and bend it 
into shape. Attach flowers by wrapping stems and wire 
frame tightly with narrow white ribbon. Join ribbon 
where joint is in frame and tie tightly. This will hold 
frame joint together. If joint is noticeable it can be 
covered with small bow of ribbon. Deep blue floor and 
pale blue background and elevations would carry out the 
bridal colors and silhouette the white flowers effectively. 
Small orange blossoms would be the most appropriate 
flowers for the hearts and bell, but these are usually quite 
expensive. Almost any small white flower may be used 
in their place. 





That January Cover 


Since publication of the January issue of THE JEw- 
ELERS’ CIRCULAR-KEYSTONE it has been pointed out that 
the earclips, necklace and clip and wristwatch, worn by 
the model, were all designed by Marianne Ostier. The 
photograph appeared first as an illustration for an article 
on jewelry design in the American magazine for Novem- 


ber, 19438. 
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Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 
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62 West 47th St. New York 19, N. Y. 
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ZIRCONS 


AMETHYSTS 
TOPAZ QUARTZ 
BLACK ONYX 
Synthetic Stones 


FINE CALIBRE WORK DONE IN 
OUR OWN SHOP 


| at Benedict & Sons 
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Can You Help Me? 


My Display Problem [g, 


by VIRGINIA DIXON 





Readers’ questions about window and inside-store display wil) 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dizon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


_ can I purchase neat, inconspicuous holders 
for window copy cards and price tickets ?—J. W, T. 


Answer—Hampden Manufacturing Company, Ine, 
Plainfield, N. J., have small “Hold-Tite” price ticket hold. 
ers and “Spring-Grip” card holders which hold thick or 
thin cards up to 8” x 10”. Both holders are designed s0 
that only a small nickel finish clip is visible when the 
card or ticket is in place. Ticket holders are packed 100 
to a box for $3.00; card holders, 12 to the box, $18.00 a 
gross. Their catalog shows these and other similar 
products. 

There is also a good looking clear plastic ticket holder 
from Quensell Displays, Inc., 71-23 Austin St., Forest 
Hills, N. Y. These are molded plastic pyramids about an 
inch and a half high with slot for holding card. These are 
smart and modern looking, particularly good for use with 
plastic display units. Package of 50 are priced at $9.00. 


— appreciate some information on dressing my 
one large jewelry window. Particularly want sus. 
gestions on fabrics and combinations of fabrics for cover- 
ing the step elevations and also on window lighting.— 


W. J. C. 


A nswer—Velvet is of course the most luxurious fabric 
for covering step elevations, but it does mark very easily 
and is rather expensive. Ribbon rayon fabrics such as 
bengaline or faille are a good choice . . . a combination 
of velvet and faille is excellent. There are many other 
novelty fabrics which would make good coverings. Look 
for a hard texture that does not mark readily, solid colors, 
inconspicuous pattern in the weaving so that the fabric 
will not distract attention from the jewelry. For a very 
durable and not too expensive covering, leatherette may 
also be used. 

It is hard to give any suggestions on lighting without 
a plan of the window, but in general a combination of 
fluorescent tubes for general illumination with incandes- 
cent spotlights for emphasis is recommended for jewelry 
store windows. 


a there any die-cut cardboard letters available which 
can be pasted or tacked in place on a window back- 
ground or on a poster?—R. M. J. 


A nswer—wWrite for samples of size, colors and styles to 
the Redikut Letter Company, 2902 W. 76th Street, Los 
Angeles 43, Calif. They have a complete line. 


SHOPPING NOTES 


The problem of providing electric outlets for displays 
of appliances, radios, lamps, and so forth, without invest: 
ing in expensive re-wiring is solved with the new Plug-In 
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Strip of National Electric Products Corporation, 1310 
Chamber of Commerce Building, Pittsburgh 19, Pa. The 
strips provide a spread of outlets every six oF eighteen 
inches. They are easy to install, requiring no soldered or 
screwed electrical connections and can be mounted flush 
or on any surface. The firm will mail catalogue with 
complete information on request. 

“Solar Leatherette” is a new background paper which 
has a leather-like look and comes in a good range of 
cheerful Spring colors as well as some metallic tones. The 
leather grain is deeply embossed on extra heavy paper, 
fifty inches wide in solid colors or two-tone effects. It 
would make fine backing and flooring for both windows 
and showcases for a Spring change. Write for samples 
from Maharam Fabric Corporation, 130 West 46th Street, 
New York 19, N. Y., or order from your regular display 


supply house. 


Another embossed paper that is good looking is Plastex | 


from Arrow Decorating and Fixture Company, 325 West 
Glenwood Avenue, Philadelphia 40, Pa. This has a two- 
tone simulated plaster finish which is washable . . . also in 
a wide selection of colors. 

For small decorative display units appropriate for 
jewelry store use, Ferris Shacknove, 45 Grove Street, New 
York, designers in wire and papier mache, have some of 
the nicest things I’ve seen. Miniature classic busts and 
miniature hands that would add charm to almost any 
grouping of jewelry pieces; a miniature love-seat with 
wire-frame and padded cushion would make a dainty set- 


ling for scatter pins and pearls. These units all have the 
quality of detail which is necessary for use with jewelry 
merchandise and which is frequently so hard to find. 


Have long known the Bois Smith firm, 228 West 39th 
Street, New York, for their exceptionally dramatic and 
lovely artificial flowers and floral display units. Now 
they are also offering some small step units which are 
admirably suited for jewelry window use. The plaster 
heart and cupid pedestal unit which I saw there would be 
particularly appropriate for a Valentine display, but 
could just as well be used for any romantic gift sugges- 
tion display. Their nosegay bouquets are charming too 
for Spring displays. 





Practical Basis Boosts Baby Goods 


A considerable increase in the sale of silver baby giit 
items at the Selle Jewelry Company, 808 Olive Street, 
St. Louis, Mo., resulted from the store’s once-a-month ads 
calling attention to their window displays on these goods. 

“Help baby get an early start toward having good table 
manners’ is the slogan which is used. Newspaper ads 
and the store windows suggest spoon and porringer sets, 
cups and saucers, place settings, bib holders, napkin rings 
and many other such items on this practical basis, point- 
ing out that infant gifts which will soon be used by the 
youngster in feeding itself carry far more weight than a 
mere “ornamental” gift. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 


half carats. You will also find us an excel- 


and for stones recut from Old Miners — 


all advantageously priced. 





NEW YORK 17, N. Y. 
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Paul de Vries. inc. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 


é lent source for larger sizes in Old Miners, 
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MOUNTED INTO OUR OWN 
DISTINCT STYLING OF’ JEWELRY 


In 14 Kt Gold 


RINGS 
BRACELETS 


BROOCHES 
CHOKERS 


EARRINGS 
PENDANTS 


To Retail from $20 to $2000 


Also a complete line of 
other gem stone jewelry 


Prompt Attention Given to.Memo Calls 


ART-CRAFT JEWELRY CO. 
1 WEST 47th STREET 
NEW YORK 19, N. Y. 

















Repair Shops 





(From page 127) 


ing estimates, stating when the job will be done, ete 
Only 29 per cent said that they had a regular salesclerk 
do this work, and 13 per cent stated that either the repair. 
man or a clerk dealt with the public, depending upon the 
circumstances. Thus, it is safe to say that the repairman 
himself works “up front” in our “average” store’s shop: 

It takes about two weeks (perhaps a bit less) to com. 
plete the average repair job in our “average” jewelry 
store repair department. Forty-one per cent of the jewel. 
ers estimated that it would take them two weeks, on the 
average, before work would be ready for the customer, 
and 24.7 per cent said they would have it finished within 
a week. Only 2.8 per cent of the jewelers said they could 
finish a job “in a few days,” 13.5 per cent estimated that 
three weeks would be required, and 14.1 per cent said 
that completion of the work would take a month. 


Those jewelers who estimated that more than two weeks 
would be required to finish the average job were asked: 
“Why the delay?” Almost half (47.7 per cent) blamed 
the volume of work on hand, 21.8 per cent pointed to 
the scarcity of materials, parts, etc., and 22.9 per cent 
maintained that they lacked personnel to do a speedy job. 

Thus, our “average” shop takes about two weeks to 
do a job, and would finish it more quickly if it weren't 
for the volume of work, scarcity of parts, or lack of 
personnel. ! 


Considering the subject of personnel, the “average” 
jeweler’s repair department consists of two people (one 
of whom may be the owner of the store). If it doesn’t 
consist of two people, the odds are equally good that it 
consists of either three repairmen or just one. Asked 
the number of persons in their shop, 34.3 per cent of the 
jewelers indicated that they had two repairmen, 24.6 
per cent said they had three, and the same number said 
they had only one. Only 9.7 per cent said they had four 
repairmen working on the premises, 4.5 per cent said 
they had five men, and 2.1 per cent (5 out of 236) said 
that they had more than five men working on repairs. 
The “average,” obviously, lies between one and three 
men, with two as the most probable number. 


In the “average” store, according to the results of 
JC-K’s survey, no additional workmen are needed. Asked 
“Do you need more help?”, 77 per cent of the jewelers 
said “No” and only 22 per cent said “Yes.” Of those 
who did need more, 56.1 per cent said they wouldnt 
hire anyone immediately anyway, and 42.9 per cent said 
they would. Reasons advanced for not hiring now in- 
cluded “lack of space” (36.8 per cent), “profitless depart- 
ment” (36.8 per cent), and “rather send work out” (26.2 
per cent). A strong preference was indicated for sea 
soned, well-trained workers since 61 per cent of the jewel- 
ers said they would prefer to hire journeymen, 28 per 
cent would hire recent graduates of reputable schools, and 
10.8 per cent would hire either, depending upon the 
merits of the individual workman. 

From the standpoint of efficiency, the “average” jewelry 





‘ Solutions to all three of these difficulties were advanced in 
the article “Is a Repair Department A Business Asset?’, m 


JC-K for December, 1948. 
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store repair department, as pictured by results of JC-K’s 


survey, just gets under the wire. It is eficient—but just 


barely so. | 
Take the matter of records, for instance: 


Asked if they kept any sort of paperwork or records 
on repairs entering the shop, out of 185 jewelers reply- 
ing, 108 (57.5 per cent) replied yes. Thus, the majority 
do keep records, and our “average store is in the clear. 

But 42.5 per cent of the jewelers said they kept no 
records at all! 

That’s an awful lot of jewelers receiving work from 
the public in a willy-nilly fashion, without tickets, record 
forms, or any other method of keeping matters straight. 

It is to be hoped that a substantial number of these 
jewelers misunderstood JC-K’s question and do, actually, 
have some method of controlling their repair traffic. After 
all, even a Chinese laundry has some system, incompre- 
hensible as it may be to the average Occidental patron. 

When it comes to notifying patrons that the work has 
been finished, the “average” jewelry store repair depart- 
ment’s efficiency rating appears somewhat better. Out 
of 234 jewelers responding to the question. “How do you 
notify customers when the work is completed?”, 51.4 per 
cent indicated both mail and telephone, 26.9 per cent 
said “mail only,” and 6.8 per cent said “telephone.” Only 
14.9 per cent admitted having no method of notification 
at all, and a substantial number of these jewelers stated 
that they told the customer when to expect completion, 
and let it go at that. 

Thus we have a fairly clear picture of the operations 
of the “average” jewelry store repair department and, 


from the analysis of jewelers’ replies, the reasons why 
certain things are considered average. 

There are, of ‘course, many other things one would 
like to know about the “average” store’s repair set-up. 
But securing information on more than a few topics 
was impracticable, since it was desired to keep JC-K’s 
questionnaire down to a minimum size in order to 
avoid confusing the jewelers and, also, because the Christ- 
mas season was approaching and we well knew that 
jewelers had much more to do than just fill in ques- 
tionnaires. 

At any rate, the bare outlines of the “average” shop 
are here for your examination. 

Compare your store’s repair set-up and determine, just 
for your own satisfaction, whether you are above, below 
or just “average.” 





Men’s Jewelry 
(From page 146) 


a self-instigated purchase, some of the other percentages 
provide real news. Two thirds of the electric blankets, 
for example, appear to be purchased by men at the sug- 
gestion of someone other than the man. And, as one 
might suspect, three quarters of the television sets are 
purchased by men because they themselves want them. 
Actually, the Argosy survey makes no attempt to pin 
down the U. S. male on every type of merchandise— 
jewelry or otherwise.- Rather, it attempts to secure the 
outlines of what the publication terms “the man market.” 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Durect Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


18 West 56th Street 


New York 19, N. Y. 


Tel. CIrcle 5-4267 
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THIS JEWELER COULD 
LIFT PROFITS... 
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He knew how to select merchandise, 
price it, and cater to customers. 
Unfortunately, not every ‘‘customer”’ 
who walked into his store came to 
buy, for... 


SOME CUSTOMERS 
CAN LIFT TOO?: 
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So many valuable articles in a jewelry store are 
easily secreted. In spite of all precautions, shop- 
lifters can and do walk away with some mighty 
expensive items. 













ADVICE: Take out a Saint Paul Jeweler’s Block 
Policy. This one policy, with its one premium 
and one annual payment, combines the pro- 
tection of several policies. It includes shoplifting 
and all these hazards: 


Holdup, inside or out; safe burglary; shoplifting; fire, 
water or oil burner damage; merchandise carried 
by salesmen, registered mail or sealed Railway 
Express Shipments. 


Call your agent or broker today! 


ST. PAUL FIRE AND MARINE 


INSURANCE COMPANY 
SAINT PAUL 2, MINNESOTA 
PACIFIC DEPT. 


Mills Building 
San Francisco 4 





HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
75 Maiden Lane 
New York 7, N.Y. 
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There’s High Volume 


(From page 129) 


to capture the attention of passersby; and third, eXcep- 
tionally fine and distinctive gift wrapping service. Geary’s 
feels that because a lot of their merchandise is bought 
for better gift purposes an important part of their service 
is proper gift wrapping. They use a distinctive sticker 
and elaborate wrapping materials which impress both 
the giver and the recipient. 

As for keeping the stock of the hollowware department 
abreast of the time, Mr. Spilker employs three mediums: 
studying trade paper advertisements, visiting the mar. 
kets, and being alert to the opportunities and help offered 
by the silverware salesmen. 

Geary’s also have a highly successful system of cus. 
tomer slips. If a customer asks for a specific item not 
carried in stock, the salesgirl fills out a slip on which 
all information about the missing article is given. These 
slips are then studied carefully by the management to 
determine any weakness in the stock which should be 
corrected. 

Studying the ads and mail order sections in slick con- 
sumer magazines as well as the editorial features of these 
national magazines is found to be a good means of dis- 
covering new items worthy of being added to the stock. 
Particular attention is given the mail order sections of 
papers and magazines because Spilker believes that they 
are the proven sellers or they wouldn't continue to be 
advertised by the mail order houses. 

The management attempts to be as close to the business 
as possible by employing floor managers worthy of con- 
fidence, and by holding frequent departmental meetings 
where discussions are held which bring forth suggestions 
that result in improvements. When a sales person has a 
really important customer, the policy here is first to 
find out if Mr. Spilker is available, and if he is, to intro- 
duce him to the patron. This is a gesture of friendliness 
and not a reflection that the sales person is unqualified 
to complete the sale. 

Every sales person sells in all departments throughout 
the store so she has complete familiarity with the stock. 
This is a convenience for the customer, for the sales 
clerk is thus able to anticipate what the customer wants 
in the way of associated merchandise in other depart- 
ments of the store. 

A very important aid to smart merchandising is the 
stock control records used by Geary’s which lists the 
merchandise on order, in stock, and sold. While the 
average jewelry store makes use of the serial number 
system, the stock control method is more satisfactory 
to a larger store because of the number of small items 
carried. 

Geary’s has an annual average turnover of three and 
one-half times in their silverware department. Compare 
this three and one-half-time turnover against the national 
average of two and one-half times. They accomplish 
this by frequent ordering because they feel that there is 
no particular off season for buying or selling silverware. 

A number of small orders are being sent in constantly, 
although of course the stock is peaked for the bridal sea- 
son in June and the Christmas season. Therefore, the 
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merchandise comes in a steady stream and non-selling 
pieces can be discontinued whereas when sending in just 
a few large orders a year, the orders come in two or three 
large lumps with some pieces staying in stock for months. 
When this happens, the buyer is not able to order again 
until the old stock has been disposed of. 

A careful study is made of the selling records, too, as 
to price, type, lines, and display to determine what the 
customer wants. 

Purchasing is not scattered; a coordinated group is 
concentrated on. For instance, there are many different 
hollowware patterns, but instead of ordering a few pieces 
‘n each line, Geary’s prefers to order complete lines of 
a few of the patterns and thus have everything a customer 
might want in these few lines, rather than have to send 
in special scattered orders in many patterns. 

Geary’s feels that the potentialities of silver are best 
realized when coordinated and promoted with china and 
crystal. From the sales standpoint, a great many custom- 
ers for china can be sold something complementary in 
silverware. 

Records are kept of patterns purchased by customers 
for followup sales of additional items in similar patterns. 
The store carefully follows up special orders for items 
temporarily out of stock and also keeps a bridal register 
wherein prospective brides can state their choices as a 
guide to their friends’ purchases. 





Accent on Service 
(From page 142) 


A stock and repair department is just back of the 
watch repair department. Here a C. & E. Marshall stock- 
keeping system proves a great timesaver because the 
adequacy of watch and jewelry parts affords workers the 
means of speeding up our watchmakers’ production. 

Stone-setting, pearl-stringing, etc.—this store handles 
all kinds of jobs, being stopped short only at fine custom 
jewelry repairing. 

Strader does not carry appliances, believing they de- 
tract from the popular conception of a jewelry store. 
Other jewelers may carry them and profit from them, 
he admits, but his store is designed to concentrate on 
jewelry and intimately associated merchandise only. 

Of course, Strader employs newspaper advertising to 
“sell” his service idea, and is in the process of working 
up a mailing list which he'll use for direct mailings to 
emphasize the store’s completeness and service facilities. 

Your reporter visited the store when a ring contest 
was in process, a tried and proven method of building 
store trafic and enlarging a mailing list. During the 
two-week contest over a thousand potential new custom- 
ers (good for a town of this size) filled out entry cards, 
establishing names and addresses for the store’s files. 

“We haven’t been stressing buying during this contest, 
said Strader. “We want them to look around, and not 
feel that a salesman is at their throats. We think most 
of them will be good accounts, eventually. 

“We placed our pile of entry cards at the rear of the 
store on the counter around the business office, thus 
pulling traffic clear through the store and ‘showing off’ 
our service departments which are not visible from the 
store front.” 
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‘Unrealized Dreams’ 


(From page 131) 


watches did not find them in this display. But “anyone 
who has ever been in a jewelry store knows that the 
jeweler can’t display all his stock in a window,” says 
Mrs. McAllister. The aim of any window display should 
be to put across a single idea in a manner upholding the 
traditional dignity and prestige of the store. Those who 
“feel” these qualities in the display come in whenever 
they want a fine gift or piece of jewelry, without seeing 
the particular piece they want in the window. 

“How do you go about creating these “dream win- 
dows?,’” we asked Mrs. McAllister. 

“Well,” she explained, “first I start with a theme. The 
season, newspapers, and countless other sources offer 
ideas from which to choose from. The theme must be 
appropriate for the type of jewelry to be promoted 
through the display; it must be something already in 
the mind and heart of the average passerby, yet it must 
not be so trite that the window will be confused with 
dozens of others somewhat similar. Seasonal promotions 
are obviously good subjects, but the jeweler’s window 
should treat them in a slightly ‘different’ manner to add 
distinction.” 

A secondary theme often gives a seasonal display that 
difference which sets it apart from all the other 
windows in town. Such a technique was used in last 
year’s Easter Bunny window. The traditional bunny and 


eggs of the pre-Laster season were combined with th 
equally conventional shower-of-spring-flowers to mak. 
a unique tableau. Three bunnies, with big, floppy eg;, 
enormous, round eyes, and whimsical smiles reached fe 
from beneath delicate net parasols to catch bouquets 
from a shower of buttercups and apple blossoms, Th 
humble egg inspired the shape of the oversized, ope, 
jewel boxes. The lid was of ruffled pink net with , 
sprinkling of apple blossoms and the base showed a cay. 
pet of imitation grass within a border of apple blossoms 
On forms in the “grass” grew diamonds and watches 
Sprinkled around the white satin pebble brocade floo; 
was costume jewelry. “Notice the jewelry was not laying 
on the imitation grass, nor on rocks or branches in other 
displays,” emphasized Mrs. McAllister. “I believe tha 
jewelry should never be desecrated by showing it op 
anything but the finest of materials.” 

Local events give opportunity for tie-in displays which 
Mrs. McAllister finds invaluable when the situations are 
interpreted in manners appropriate to a jewelry store, 
She warns of the danger of allowing the timeliness of the 
event to overshadow the timelessness of the jeweler’ 
merchandise. Unlike hats, dresses and other merchap. 
dise often sold with emphasis on timeliness, good jewelry 
is not subject to extreme style fluctuations. It’s perma 
nent value should be stressed. 

A particularly challenging problem is a convention 
window. To catch the gay, carefree mood of a city at 
convention time without permitting too much comedy to 
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mock the dignity of the store is never easy. During the 
recent national conventions, Mrs. McAllister selected 
the theme “Where do Pearls come from?” She had a 
centerpiece made of two “jolly” mermaids with pixie 
smiles and upswept hairdos topped with shells. They 

smiled up from white, angel-hair sea-foam in front of 
a cluster of pink, blue and yellow seafan units, edged 
with silver flitter. Strategically-placed larger shells car- 
ried the eye to merchandise on beige teem resting on a 
light blue taffeta “sea-floor.” Pearls and pearl seunality 
with blue zircons were featured. The central unit was 
repeated at a “balanced distance” in the full, eighteen- 


foot window. 


COLOR IS PRIME ELEMENT 


Like these jolly mermaids, the attention gathering units 
of a display should be an introduction to the jewelry. 
In fact everything else in the window should set the stage 
for the jewelry to star. Color is one of the first elements 
of a display the onlooker “feels” even before recognizing 
it. So the S. Kind windows always radiate a dominant 
color and a variety of complimentary hues to add beauty. 
“The first thing a baby notices is color,” says Mrs. Mc- 
Allister, and he continues the habit throughout life. So, 
she advises jewelers to invest in a wide variety of drapery 
and decorative hues, and to make a complete change 
of color each time the display is changed. For those 
who do not wish to make such a large investment, she 
suggests beige or champagne background materials with 
frequent color changes supplied by flowers. Flowers can 


be used in vases, or pushed into modelling clay which 
has been set in any desired form, or used in a myriad 
of ways, if they are well made in the beginning. Mrs. 
McAllister buys most of hers in a millinery supply house. 
(Another word of warning—keep modelling clay away 
from fabrics which it might stain and away from all parts 
of the flower except the stem.) For flowers and other 
decorative items, blue is the most versatile color. 

Texture is also important in drapes and curtains, imi- 
tation grass, stones and all other materials in the scene. 
The S. Kind windows maks lavish use of silks, velvets, 
satins and all the fabrics most people associate with 
luxury. These are even more effective when a bit of 
rugged contrast brings out their soft beauty. The “Sap- 
ohilae Window” is a good example. It was introduced 
for the first time last August and will be repeated again 
as soon as “the public may be reasonably assumed to 
have forgotten it.” 

Against the neutral background of beige pebbly crepe 
curtains, fine black velvet formed an oval section of sky 
and poured its luxury down upon three lower levels. To 
add a glow to the sky, Mrs. McAllister pinned on sequin 
stars and was delighted when a stranger came in to ask 
where she had obtained lights so small. 

Windows should be changed frequently to maintain the 
interest of that large group who pass the same stores daily, 
Mrs. McAllister believes. That change should be as com- 
plete as possible so that everyone can tell at a glance the 
display is new. Change of color, a totally different per- 
sonality—from jolly to sweetly sentimental to rugged— 
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Both cases and movements are made completely by Herschede 
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and even a change in size of the window units informs 
passers that Kind’s windows are different every two week, 
The 18-feet long display window on one side of the dui 
may be used as a single unit or broken into two or thre 
units by the use of drapes. 

In the wedding window used last May a sweet, “hear, 
and flowers” motif was used in the single picture which 
took up the whole eighteen feet. Three figures of eight. 
eenth century brides and grooms dancing a minuet graced 
the window with delicate porcelain china elegance. The 
two end couples stepped before a bridal arch beruffled 
and trimmed with white satin ribbon, white lace bells 
and lilies of the valley. “Something for everyone” was 
shown in the selection of diamonds and gift jewelry ex. 
hibited on the white pebble brocade floor covering. © 

The completely different wedding scene in September 
had the whole window divided into two sections. In one, 
white orchids set off white onyx clocks and other time 
pieces. In the other a rustic stone church front, complete 
with stained glass windows, and framed with green and 
fall foliage formed the background. From the rugged 
brown door down the imitation stone steps wedding rings 
marched on beige forms. A bridal doll reached down, 
apparently to pick up her train as she started to walk 
up the church steps, but really to focus attention on the 
pearls for the bride and jewelry for the bridal party on the 
white velvet floor. Both wedding pictures were thor- 
oughly appropriate to the season in which they were 
shown yet they were entirely different in dominant color, 
personality and size. 


MATERIALS 'STOCKED' AFTER USE 


Of course these elaborate displays require a large as. 
sortment of supplies and equipment. And this stock be- 
comes larger and larger through the years as Kind’s 
believe in buying the finest materials, then getting the 
most out of their investment by using and reusing them. 
After each scene is dismantled, materials are cleaned, 
steamed, pressed, and stored by hanging or rolling in 
built-in units designed for their preservation. Whether 
the jeweler is operating on a very limited investment or 
on an expansive one—using the same flowers in countless 
ingenious ways or using countless elaborate central units 
of interest—he will profit by buying the best and giving 
it the best of care so that he may use equipment for years. 

Mrs. McAllister plans most displays a year in advance, 
listing them in a diagrammed-calendar in her loose leaf 
note book. On other pages of this note book go lists of 
material and supplies needed. As she always does her 
shopping early, she makes the most of her time by look- 
ing for many items at once. With subsequent announce- 
ments of events too good to omit, she postpones half- 
completed plans and substitutes such special events as 
the Watch Parade. These half-complete plans are never 
wasted. At this writing, a treasure ship which was con 
ceived over two years ago, is sailing in the windows 
with its precious cargo. 

Mrs. McAllister leaves us with a parting thought. 
“You've heard, of course, that your eyes are the windows 
of your soul. Well, I like to turn it around and say that, 
in this sense, your windows are the eyes of your store. 
From them shines the personality and character of your 
whole establishment.” 
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Cupid and Bows 


(From page 136) 


several packages for your background. There is special 
Valentine paper available, or you can use white tissue, if 
you prefer. A satiny type of ribbon called “Texray” is 
excellent for both display and wrappings. Its soft, rich 
red is particularly lustrous and appealing. “Beau Tye” 
cellophane ribbon in solid red is another good choice. 
Then, too, you, can achieve an even more festive effect 
by the addition of red paper hearts to each gift. Even 
one on a package will add the necessary touch to a spe- 
cial wrapping. These may be purchased in quantity, and 
are made in a variety of sizes to suit all purposes. 

Lace doilies are another attraction for this occasion. 
and can be used to decorate both packages and displays. 
Lace paper, red ribbon and a paper heart offer a tempting 
trio. Use them as a magnet to attract your customers. 

Gift cards in the shape of hearts are unusual and may 
be tied to the outside wrapping, which should be done in 
the usual manner, with separate bow ties made in ad- 
vance. Be sure that ties, doilies and hearts are accessible 
to your packaging department, so that they can be at- 
tached at a moment’s notice. 

The accompanying photographs, and the package illus- 
trated on our cover this month, are examples of attrac- 
tive, interest-provoking Valentine gift packages. With 
the exception of the red hearts, cupids and lace decora- 
tions, they were achieved in substantially the same man- 









ner as the Christmas packages illustrated in connection 
with the article “Wrap Up Your Gift Sales,” which ap- 
peared on page 168 of THE JEWELERS’ CiRCULAR-KEY- 
STONE for November. Full details concerning packing, 
wrapping, tying and decorating gift parcels are contained 
in that article. 

It is easy to see from the above that the ingredients for 
a successful Valentine selling period are few and their 
cost is small. Your dealer will have all these items in his 
regular stock, and you can arrange for speedy delivery 
to fit your needs. It is worth expending the small effort 
necessary, for this is the type of suggestive selling that 
will pay dividends far beyond your expectations. 





Small ‘Town Modernization 


(From page 150) 


each department, and keys displays to seasonal lines. 

Since graduating from the St. Louis Watchmaking 
School as a young man, E. C. Johnson says he has 
learned at least one vital principle—to steer clear of any 
merchandise foreign to the jewelry field. 

“T claim nothing exceptional,” he summed up. “I only 
believe that, whether you are in a town of 3000 or 300,- 
000, hard work, accommodating and efficient service, 
first-class labels, and an inventory keyed to the specific 
requirements of your community are the copy book 
maxims that build a business that will hold together 


through any adversity.” 


Since 1905 the name, Rosenthal & Kaplan, has been syn- 
onymous with quality rings and ring mountings. The new 
Spring line has been styled for quick, profitable selling. These 


distinctive, original designs defy competition. 


SEE THE DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK 
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‘Activated’ Records 


(From page 134) 


which there is a lot of room for control, and for plus 
profits. 

Rapid turnover—and the rate at which it can g0 
beyond the highest profit-potential mark varies consider. 
ably—can serve to create what passes for a favorable 
average of turnover by offsetting the slow-moving items, 
Such an average figure may appear to be acceptable, but 
there is real danger in accepting it, because favorable 
averages may very well conceal unbalanced stock cond}. 
tions that are actually causing readily avoidable losses. 

It is not too unusual for a situation to develop in 
which a jewelry retailer does 65 to 75 per cent of his 
business on a relatively few items, while of necessity 
carrying many others that are best termed “creepers,” 
Such a lack of balanced turnover creates a typical situa. 
tion to illustrate our point that whereas the average rate 
of turnover may actually seem to be ideal, there are 
overstocks of the “creepers” that are tying up capital and 
boosting the Cost of Possession all out of proportion, 
while the stocks of fast movers may be extremely thin, 
thus putting the Cost of Acquisition figures needlessly 
high. 

It would certainly seem then, that the losses that are 
suffered by failure to control—failure to maintain a bal- 
anced inventory through control at the point of ordering 
and through careful sales analysis—are largely hidden 
losses, yet are often so serious as to affect the operation 
of the whole enterprise. Heavy carrying costs on over- 
stocks (including obsolescence and other losses) and 
the acquisition expense and sales loss elements in under- 
stocks all occur because records are incomplete and be- 
cause these records are inadequately presented to man- 
agment for review, analysis and action. 

As to what general steps the retail jeweler can take to 
add the control elements to his inventory records, and 
some of the specific procedures that have helped indi- 
vidual dealers to solve their particular problems, there 
is in all instances to be cited here the one thing in com: 
mon; and it is what the systems and methods men call 
Control-by-Exception. 

Control-by-Exception is achieved in the stock inventory 
procedure by the use of visible records which can be 
activated by means of signalling devices and simple com- 
putation charts. 

Let me emphasize again that the solution to the prob- 
lem is not a mere record of stock; not just columns of 
figures showing count of merchandise or supplies. The 
solution is control—a control which focuses attention on 
loss-producing conditions; a control which paves the 
way or institutes action, and thus produces and encour- 
ages a healthy and profitable balance of inventory! 

One dealer may find a perpetual inventory system best 
for his particular type of operation; another may operate 
more effectively under a count-of-stock procedure; still 
others may have special problems involving unusual sea- 
sonal demands that make long-range sales analysis 4 
must. But the essential principles of a good inventory 
control procedure can be profitably applied to the needs 
of any type of business. 
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For the dealer in the jewelry field who is interested in 
maintaining a maximum of inventory control with a 
nimum of paperwork, there are a number of inexpen- 


mi ; 
“tools” and a few basic rules that seem to call for 


sive 
comment here. 

Particularly helpful in keeping track of items sold or 
‘1 taking physical inventory are the pre-printed, ruled 
tally cards or sheets which can be marked much in the 
manner of election ballot tallies (four perpendicular pen 
or pencil marks and then a horizontal line, to represent 
a count unit of five). These are helpful when combined, 
in a visible pocket or similar arrangement, with an In- 
Out-Balance card (the records of orders and receipts) 
and the monthly or other periodic summary of sales. 

Weisfield & Goldberg use a variation of this in con- 
nection with their centralized stock control system for 
all their stores, maintained at the main offices in Seattle. 
By means of a daily sales audit sheet, they are enabled 
to quickly count the sales and check the records against 
shipments made to various branch stores. An “over- 
riding” sheet is used where some branch carries an un- 
usual quantity of a particular item or items, so that more 
room is provided for that item or the few items, without 
the record “getting ahead of itself” because of the extra 
entries in certain columns. 

Code letters are used on the Weisfield & Goldberg 
cards (i.e, A—ladies watches, B—men’s strap watches, 
C—men’s pocket watches, D—diamonds, E—valuable 
gold items, etc.). This coding, when combined with vari- 


colored quarter-inch signal tabs, gives them the picture 
in brief but in all the necessary detail, and the signals 
flag attention through being combined with a month- 
by-month computation scale on the margin of the card 
for proper follow-up action. 

Other retailers, among them the Star Jewelry Co. of 
New York, use tally sheets with pre-printed columns for 
all precious and semi-precious stones and for watches, 
flatware, etc., and with columns for notations as to date, 
order number, quantity ordered, quantity received and 
balance. 

The Control-by-Exception technique enters the picture 
when the visible figure facts or bare records of stocks 
are augmented by such means as the signal tabs and 
computation charts. The tabs are so designed as to be 
easily moved, usually along the bottom of the cards 
and, reset at stated intervals and according to stock 
movements (either In or Out), they combine with the 
pre-numbered computation charts to call attention to 
individual items requiring review or analysis or approach- 
ing the point of reordering. 

Frequently overlooked, and especially by the retailer, 
is the summary sales record. Too often he is content to 
rely on memory—his own or that of a trusted clerk— 
and on general familiarity with stock conditions and 
average sales experiences. But a summary record doesn’t 
play the tricks that are possible in even the best of mem- 
ories. Too, it provides means of comparison that should 
not be entrusted to any memory, such as comparative 
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sales figures on seasonal items, on a particular brand, or 
over periods of time that are some distance removed. 

It is perfectly true that, especially at the retail level. 
good memories and long familiarity can provide a gen- 
eral Control-by-Exception and that such a course is 
preferred by most retailers to extensive paperwork that 
cuts into valuable selling time. But consultation with the 
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Installation of three modern Safe Kardex "60" stock control 
record cabinets. All data is available at virtually a moment's 
notice. 
systems and methods technicians of any of the major 
office equipment systems and supply firms will generally 
show that there are simple forms and innumerable short 
cuts to be used. Reliance on memory is at best a make- 


shift, even when there is little turnover in sales or clerical 
help and when the “margin for error” is fairly broag— 
in other words, when it doesn’t make too much differ. 
ence whether every saving on overhead and every prof 
potential must be carefully explored. 


When the going gets a bit stiff; when every facto; 
of costs, extra tg discounts, etc., must be carefully 
watched, trust in memories is extremely risky, Figure 
facts and only the facts will serve to give the true picture 
of present stock conditions, of past stock movements, 
and of trends to be anticipated. Memories may indicate 
that such-and-such an item has always moved consis. 
tently well, but the figures may show seasonal or other 
shifts that actually prove memory has been up to its old, 
familiar tricks and that the point of diminishing returns 
is being passed with unprofitable regularity because of 
unnecessarily high possession or acquisition costs. Then 
it is time for review and decision, and review is possible 
only when all of the pertinent data is at hand for con. 
sideration—by means of activated inventory control 
records. 

To close with just one more example, let’s look for a 
minute at the case of the United Jewelers’ chain (Sacra. 
mento). Based on a simple system of pre-printed cards 
in various pastel shades, United’s system is used to con. 
trol the stock movements in four stores doing well over 
$1,000,000 annually. And, according to Chief Accountant 
William Howard, even the fact that additional equipment 
and personnel are required to maintain their duplicate. 
record setup, the reorder aid and sales analysis guidance 
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they provide have far more than offset the costs. This 
type of inventory control record, please bear in mind, 
-, unusually complete and has been designed for the 
special type of problems involved in their four-store 
operations. 

In the United control procedure the various forms are 
made up in different shades to indicate different types of 
merchandise at a glance. Pale blue cards are used, as an 
example, for records pertaining to miscellaneous diamond 
jewelry and loose diamonds; white cards are used for 
the records on diamond rings; buff, for combination 
watch and band; pink, for semi-precious stone rings; 
salmon, for gold jewelry, and so on through each general 
type of merchandise. A card is placed in the file for each 
unit of stock, which means that if there are 100 dia- 
mond rings, there will be 100 white cards in the inventory 
file. Each card is made up with the stock number and 
description when the item is purchased or, in some in- 
stances, when it is brought into floor stock from the 
storeroom. 

The card remains in the active stock file until the item 
is sold, at which time the date of the sale is entered on 
the card and a signal tab is placed on it indicating the 
item is sold. Then, periodically, the cards are pulled from 
the stock file to serve as a guide to purchase and restock- 
ing decisions. 

This system of using a card to represent each unit of 
active stock (that is, stock- actually on the sales floors) 
is kept in each of the four stores operated by United. In 


addition there is a master record kept at the main store 
in Sacramento of all items stocked at all stores and of 
all items held in reserve. The cards in each store and 
for the master record are posted from a daily recap of 
sales, used first in each store and then sent on to the 
master file. These recaps are made up directly from the 
sales slips. 

The system used by United has been designed by execu- 
tives of the company and the systems and methods tech- 
nicians of Remington Rand to meet special problems and 
to meet them with due consideration to the time element, 
the value of detail in sales and ordering analysis and 
the cost of maintaining the “activated” record. And on 
that score, here is the comment of Mr. William Howard, 
accountant of United Jewelers: 

“The detailed records in the four stores and the master 
record in the main offices have involved extra time and 
effort, but the results have far more than offset the costs 
of additional equipment and for the relatively small 
amount of additional personnel required to keep them 
up-to-the-minute.” 





Brazilian Quartz Exports Gain 


Following a slow period in the quartz crystal market 
after the war, there has been a recent revival in demand, 
according to reports from Brazil which show that more 
than 345 tons of quartz were exported from the country 
in the first seven months of 1948. valued at 42,228,221 
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Only successful salesmen with established follow- 
ings, interested in long-term connection, will be 
considered. No objection to a non-conflicting side 
line in Jewelry field. Write stating experience, 
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cent photograph. Replies held in strict confidence. 
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Little Known Gemstones 


(From page 138) 


The chief factor that disturbed all the students jg the 
odd appearance of tektites; the deep grooves and flutin 
developed on the surface. It was suggested that this was 
formed during their flight through the air, but it is poy 
agreed that it is the result of soil acids corroding the 
glass masses. These are not homogeneous, but are oftey 
pitted with gas bubbles and marked by twisting strajp 
lines. In many of the Oriental tektites the surface corto. 
sion has brought out very marked flow lines which sug. 
gest that the lumps formed as larger masses of moltep 
glass, and were broken before they fell. 

One of the problems of the origin of tektites, and a fact 
which rules out volcanic glass is the chemical composition, 
The silica percentage of the stones known as moldavite 
runs near to 79%, while that of obsidian will rarely run 
over 75%. Its hardness is low, about 54, its specific 
gravity around 2.3 and its refractive index 1.48 to 1.49, 
Cut stones have a glassy luster, are bottle green in color, 
and are fully transparent. Strain is apparent when they 
are examined on the polariscope. 

They are found buried in the soil in over fifty locali- 
ties in Bohemia and Moravia. They appear to have fallen 
in the Pleistocene period, that is before recent geologic 
time, and possibly several million years ago. One occur. 
rence is even in glacial morainal debris, sure sign of its 
Ice Age origin. They are far removed from any volcanic 
activity of that time, and are, naturally, quite unlike any 
known natural glass. Hence, one is driven to the assump- 
tion that they are of some unusual origin and the meteor- 
itic theory seems as acceptable as any. The known sites 
form a band resembling the type of earth belt character- 
istic of a meteorite shower. The material began to lose 
popularity as a gem when an artificial glass with a refrac- 
tive index of 1.62 was placed on the market and today 
the value of the cut stones is very low. This is a pity, for 
if one considers the source of the gem to be outside this 
earth, and perhaps outside of our universe, it should have 
an appeal far beyond its esthetic attractiveness. 

The demand has been largely local among the informed 
lay people and the jeweler is unlikely to encounter the 
stone except in old jewelry from the Bohemian region. 
Its recognition might, however, pose quite a problem, for 
the jeweler who was given such a stone to test, would 
almost certainly identify it simply as glass, without a 
thought to such an exotic origin as moldavites possess, if 
he was not familiar with the stone. On the other hand, 
though the usual imitation is far higher in refractive 
index, it is quite possble that an artificial glass might have 
the moldavite index of refraction and be practically indis- 
tinguishable from the natural glass. Stones of this mate- 
rial will rarely be very large, for the fragments are usu- 
ally thin and unsuitable for cutting into large stones. 

In recent years a second find of natural glass which can 
be cut into a transparent gem has been recorded. This has 
been publicized largely through the investigations of Dr. 
L. J. Spencer, at that time Keeper of Minerals at the 
British Museum (Natural History). This was a discovery 
of a light greenish yellow to yellowish, completely trans- 
parent glass on the floor of the Libyan Desert. The ex- 
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ceedingly remote source lies in the middle of the Sand 
Sea, 300 miles from the nearest water hole, in an area of 
enormous dunes 300 feet high. It is. described in 
Spencer's book!, and the account of his journey to the 
spot makes the most interesting section of that work. 

The origin of the glass has not been satisfactorily ex- 

plained. It is practically pure fused silica; which has a 
melting point of 3110° F, and it is difficult to understand 
how it could have been fused. The area in which the 
lass is found, in irregular fragments which have been 
sand blasted to a dull pitted surface, is rather large, 
extending 85 miles from north to south and 35 miles 
from east to west. It lies on the floor of flat grooves, 
“streets, between the dunes in wind-torn blocks, the 
largest of which weighed about 16 pounds. Some is 
quite clear and transparent, while other fragments are 
cloudy and filled with small white flecks. Its low refrac- 
tive index, 1.46, precludes the fashioning of a brilliant 
gem, even though it is fairly hard, but its origin gives it 
an appeal which removes it from a position of competition 
with other stones. 

Several alternative explanations of its origin suggest 
themselves, but none is satisfactory. “Fulgurites” or fused 
sand tubes, formed when lightning strikes a sand dune, 
are usually paper thin and could not form such chunks. 
Fused sand melted when meteorites have fallen, has been 
found in Arabia, but no meteorites have been detected 
here. Its great age is indicated by the discovery of chips 
of the glass with other Paleolithic stone implements 
though it seems not to have been known to the Egyptians. 
Possibly it, too, is a tektite; certainly it presents an inter- 
esting problem. 

The meteoritic theory of the origin of problematical, 
but widely distributed, high silica glasses was formu- 
lated by Suess only after recognition of a related origin 
for black natural glasses found in the East Indies and 
Australia. The discovery of similar drop-like corroded 
black masses of natural glass at many different localities, 
all remote from any volcanic activity, brought the recog- 
nition of an extraterrestrial origin for all of these stones 
as the only tenable theory. 

The surface character of the glass drops is rather 
typical, and differs enough so that the expert can recog- 
nize the source of the tektites by the shape, size and sur- 
face appearance. The surface, however, is almost cer- 
tainly related to the soil acids and their attack. The 
shape, luster and pitting appear to be characteristic for 
certain falls, those of Billiton (see illustration) for in- 
stance being rounded and quite lustrous, while those of 
Indo China are longer and duller. The Java tektites are 
frequently grooved, the surface corrosion apparently 
having brought out the internal flow lines of the glassy 
drop, frozen into the black mass as it hardened. 

The jeweler is not likely to encounter any of these 
black tektites except in the possession of someone who 
knows what it is. According to some authorities, they are 
supposed to have mystic charms. In Java they are thought 
to be related to the tin deposits, and are often recovered 
by the dredges from the gravel beds of the valley floor. 
Dr. von Koenigswald found tektites in the same gravel 





“L. J. Spencer “A Key to Precious Stones,” New York, 1937, 
pp. 205-208. 
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beds as those in which he found the remains of his early 
man, suggesting a rather ancient origin for the glass, 
The modern natives of the Philippines have no legends 
of magic charms associated with the tektites they find 
today, but the fact that many have been dug up in old 
burials suggests that in an earlier day they were accorded 
some talismanic virtue. 

Tektites have been found particularly abundantly ip 
the South Pacific area, and are known from their locales 
as Darwin Glass, australites, bediasites, billitonites, indo. 
chinites and so on. Recently, H. H. Nininger has revived 
the old theory that they represent fragments exploded 
from the moon upon the impact of meteorites. The writer 
believes that the abnormal high silica content might be 
explained by a superheating which freed some of the 
more volatile components of a normal rock melt, thus 
increasing the silica ratio, and producing the tektite glass, 
A good account of tektites with an extensive bibliography 
will be found in Barnes’ recent paper on tektites.” 

Lastly, we might speak briefly of the recently fused 
ereen glass formed in New Mexico at the site of the first 
atom bomb test at Alamogordo. The heat of the explo- 
sion fused the soil to form a thin skin of very fragile 
deep green glass on the surface of the desert. Some of 
this was reported to have appeared in jewelry made for 
one of the screen stars, but it would be a hazardous gen, 
even if it were practical. The glass has very few and thin 
transparent areas and probably cannot be fashioned. It 
is very brittle and crumbles easily; but the chief danger 
lies in its strong radioactivity. Even now it is intensely 
radioactive. It is interesting because it shows what the 
fused product of the red-brown desert sand would be, 
but we would prefer to hope that no more will ever be 
created. 





High School Dances 


(From page 158) 


list gathered from the just-held dance. Each mailing is 
about six months apart and after the last mailing the list 
is discarded. In this way the firm always gets a list of 
prospective new customers after every graduation and 
from the mailing, gets a large percentage of new cus- 
tomers. 

In addition to the dances, Minros ties in a promotion 
with the local theater a few times during the year. A 
recent tie-in was made when the picture “Johnny Belinda” 
was being featured. The store sponsored a drawing at the 
theater during which a diamond ring is given away. 

The theater announces the drawing by means of a bill- 
board in its lobby pointing out that tickets could be 
obtained at the store. 

“This brought considerable traffic to our store,” says 
Mr. Olander, “‘and increased the attendance at the theater 
during the evening of the drawing. Theatergoers wrote 
their names and addresses on the ticket stub that went 
into the box. Afterward we used these stubs as a mailing 
list to advertise our charge accounts.” 








° Virgil E. Barnes. “North American Tektites,” Univ. of Texas 
Pub. 3945, pp. 477-582, 1940. 
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Idea Book 


(From page 123) 


war.” Still other suggested window displays stress en- 
gagement rings, matched wedding sets, and a diamond 
for the groom. 

A number of short commercials, suitable for use as 
“spot” radio announcements, are also featured in the 
Council’s “Jubilee” idea book. Some are timed for one- 
half a minute, others a full minute, and all contain points 
where references may be made to the store’s name. 

Far from overlooking opportunities for newspaper pub- 
licity stories apart from paid advertisements, the Jewelry 
Industry Council has included a number of articles in the 
idea book which are suitable for turning over, “as is,” to 
the editors of local newspapers. These stories, interesting 
in their own right, provide frequent opportunities for use 
of the jewelers’ name. 

Additional headline suggestions and ideas for adver- 
tisements round out the Council’s “Diamond Jubilee” 
idea book of promotions. Used in connection with the 
other material provided by the book, they should provide 
a wide variety of ads with which to convince the public 
that diamonds are the ideal gift. 

In a special message appearing at the beginning of the 
idea book, A. E. Haase, executive director of the Council. 
points out that the book is only a starter for the enter- 
prising jewelry merchant. He says: 

“Check your diamond suppliers for their help and sug- 


gestions. With what they have to offer add the help and 
suggestions which you can get from mat and display 
services and from the jewelry trade press. When you 
and your advertising counsel have done this, then your 
own experience and your own store personality will enable 
you to make your own ‘1949 Diamond Jubilee’ distinctive 
and profitable.” 





Modern Jewelry 


(From page 144) 


Miss Schecter’s sole concession to convention. Her more 
interesting flights of fancy have led her to create entirely 
new types of jewelry, and there is, in fact, no reason 
that modern woman should not, if she wishes, wear her 
necklace down her back, adding interest to her evening 
gown; or wear an ankle bracelet that catches the eye more 
than the little chain so frequently seen. ) 

Miss Schecter is, when she is not creating daring mod- 
ern bits of jewelry, art director of the Elizabeth Irwin 
High School, a school which is perhaps better known as 
“The Little Red School House.” Her present display is a 
natural development through a series of stages. She stud- 
ied abstract painting under Hans Hoffman and gradu- 
ated from Columbia University, receiving eventually an 
M.A. in fine arts. In 1938, she worked under a Carnegie 
Scholarship. She learned to work in metal under such 
designers and silversmiths as Adda Husted-Andersen, Ilse 
von Drage, and John von Hinsman. Her interest in crea- 
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PAST PATRON BUTTON PAST MATRON PIN 
with diamond $23 with diamond $46 
$6.50 without diamond $20 without diamond 
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Past Matron and Patron jewelry from $15 to $200. 
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tive jewelry began in 1937 when she commenced experl- 
menting with metal to create new jewelry forms in an 
attempt to get away from the stereotyped shapes with 
which men and women have adorned themselves since 
they became civilized and conventional. For the past 
two years she has added crystal shapes to her metal forms. 

She says that in an artist her primary concern is with 
the elemental and simplicity; she thinks intricate detail 
should give way to monumentality. Unable to work 
until an inspiration comes to her, after study of the 
crystal, she tries to feel each form and color of the stone 
‘n relation to the encasing metal. Each raw piece she 
finds, thrusts itself into her consciousness, dictating its 
own life and technique. She has experimented with loose 
settings to give mobility to the gem, even though the 
wearer is motionless. Some of the pieces are flat, the 
metal well defined and its margins sharply delineated, 
others are three dimensional and are intended to create 
an impression of line against space, of the balancing of 
a negative against the positive of the stone. 


INTERESTING REACTIONS OF VISITORS 


The reactions of the Museum’s visitors to the display 
are interestingly mixed. Some, probably the more con- 
servative, feel rebuffed by the austerity of the designs, 
and by the harshness of the outlines. Others, the majority, 
find the abstract shapes interesting and are intrigued by 
the suggestions of new forms. A few, perhaps, the same 
few who have grasped the purpose of the modern artists, 
find the new jewelry most appealing and feel that it has 
a definite place in their costumes. This group will prob- 
ably grow as time goes on and the designs are more 
generally accepted. 

Miss Schecter has shown great skill in the fashioning, 
and her jewelry, while simple, shows the fine finish of a 
good craftsman. In her earrings she has used the new 
“Wingback” fastener which goes inside the ear and 
secures the earring so that there is no danger of its being 
lost, as may so often happen with the screw-on type. 

The special plastic shapes on which the jewelry is dis- 
played at the museum were created for this exhibit by 
the modern abstract painter, Gwen Davies. Her forms 
have been well chosen to bring out the feeling of Miss 
Schecter’s designs. The layout and plan of the cases was 
conceived by Miss Agnes Schleicher, who has integrated 
the plastic forms and the abstract jewelry into interesting 
and stimulating groups in a manner unusual to a museum 
of the conservative type. 

Though it is a somewhat startling display for a mineral 
and gem hall, it is, nevertheless, an exhibit that is worth 
seeing. Dr. F. H. Pough, Curator of Physical Geology 
and Mineralogy at the Museum, said, in according ex- 
hibit space for the special display, that “we are interested 
in it because it utilizes many of the natural shapes of 
minerals that are in themselves so attractive, but which 
are largely unappreciated by the public. Comparatively 
few visitors realize, even now, that the crystals found in 
our hall have not been cut and polished by man, but are 
in exactly the state in which they formed in nature. Their 
shapes are the external expressions of the internal forces 

that cause them to grow and bind them together. Any- 
thing we can do to more firmly impress this upon the 
minds of the visitors is worth doing.” 
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Twenty five women's clubs 
were represented by table 
settings at the Showing in 
the ballroom of the hotel, 


Table Settings Inspire City-Wide Interest 


1. HAD never been done before in that part 
of old Virginia and no one was quite sure just how the 
idea of a table-setting contest would appeal to the local 
“first families.” But when H. A. Goldberg, of Cooper’s, 
Inc., Portsmouth jewelers, recently invited the presi- 
dents of the various women’s clubs and garden clubs 
to a luncheon for the purpose of discussing such a project, 
he found them enthusiastic. Interest was so great, in 
fact, that when the contest was held a few weeks later, 
no fewer than 25 out of a total of 30 clubs in the area 
were represented in an exhibition that occupied the entire 
ballroom of the Portsmouth Hotel. 

President of the National Association of Credit Jewel- 


More than fifty different 
patterns from leading silver 
firms were also shown in 
separate exhibits with rep- 
resentatives from each com- 
pany on hand to answer 
questions of the visitors. 


by MARGARET LORING 


ers, “Hi” Goldberg, with jewelry stores in both Ports- 
mouth and Norfolk, made an impressive event of the 
exhibit. His first step was to ask the clubs to draw lots 
to see which type of table each would set and what pat- 
tern of silver would be used. This done, a representative 
from each club was asked to come to the store and select 
the china, glassware, and accessories which seemed to 
her to be best for her table and silver design. 


The tables were divided into four groups—formal, 
(Please turn to page 206) 
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A Quiz for Jewelers 


One hundred questions designed to test your merchandising preparedness. 


How DO you rate as a jewelry merchant? 

The answer to this question lies right in your own 
business. Not in how your business has done during the 
past few years (we all know that things have been won- 
derful) but in how your business is geared to the future. 

Now is the time to analyze your business—check up 
on what you are doing (or neglecting to do) to keep your 
firm in top-notch condition. 

To make your analysis simpler, THE JEWELERS’ CiRcU- 
LAR-KEYSTONE has prepared the following quiz covering 
different aspects of the retail jewelry business. It doesn’t 
pretend to cover everything a jeweler could do, of course 
—such a series of questions could go on almost forever. 
But it does ask quesions which should help you search 
your soul and suggest things which should be done if 
they haven’t been common practice up to now. 

Take a half an hour off now, and give yourself this 
test. It’s for your own benefit and it may disclose short- 
comings in your firm’s operation that you hadn’t realized 
before. But be honest about it—no one is going to check 


S 5S f 

each “yes.” | FACADE 

Does your store have a modern front (i.e., one 
newly designed and installed within the past 
ten years) ? 





Is at least a portion of the store’s interior vis- 
— ible to the passers-by from the street? 





Are your display windows (or at least your 

lobby) recessed into the building so that win- 

dow shoppers may look in comfort during in- 
a clement weather? 





Is your lobby so designed that the display win- 
dows tend to lead shoppers to the entrance, 
a then on into the store? 





Do you have an awning across the front of 
your store to protect window displays and 
—— afford shoppers comfort in broiling heat? 





Is your store adequately identified by a sign 
giving your firm name, the word “jewelry,” 
— etc.? 





WINDOW DISPLAYS 

Do you take an active interest in your window 
displays, avoiding just “filling ’em up” with 
merchandise? 





Do you (or one of your employees) attempt to 
arrange merchandise in an attractve, appealing 
_ fashion? 





Do you consistently feature all the various 
- types of merchandise carried by your store? 
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your answers so there’s no point in kidding yourself. 

Each question answered “yes” counts five points, and 
your total score should indicate either how well you have 
prepared your firm against the future, or some necessary 
steps you should take. 

The highest possible score for this test is 500. Prob. 
ably no jeweler could honestly achieve such a score, how- 
ever—he’d be perfect and would have made several mil- 
lion dollars in the past few years. Instead of reading this 
in his store he’d probably be retired and wintering in 
Florida or Southern California. 

If you can score from 400 to 450, consider your busi- 
ness in excellent shape. 

If your, score is between 350 and 400, better check up 
on a few things here and there. But you haven't a great 
deal to worry about. 

And if your score is 300, or lower, look out! Some- 
thing’s wrong! But it isn’t too late to start doing some- 
thing about it—today! 

Now—sharpen your pencil and take the test: 


Do you arrange topical or seasonal displays 
(such as graduation gifts, bridal, gifts, etc.) ? 





Do you take advantage of clever window ideas 
suggested in trade papers, by the Jewelry In- 
dustry Council, leading jewelers in other cities, 
etc. ? 





STORE LAY-OUT 


Is your store laid out in departments (such 
as costume jewelry, rings, pens and pencils, 
—s silverware, etc.) ? 





Does lighting make merchandise more attrac- 
tive (incandescent for diamonds, fluorescent 
for silverware, etc.) ? 





Are cases attractively arranged, kept neat and 





clean? 


Have you, plenty of aisle space between the 
cases, toe-room beneath? 





Are departments so arranged as to lead cus- 





tomers from one to another? 


Is your store air-conditioned? 





Do you have a “diamond room” where custom- 
era may examine the merchandise privately? 





Is your credit department (if any) separated 
from the rest of the store so that arrangements 
may be made privately? 





Do you have facilities in the silver department 
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The vest quality! 






The frcsteest most 
stimulating y 
pattern S: i iA , a 


Thesestrikingly fresh patterns are keyed to consumer 
preference ... anticipating the day when dealers 
must show truly distinctive Sterling to get the sale. j 
Both Mansion House* and Damask Rose* have oh 
stained the best-seller class in a matter of months! | 

















PR 


Take any piece of Heirloom Sterling from stock. 
Compare its quality points one by one (with a lens 
if you like!). Check it for depth of carving, finish, 
balance and utility. No finer quality is obtainable 
today anywhere. 


And the 4¢value! ‘ o fF , 


In the face of rising price tag figures, the Heirloom 
Sterling price for a place setting is one of the most 
remarkable values in the industry. It isa sure clincher 
in any showing of these outstanding patterns. One 
price, Fairtraded wherever al- 


lowed. A six-piece place set- $9950 
ting, only: Fed. Tax 


Included 


Backed by the greatest advertising in Heirloom histor 





| 
| 









Vivid, natural, full-color place settings . . . almost LADIES’ HOME JOURNAL HARPER’S BAZAAR 


actual size . . « greet all of your customers, month MADEMOISELLE BRIDE’S MAGAZINE 

atter month, in these magazines... famous for sell- 

ing fine products: VOGUE GUIDE FOR THE BRIDE 
HOUSE & GARDEN MADEMOISELLE’S LIVING 


HOUSE BEAUTIFUL BETTER HOMES AND GARDE 







For full particulars 


als 
« ti ¢ 
about the protitable, direct-dealing Heirloom ae 0 0 In ‘al lil 
Sterling franchise, write: 







| ONEIDA LTD., ONEIDA, NEW YORK FROM GENERATION TO GENERATION 






*'Trade Mark Copyright, 1949, Oneida Ltd., Oneida, N. Y. 
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for customers to sit down and examine the 
various patterns at their leisure? 


PERSONNEL 


(These questions apply not only to your sales 
force but, also, to yourself.) 


Are customers made to feel “welcome” when 
they enter your store? 


Are they greeted by name whenever possible? 
Are they waited upon as quickly as possible? 


Are your salespeople courteous and eager to 
please? 


Do your salespeople 
exert a real effort to learn everything they can 
about the merchandise carried in your store? 


know the location of every item in your stock, 
avoiding bothersome delays? 


take pains to show merchandise in the most 
flattering manner possible, such as costume 
jewelry on customer’s dress, diamonds against 
black velvet, etc.? 


return items to their proper places immediate- 
ly after they have been shown to customer? 


keep abreast of latest merchandising ideas by 
reading trade papers, discussing trends, etc.? 


personally account for expansion of the store’s 
customer list, bringing in friends, etc.? 


have outside activities (clubs, etc.) which are 
of value to your business? 


make suggestions for improving business? 


have a neat appearance to uphold the dignity 
of merchandise and store? 


wear jewelry themselves? 


MERCHANDISE 


Do you carry the following items of merchan- 
dise ? 


Appliances 

Baby and Children’s jewelry 
China and Glass 
Clocks 

Compacts 

Cosmetics, Perfume, e 
Costume jewelry 
Diamonds 

Electric shavers 
Giftwares 

Greeting cards 
Luggage 

Men’s jewelry 
Necklaces, bracelets, pearls, earrings, etc. 
Pencils and pens 

Phonograph records 

Photographic equipment 

Playing cards 

Rings 

Religious jewelry 

Silverware 

Smokers’ accessories (lighters, cases, etc.) 
Trophies and emblems 

Typewriters 

Watches 

Watchbands 


- 


Cc. 
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SERVICES 


Do you have a repair department? 
Do you repair watches? 
Do you repair jewelry? 


Do you have facilities for 
engraving jewelry, etc.? 
ring sizing? 
replating ? 


Do you send a representative to customers’ 
homes with samples of jewelry, flatware, ete 
. > ’ 
if they request it? 


PROMOTION 


Do you advertise at all? 
Do you advertise weekly, or oftener? 


Do you use these media: 
Local newspapers? 
Radio? 

Billboards? 
Car Cards? 
Direct mail? 
Television? 


Do you advertise your repair department in the 
classified section of the telephone directory? 


Do you seize every opportunity of securing 
free radio and newspaper publicity? 


Do you stage any of these promotional events: 
Anniversaries (store or local) ? 
Club lectures? 
Contests? 
Fashion shows? 
Movie-tie-ins ? 
Tie-ins with articles 
zines? 
Jewelry Industry Council promotions? 


in consumer maga: 


Do you take advantage of special promotion 
opportunities for: 

Valentine’s Day 

June Brides? 

Easter ? 

Graduation ? 

Thanksgiving ? 

Christmas? 


RECORD KEEPING 


Do you have an efficient inventory-control 
system? 


Does it tell you: 
When to reorder? 
What items are slow-movers? 
Relative popularity of different varieties of 
the same merchandise (i.e., different makes 
of watches, flatware patterns, etc.) ? 


Does your record system permit immediate 
computation of excise tax payments due? 
Does your record system actually make your 
annual income tax computations easier? 

Do you repair department records separate 
cost of labor and cost of materials for excise 
tax purposes? 

Do you keep a Bride’s Book, indicating pat- 
tern preferences in silverware, china and 


class? 


Do you keep a repair department “tickler” 
file to notify customers, six months after 4 
job is finished, that it’s time they had items 
checked on to make certain all is well? 
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Poole silver ware, for over half a century, an American 
tradition, is now ready in the America pattern. This 
design is an American original. It is based on the wheat 
motif and is being used on silver ware by Poole, as a 
tribute to all the things that have made America great. 
Its simplicity of character expresses the strength of a 
generation of pioneers. You can get the Poole American 
pattern now—at your favorite store. 
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The border of this ad shows, 
in reduced size the motif of 
the new pattern. 


POOLE SILVER COMPANY, INC. 
NEW YORK, N. Y. © TAUNTON, MASS. ‘a 


i, 
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; T 
Poole is introducing a new pattern in hollow ware. It is known as the AMERICAN 


pattern and it is now being shipped to Poole distributors all over the country. 


The new pattern is being introduced to the public in the Americana Issue of Vogue — to 


be published on February Ist. 


Poole will promote this new pattern throughout the year to help you increase your 
hollow ware sales. Ask the Poole’ distributor to show you the new pattern and the other 
prolitable Poole Designs. Ask him also, to give you details of the Poole mat service 


and other merchandising helps. 


A TRADITION IN SILVER FOR OVER HALF A CENTURY 


© eee ePOOLE SILVER CO., INC. * TAUNTON, MASS. 


New YorK SHOWROOM — 366 FirtH Ave. © New York, N. Y. 
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How Much of Consumer Income 





Will Jewelers Get This Year? 
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According to ealeulations of this 
economist, based upon a study of 
consumer expenditures made by the 
Department of Commerce, 78¢ out of 


every $100 will be spent at jewelers, 


by WALTER ALWYN-SCHMIDT 


Consulting Economist 


Consumer expenditures for 
jewelry and watches (U.S. 
Department of Commerce 
statistics). 





.Per cent of consumer ex- 
penditure for jewelry and 
watches to annual consumer 
disposable income, calcu- 
lated by the author. 








I. THE American family and individual con- 
sumers continue to budget their jewelry and watch pur- 
chases during the coming year as they have done during 
the last few years, jewelers can look forward to an ap- 
proximate sales increase of ten per cent that will raise 
jewelry and watch volume to $1,500,000,000 or slightly 
better. 

This figure is indicated by a recently released study 
of consumer expenditures by the U. S. Department of 
Commerce covering the years from 1929 to 1947 report- 
ing sales of jewelry and watches of $1,407,000,000 in 
1946 and of $1,365,000,000 in 1947. 

When the retail sales volume of any group of articles 
adjusts itself to its natural levels following a period of 
rapid rises, business men are often inclined to talk of a 
recession while, as a matter of fact they are facing merely 
a rebound of the consumer demand that has outrun its 
strength and must assemble new force before a renewed 
advance can take place. 

Such an adjustment of the reserve forces of the 
jewelry markets occurred during 1947 and it has car- 
ried into 1948. 


198 


However, one may well keep in mind that this “re- 
cession,” if this description fits the present condition, has 
followed one of the most expansionary periods in the 
history of jewelry merchandising. Even today jewelry 
and watch sales are far ahead of the most ambitious 
hopes of the jewelry trades. The “low” figure of 1947 is 
double that of what the American consumer spent for 
jewelry and watches during the boom year of 1929 and 
the $560,000,000 of jewelry sales of that year would 
hardly cause much of a ripple among jewelers of today. 

Yet this was the classical year when the consumer had 
$82 billions to spend for himself and his family and worse 
years were to follow. Jewelry sales dropped to $172,000,,- 
000, according to the figures of the Department of Com- 
merce, in 1933, the low point of the depression. It 
took nine years to reestablish them again upon their 
boom levels. However, since then the upward climb 
has been steady right up to 1946. 

While through all these years the rule has generally 
held good that each increase in the consumer’s earnings 
has been accompanied by a rise of jewelry and watch 

(Please turn to page 208) 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
ILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


26 John Street _ Phone COrtland 7-0360 _ NEW YORK, N. Y. 
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1. Reproduction of an early Victorian Sheffield triple- 
compartment folding biscuit box is designed to be used 
as centerpiece for flowers, candy, condiments, etc. It 
has 24K gold lining on silverplate. It is made by Gould 
& Lewis Co., 15 West 45th Street, N. Y. $126 Keystone. 


2. The "Eden," new addition to Mido line, distributed by 
Louis Aisenstein & Bros., Inc., 630 Fifth Ave., N. Y., is 
extra thin, self-winding, water and shock resistant, and 
anti-magnetic. 17 jewels, 14K gold case. $275 with tax. 





3. "Garden of Eden" compact, from "Collector's Items" by 
Volupte, Inc., 347 Fifth Ave., N. Y., is inspired by origi- 
nal Garden of Eden apple, complete to its jeweled bugs. 





4. A unique educational display package showing the four 
stages in the creation of hand-carved cameos, is being 


‘i Be Me : oi, Se : : 

distributed by A. Micallef & Co., Inc., 158 Pine Street, 3 Ca Cent 
° ° é aig Nae 

Providence, Rhode Island, manufacturers of cameo jewelry. - — “to 


ie oy, 
5. The "Playboy" for men, and the "Myrna" for women are 
two from new "Chronolet" line by Kelbert Watch Co., 608 
Fifth Ave., N. Y., from $24.50 to $42.50 in many styles. 


6. New addition to King Edward Silverplate line of the 
National Silver Co., 295 Fifth Ave., N. Y., is Moss Rose 
pattern, available in five different services and in 31 
open stock pieces. Carries unlimited service guarantee. 
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Metals of Guaranteed Purity 


GOLD - SILVER - PLATINUM - PALLADIUM 
IRIDIUM + RUTHENIUM - RHODIUM - OSMIUM 


| W, solicit your Sweeps a 


——n | Filings — Scrap Gold and 
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Not Manufacturers Platinum — Metals 


| of —— | Your Ol! Gold Shipments 
| WILL RECEIVE 
Special _Adbliialton 


oo & Lehrfeld, Inc. 


| 21 West 46th Street Tel. LUxemburg 2-2320 es York 19, N. Y. | 
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. covering the best gift buying market! 


Now —an expanded national advertising 
program to fit an expanded Krome-Kraft 
line of distinctive gift items in chrome and fine 
glass! In ‘49 it’s Better Homes & Gardens, 
American Home, House Beautiful, Collier's, 
Good Housekeeping and Mademoiselle’s 
“‘Living."’ Six up-and-at-’em business getters that 
will build Krome-Kraft volume for you ae , pit & 
throughout the year! Be sure to see the k Tes 


Krome-Kraft displays at leading gift shows! 





FARBER BROS., 17 Crosby St., New York, N. Y. © N. Y. Showroom, 339 Fifth Ave. 
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NEW YORK NEW ENGLAND 


GIFT SHOW 
HOTEL NEW YORKER 
Feb. 21-25, 1949 
Room 635 


HOTEL BRADFORD, 
BOSTON 
Feb. 21-25, 1949 


KRYSTONE SILVER INC. 


509 WEST 34th ST., NEW YORK 1, Nv. Y. 


SHOWROOMS 


NEW YORK . . . 303 FIFTH AVENUE 
CHICAGO . . . 209 S. STATE STREET 
LOS ANGELES . . . 712 S. OLIVE ST. 
SEATTLE . . . 2028 SECOND AVE. 
DALLAS. : .. SANTE FE BUILDING 
SAN FRANCISCO. 1355 MARKET ST. 





EE THE. 
COMPLETE 
KEYSTONEWARE LINE : 


HOUSEWARES SHOW © 





Greeting Cards 


(From page 152) 


lot of appeal to economy-minded housewives, he hag 
found. 

After a few years of operation, the greeting card depart. 
ment now bulks heavily in sales volume, not only on its 
own books, but in contributing jewelry sales. “The 
amount of traffic this department brings about has actually 
forced us to rearrange the store to capitalize on it,” Mr, 
Lewis said. “One thing, all of our items which fit into 
the category are now concentrated in cases which flank 
both sides of the entrance to the greeting card depart. 
ment, or face directly upon it. By that I mean such items 
as cigarette lighters, compacts, necklaces, costume jewelry, 
watches, small electric appliances, etc. We have found 
that this pays excellent dividends inasmuch as the usual 
greeting card purchaser is highly gift-minded at the time 
he makes his card purchase—and it seems that a wide 
range of gift suggestions in all price brackets quite often 
settles the issue at one visit. It is not unusual for us to 
sell some sort of a gift item to customers who came in 
originally with merely the idea of picking up a birthday 
or anniversary greeting card. Similarly, it is not unusual 
for us to sell more expensive jewelry items on the same 
basis—anything from rings and watches up to sterling 
flatware. For example, a typical customer came in, 
bought two 35 cent greeting cards, and was about to 
leave when he saw a necklace which reminded him of 
one he had purchased for his wife back in the days of 
their courtship. He purchased the necklace, at $26, and 
a $23 bracelet to match—two sales which are wholly 
traceable to the presence of the greeting card depatt- 
ment. Many of the customers who have come in for 
greeting cards had no idea of the extent of our lines, the 
national brands carried, etc., and were inclined to be- 
lieve that it was necessary to go downtown direct to 
jewelry stores in order to find wanted items. We keep 
all emphasis on open display for that reason—so that 
customers get a quick “education” to our lines while 
buying greeting cards, and to capitalize upon “impulse” 
sales. 


Over and above the powerful influence the greeting 
card department has on jewelry sales is direct profit 
returned itself. “The card department proved itself 
capable of paying the store rent when it was $60 a month, 
and is still doing so when rent has gone up to $120 a 
month,” Mr. Lewis said. “Our average sales during the 
year are anywhere from $4 to $8 a day in greeting cards, 
which may rise to as much as $12 or $15 a day during 
mid-year seasons, and, of course, much more during 
Christmas season. Greeting cards department has had 
the advantage of acquiring many hundreds of additional 
people to the store, with building up a heavy volume of 
impulse sales, and lastly, giving us an opportunity to dem- 
onstrate that we are a really complete jewelry store.” 





The wedding ring as we know it today is all that re- 
mains of what was once a six-inch wrist shackle by which 
the bride was chained to her husband and forced to follow 
him meekly on foot as he rode on his horse. 
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Gradual Expansion 


(From page 168) 


tion at the rear, of course, draws traflic past all other dis- 


lavs as well. - 
' An innovation here has been the combining of the flat 


ware with the chinaware department. Flat ware cases are 
located directly in front of the back wall china displays. 
Also effective have been the four “hostess tables” show- 
ing displays of both china and silverware as they would 
appear with the table set in the customer's home. By 
enabling the customer to visualize what a particular pat- 
tern will look like when set out on her own table, sales 
are stimulated and ultimate customer satisfaction is 
assured. 

Modernization likewise has made both newspaper and 
radio advertising more effective, as expanded facilities 
enable the firm to advertise not only a greater variety of 
merchandise, but the various display features of the store 
as well. A case in point was a recent newspaper advertise- 
ment showing a cut of the hostess tables and wall shelv- 
ing, accompanying an advertisement for chinaware. An 
architect’s sketch of the new store front is also used in 
much of the firm’s current copy. 

A good deal of the firm’s success is attributed by both 
father and son to the fact that 5 per cent of gross sales 
are reinvested in the form of advertising. Since they draw 
customers from the entire city of Yakima (post-war popu- 
lation is estimated at better than 40,000), and much of 
the surrounding rural area as well, there is no “wasted 
coverage’ in either newspaper or radio. Quality of both 
merchandise and service, and a dignified relationship be- 
tween dealer and customer, are reflected in all advertising. 

Quality merchandise to the Hawkes’ means nationally 
advertised brands. These find least consumer resistance. 
and give the best results for the firm’s advertising dollars. 
Variety is likewise essential, and for this reason they 
carry nine different lines of silverware, for three of which 
they are the exclusive dealers in Yakima. 

Quality service in watch repair is also an integral part 
of their formula, and diamonds and watch repair are 
still the backbone of the business. In these departments 
in particular, they feel, they must have the unqualified 
confidence of their customers, if over-all store sales are 
to prosper. The enviable reputation they have acquired 
for standing back of all watch repair work is directly due 
to this policy. 

S. O. Hawkes’ experience in jewelry goes back to his 
apprenticeship as a watch repairman in Ireland at the age 
of 15. He came to this country in 1904, at which time he 
went to school to learn the engraving craft as well. Later, 
he worked at the Maiden Lane Jewelry center in New 
York City. Later still, he came to Yakima, and estab. 
lished his first business venture in partnership in 1915. 
He bought out his partner in 1928, and operated the busi- 
ness as a solo venture prior to taking his son into busi- 
ness with him several years ago. 





In the 16th Century portable timepieces were carried 
by few people except night watchmen, so they came to be 
known as “watches.” 
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It takes a lot of skill and teamwork to 
score a goal in hockey. And it takes skill 
and teamwork plus a lot of special scien- 
tific knowledge, experience and equip- 
ment to reach the goal of recovering the 
last fraction of value from old gold, silver 
and platinum. Handy & Harman—preci- 
ous metal fabricator and refiner for over 
80 years—excels in every one of these re- 
quirements. That’s why Handy & Harman 
can and does make consistently high re- 
turns to the thousands of Retail Jewelers 


who are regular customers year after year. 


“PASS'’ YOUR NEXT LOT 


of old gold, silver and platinum pur- 
chases to Handy & Harman and see the 
difference in service and returns. 








PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 
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Top Hat Cigarette Urn. Stock #790 Holds 20 king or 


regular size. Miniature of old fashioned silk hat, cocked 
at a rakish angle. Diam. at top 354'', depth 2!4"'. Heavy 
silver plate on copper. Individually packed in anti-tarnish 
gift boxes. Suggested retail price $4.00. 


From the heart of the 
NEW ENGLAND SILVER INDUSTRY 


Here is another item from the extensive Gregg line 
which includes coffee and tea sets, water pitchers, flower 
vases, waiters, trays and bowls. Tra- 
ditional craftsmanship in design and 
finish is expressed in every piece. 


Shay placrbagfae™ 


TAUNTON, MASSACHUSETTS 





MANUFACTURERS OF SILVERWARE 


Another Must! ; : t 


HE new, 
dignified 
setting for the 
ring, 
No. 404, as i- 











Shrine 


lustrated, can be 
adapted for any 
other 
order. 


Fraternal 





YOUR NEAREST WHOLE- 
SALER WILL GLADLY 
SUPPLY YOU. 


S. Scharf 


71 NASSAU STREET 
NEW YORK.:7, N. Y. 


REctor. 2-0060 0061 ae 
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Sports Tie-Up 
(From page 164) 


to come. So, looking around for a business that he could 
put his energy into, Post finally settled upon jewelry 
retailing with the thought that certainly sports fangs buy 
jewelry, just like anyone else. 

“I went to all the sports events I possibly could,” re. 
calls Post, “‘and identified myself with practically al} 
recreational activities. Then I began to sponsor teams,” 

“It’s a form of institutional advertising,” sums up Post, 
“Every time your team plays a game, your name is going 
to appear in the sports columns. Of course, if you round 
up a winning combine, you've got your name in the head. 
lines more often.” 

One day Post looked up and saw Ray Peebles, then 
editor of the Dispatch-Herald, a local daily newspaper, 
striding into the store. Peebles knew Post, of course, as 
a rabid sports fan and a former athlete himself. 

“You can have a pretty steady stream of potential cus- 
tomers coming into your store if you'll handle a ticket 
sale for me,” proposed Peebles. 


Post liked the idea, but wondered if the extra clerical 
work would actually pay for itself in the way of sales, 


‘What have you in mind?” he asked Peebles. 

“Well, the sports fans are going for ice-skaters lately, 
and we’ve got a lot of tickets for the Buffalo Ice-Capade 
Follies, coming up,” explained Peebles. “The paper is 
sponsoring a special train for the show.” 

Stacks of tickets finally changed hands, and the Dis. 
patch-Herald announced that Post’s Jewelers were han- 
dling ticket sales for the big event. 

“Boy, we had ‘em lined up outside here for a while,” 
recalled Post. “That was a good stunt. Of course, every- 
one didn’t buy jewelry, but they came and saw the store, 
I met them, or many of them, and this identity with sports 
became even more established.” 


Several years ago Post took another siep in the direc: 
tion of merchandising to sports fans. Local businessmen 
vot behind a drive that ended in Erie becoming a member 
of the Middle Atlantic Baseball League. Right away, Post 
came up with an advertising tie-in: he bought space in 
the programs put out for the Sailors’ (team name) home 
games, and asked that each advertisement carry a “Lucky 
Number.” Anyone buying a program before each game 
stands a chance of holding the program with this “Lucky 
Number,” the one chosen at random from the lot by 
Post’s Jewelers. 

“A life-long booster of Erie sports,” reads the adver- 
tisement, carrying a picture of the store entrance and of 
Post, the owner. “We are with you, Sailors!” it con- 
tinues. “Winner—bring your Lucky Score Card to the 
concession stand. Lucky Number, 37278 A. If your 
number corresponds, present the scorecard after the game 
at Main Refreshment Stand, at Main Entrance, and you 
will receive an order for two tickets to any future game.” 

The fan doesn’t get his free tickets right at the ball 
park. He gets an “order” that must be redeemed at 
Post’s Jewelers.” 

“This amounts to store traffic,” continues Post. “The 
fan comes in, presents his ‘order,’ and I meet him, shake 
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hands and congratulate him, and we’re acquainted. Maybe 
he doesn’t step right over and buy a watch or a ring, 
but he’s been done a favor of sorts, and he’s grateful. 
That’s building good-will and future purchases in my 
store.” 

Post didn’t stop at the “Lucky Number” idea. It is a 
fairly common practice in baseball for fans to vote for 
the “most popular player” or for the one driving in the 
most runs. In the latter category, Post advertised that 
he would award the top run-earner a diamond-onyx ring. 
In the event of a tie, two rings would be awarded. 

“One season it so happened that the presentations were 
to be made on a day when Al Schacht, the famous base- 
hall comedian, was on hand,” Post recalled. “Schacht 
presented the two watches to the tied players, and we all 
had our pictures in the papers. Good advertising, I say.” 

In 1946, the Erie Sailors won the Middle Atlantic 
League pennant, their first such triumph in the loop’s 
history. Post again was prominent in the celebration that 
followed. A commemorating booklet was gotten up, and 
Post was appointed chairman of a festive banquet to 
honor the team. 

It was decided to award the champion players with 
wrist watches, if enough grateful, faithful baseball fans 
could be garnered to “chip in” to pay for the watches, 
and if a number of similar watches could be obtained 
for the awards. Post and his committee worked on the 
project, and some 200 fans came through with the cash 
for the purchase. 


“It all adds up to good business,” comments Post. 


Dramatized Promotions 
(From page .154) 


loss from not having this merchandise would have a seri- 
ous effect on the annual volume of business. 

They believe if a line is not moving, or business is fall- 
ing off on that line and yet the goods have merit, it is not 
a good policy to move the goods to the back of the store, 
nor is it good policy to cut the advertising. Still working 
on the premise that the items have meritorious customer 
appeal, the thing to do is put the merchandise up front then 
get behind it with a rounded appeal which will include 
newspaper advertising, space in the window, as well as 
good counter displays. This is precisely what they did 
with their costume jewelry. Good sized ads in local papers 
in-which the various pieces were romanced and dramatized 
were backed up with a good showing in the windows. 

Because all costume jewelry ads are hand drawn, added 
interest has resulted. Then too, the same signature cut is 
used as in the regular advertising, all of which causes the 
public to realize that “this is a typical Hall ad.” Hall’s is 
one jewelry store which features costume jewelry that is 
in character with the type of store they operate; that is, 
costume jewelry merchandise that people really like to buy 
—costume jewelry which is kept for its beauty and value. 

From the experience at Hall’s, they find no reason for 
aggressive jewelers passing up so many sales in items 
which sell for from five to fifty dollars A very satisfactory 
reaction to this wanted costume jewelry has been realized 
because these lines fit into everyday needs for adornment. 











Are You Taking Stock For 1949? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything New or in Used Silver, Flat or Hollowware? 


. These are frozen assets and can readily be converted into 


CASH. 


No matter what pattern, or how large or small the quantity, 
send it and if our offer 1s not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 
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leanne Steady Regens advertising 


appears in all these leading 
national magazines. It tells the 
Regens story of top quality and 
low price, time and again, to 96 
million selected readers. Stock, 
recommend, and display Regens in 
your store and share in the profits. 


@ Works in ony weather 


@ Slide-out tank lights 
pipes, too 

@ Gucranteed against 
mechanical dfects 


@ In nickel, chrome, enamel 
or etched finish 


fan to te fy fe 


$1.50 to $2.50 
RETAIL 


For extra profits sell 
Regens Yellow Flints and 
Regens Lighter Fivid 
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Table Settings 


(From page 192) 


buffet, luncheon, and breakfast—and within the limits 
of the type of table assigned, the creation of decorative 
ideas was left entirely in the hands of the club members 
When they visited the store to select the appointments, 
assistance was available to give all possible help in work. 
ing out the details. But the overall design of the table, 
the color scheme, the linen, and the choice of accessories 
and decorations were decided upon by the representatives 
delegated by the organizations. 

This was not always as simple as it might seem. Deal. 
ing with the plans for 25 different settings and recop. 
ciling the sometimes-conflicting requirements of the 
various clubs were matters which demanded much 4i- 
plomacy— not to mention much diversity of patterns jn 
china, glass and silver! But Cooper’s managed it with 
a success that was obvious in the finished product. Each 
table had its own individual styling, and they were com. 
pleted with flower arrangements worked out by the clubs 
in co-operation with two of the local florists. All of 
these floral decorations were provided at the store’s 
expense. 

Widespread newspaper advertising, plus the personal 
interest taken by all members of the participating clubs 
and their friends, brought a big crowd to the hotel to 
see the exhibit on the opening evening. Later, after the 
ballroom had been cleared of visitors, the competing 
table settings were judged by Madeline Love, Gifts 
Editor of THE JEWELERS’ CIRCULAR-KEYSTONE, who flew 
down to Portsmouth from New York for the occasion. 

The original plan had called for the awarding of four 
$50 prizes, one for the best table in each of the groups. 
However, the settings proved to be so well done and the 
choice between them so close, that it was decided to 
reward the runners-up, too. So prizes of $12.50 each 
were given to the four tables ranking second. 

The exhibition remained open all through the follow- 
ing day and evening, and an accurate tally of attendance 
was taken by means of issuing tickets for a door prize. 
In this way it became evident that more than 2,000 res- 
idents of Portsmouth and its environs were concerned 
with the artistic and correct setting of the table. They 
were also keenly interested in the display of sterling 
silver flatware which was arranged in an adjoining room. 
More than 50 different patterns from International, 
Gorham, Wallace, Towle, Lunt, Reed & Barton, and Heir- 
loom were on view, and in addition there was a special 
showing of a group of sterling silver museum pieces. 
Representatives of several silverware firms were present 
to talk with the visitors and show them the various 
patterns. 

Selections from these patterns were used in the table 
settings as well, and to go with them the clubwomen 
chose dinnerware from Spode, Haviland, Castleton, 
Gladding-McBean, and Winfield. Glassware made by 
Fostoria, Duncan & Miller, and Cambridge appeared 
on the various tables. 

No merchandise was on sale at the exhibition, of 
course, but Mr. Goldberg feels sure that its effect will 
be highly beneficial, from a business point of view. 
This form of indirect selling brought some of the choic- 
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est selections from the store’s stock of table appointments 
for the whole town to see and admire, all in a gala at- 
mosphere away from any customer-seller restraint. Vis- 
‘tors wandered slowly along beside the roped-off tables, 
stopping for long minutes to examine each in detail and 
to discuss them with each other. There was a sense of 
friendly rivalry, too, to spur on their interest, with each 
club pulling hard for its own contribution to the exhibit. 

The management at Cooper’s was understandably grat- 
ified at the way in which the whole idea was received, 
and considers that it was successful enough to warrant 
consideration of repeating the contest sometime in the 


future. 





Record Department 


(From page 162) 


frequently. Of course, there were many repeats among 
the 15,000 customers, some of whom purchased a new 
record or two almost every week. The record department 
has accomplished two things for the store. It has brought 
in many new people, attracted by the record shop, who 
ultimately became patrons of other departments. Many 
of Comays’ customers who bought their records else- 
where are now patronizing Comays for records, as well as 
jewelry store merchandise. 

Mort Feder, manager of Comays, has some very defi- 
nite ideas on how a record department can be operated 
successfully in a jewelry establishment. 

“The most important thing to do is to employ an 


experienced manager,” says Mr. Feder. “A jeweler with- 
out experience in the sale of records who attempts the job 
may never make a success of it.” The woman who man- 
ages Comays department has had 20 years’ experience in 
the record business. She has a charming personality, is 
a lover of music and an instrumentalist. Partially on this 
account, the department also stocks popular selections in 
sheet music. 

Down the center of the record room is a self-service 
record rack, with cabinets at the base to hold reserve 
stock. Customers for popular records like to browse over 
the selection of titles and take a few records to try out 
on one of the players. There are three soundproof listen- 
ing rooms on one side of the department. A player on 
the counter across the rear of the store serves those who 
are satisfied to hear just a few strains of a record before 
making a decision. Every type of record is carried in 
stock, including more than 70 brands. A separate section 
is set apart for the display of children’s records. 

“It is a mistaken idea to believe that a record depart- 
ment caters only to young people,” asserts Mr. Feder. 
“Our department is visited by people ranging in age 
from 17 to 70 years. People of all ages and types like to 
hear records and buy them too.” By stocking classical, 
semi-classical, sacred music, westerns, polkas, hill-billy, 
and all popular numbers, Comays attracts a wide range 
of customers. Some jewelers contemplating the addition 
of a record department may have fears that it will bring 
in only the 17-18 year olds who will loiter in the store. 
Comays have no trouble of that sort. Young and old 
come to make record purchases and leave promptly after 
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The removable multiple-pass-case billfold is an acknowl- 
edged sales leader. But only Enger-Kress makes it . . . 


3 WAYS BETTER 
The flap over the end of the pass case is an exclusive, 
patent-applied-for feature which . . . 
|. Protects ends of four double view celluloid wings 
2. Prevents unsightly curling of pass case cover 
corners 


3. Gives folded ends a neat, finished, all-leather 
look. 


Quickly demonstrated, these advantages clinch sales. 
Order now for birthdays, Easter, Mother’s Day, Gradu- 
ations, Father’s Day. 
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they have heard a few records and made their selection 
Comays believes that the secret of their success jg in 
carrying a complete stock, appealing to every age group 
and not just the popular selections. About 20 per cen 
of the sales are in classicals. 


“Consistent and liberal use of newspaper advertisiy 
has been the means of attracting public attention 
quickly to our new record department,” comments Mr 
Feder. The store uses a 2-column ad 10 inches deep jn 
the Friday morning and evening editions of the local 
newspapers. The ads are of alternating appeal. One ad 
may be devoted to westerns; another may feature records 
by name bands or popular selections. Occasionally the 
space may be split, one-half to mention sacred albums or 
children’s records. The week that Prince Bertil of Sweden 
visited Rockford, Comays advertised selections in Swe. 
dish. Variety and timeliness are important elements in 
promoting record sales, the store believes. Above: the 
signature cut in the ads is the slogan “If it’s recorded— 
we have it.” 

Because the record shop has produced a marked in. 
crease in traffic through the portion of the store where 
jewelry, watches, luggage, giftwares, etc., are shown, 
sales in these departments have stepped up considerably, 
However, it is never the store policy to “high pressure” 
persons passing through the front of the store. They are 
greeted graciously and only when they express a desire 
to be shown merchandise is any attempt made to interest 
them in other departments. 

“If you plan to go into the record business, do a thor- 
ough job, to be successful” is Comays’ advice to jewelers 
who contemplate the addition of this line to their stocks. 





Jewelers’ Share 


(From page 198) 


sales, only little attention has been paid by jewelers to 
the peculiar interrelationship of income to jewelry pur- 
chases throughout all these years. 


As a matter of fact, not only have jewelry and watch 
sales risen alongside of every rise in the consumer’s earn- 
ings, but as earnings have increased, consumers have 
spent a comparatively larger share of their increased 
income in jewelry stores. 


The chart accompanying this article demonstrates the 
working of the rule by showing the relative position of 
the annual sales curve for jewelry and watches, side by 
side for each year of the percentage of the consumer's 
annual income that he has paid out for his jewelry and 
watch purchases. 


Note, for example, that during the boom year of 1929 
as much as 0.68 per cent of the total disposable income 
of $82 billions entered the cash registers of the American 
jewelers. Ten years later, when the war broke out in 
1939, 0.50 per cent went for the same purpose. But in 
between during the low year of the depression 0.38, 38 
cents in every one hundred dollars, was all that the aver- 
age consumer could afford for jewelry and watches. 


It is important to note, though, that in 1938, when 4 
slight recession interrupted the recovery, jewelry and 
watch sales dropped in volume. But, the consumer spent 
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actually a larger share of his income at the jewelers than 
during the preceding still comparatively better year. 

Point fifty-nine per cent was paid for jewelry in 194] 
the vear when this country was forced into the war. Two 
vears later the figure rose to 0.71 per cent. It amounted 
to 0.79 per cent in 1945 and 0.89 per cent in 1946, which, 
until now, represents the high point of the sales curve both 
‘, actual volume and percentage-wise to the income of the 
American consumer. Even during the “slow” year of 
1947 consumers managed their jewelry and watch pur- 
chases at the proportional level of 78 cents to $100 of 
their disposable income. 

However, the real significance of these figures for the 
future of the American jewelry business is not their un- 
usually high size but the fact that once the American 
consumer has accustomed himself to budget a propor- 
tionate part of his income for jewelry and watch pur- 
chases, he has continued within his adopted spending 
range and that the jewelry budget of the American fam- 
ily is still growing. 

To compare the last six years with the six that pre- 
ceded them, 0.74 per cent of the consumer’s earnings 
went into the purchase of jewelry. Six years earlier it 
was 0.49 per cent and still six years earlier 0.48 per cent. 
In other words. the average proportion of the consumer’s 
expenditures for jewelry and watches to his earnings are 
even higher today than were his corresponding purchases 
during the boom period. It exceeds by more than 50 per 
cent his total average rate of jewelry and watch expen- 
ditures for the whole period from 1929 to 1941. 


Jewelry stores and other outlets for jewelry and watches 


will do well to pay thorough attention to these figures and 
to what they imply. Because, if the American family 
and individual consumers have spent as much as 74 cents 
at an average for every one hundred dollars of the family 
income for jewelry and watch purchases over the last six 
years, including both the last years of the war and the re- 
turn to peace conditions, it is not unreasonable to expect 
that they will not abandon their spending level in the 
more immediate future. This is more so the case as the 
disposable income will experience a further increase 
during 1949, rising from $173,000,000,000 in 1947 and 
$187,000,000,000, in 1948 to $193,000,000,000, according 
to forecasts made by the Department of Agricultural 
Economics. 

Jewelry store sales have remained approximately at 
1947 levels during 1948. The sales rate to national dis- 
posable consumer income cannot have changed materially. 

Using the $193 billion income estimate, therefore, for 
making their calculations, jewelers will certainly not be 
far out if they plan their ordering on the assumption that 
they will deal with a $1,500,000,000 jewelry market in 
1949 (the figure quoted at the start of this article) and 
that a 10 per cent rise of their annual sales volume is 
better than just a possibility. 

In making their estimates it will be a good plan, 
also, not to pay too much attention to that old bogey, 
the high cost of living. Food may very well take 24 per 
cent of the income of Mr. Average Citizen in 1949. But, 
even if it does, he will still have $148,000,000,000 left 
of spending money which gives him plenty for other ex- 
penses, including an occasional visit at a jeweler’s counter. 
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|. Cavalier Copperware—just introduced in a line of about 
50 items. Made of heavy cold-rolled copper highly lacquered, 
pieces used for food or drink especially lined; ash trays 
are heat-proof. By National Silver Co., 295 5th Ave., N. Y. C. 


2. Beautifully and accurately modeled is this canary figure 
(5'4." overall) in Spode bone china, finished in natural color. 
Stocked by Copeland & Thompson, Inc., 206 5th Ave., New York. 


3. This richly cut compote, recently introduced to the mar- 
ket, is in Tiffin crystal glass in the "Devon" design. Retail 
about $15. From United States Glass Co., Tiffin, Ohio. 


4. New "Dorchester" chintz pattern on "Queen" spiral shape 
from Burgess & Leigh, England; done in soft yellow, pink, and 
blue; 10° plate retails at $25 a dozen; cups and saucers at 


$30. Stocked by Fondeville & Co., Inc., 149 5th Ave., N. Y. C. 


5. Ceramic from Vieux Carre finished in metallic lustres, 
this after-dinner coffee or liqueur set is priced at $12.50. 
Sold through Ruth Sloan, 406 Brack Shops, Los Angeles, Calif. 


6. Designed to please the baby as well as his mother, this 
cup and plate set has amusing animal lineaments, and it is 
finished in soft-toned glaze. The set retails at $3 and is 
available through Kay Finch Ceramics, Corona del Mar, Calif. 
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7 Some folks thought we were sticking our neck out when 


we guaranteed that nobody would ever pay a penny for 
the repair of a Zippo lighter. The truth is, we've never been 
happier about anything we've done. For we've always 
believed that public goodwill is essential to success. That's 
what our guarantee has done for Zippo and Zippo dealers. 
It has built priceless and enduring goodwill! 
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Zippo’s guarantee is UNCONDITIONAL. Here are some examples of Zippos returned to us for ‘‘re- 
pair.’’ They've been mashed by power presses, crushed by streetcars, even dredged from sea bot- 
toms. But no matter! They're all covered by Zippo’s prompt and willing Guaranteed Repair Service. 


when you sell a.=<”—~o you make a friend 


Each year we get hundreds of voluntary letters from Zippo owners telling us how 
much they prize their Zippo lighters! They represent thousands of satisfied cus- 
tomers—the kind of customers who come back to you for more. Here are examples 
of what they fell us: 


“The quality of your lighter is exceeded only “The flame of dependability is reflected in 
by the reliability of your organization.” your personnel as well as in your product.” 


ee “| ce rd “Your company shall go far and prosper. “lam very pleased to find that the management 
; ee | Your lighter is like your policy, ‘The Best.’ ” behind this fine lighter is equally as good.” 





ZIPPO MANUFACTURING CO., BRADFORD, PA. 
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Il. New on market—''Silver Flute’ stemware design with flat 
stem and flared bowl, decorated with "Heather" etching; also 
8"' plate in new "Century" flatware shape with Heather etch- 
ing. Manufactured by Fostoria Glass Co., Moundsville, W. Va. 


2. "Fleur de Blanche" is the name of this smart new din- 
nerware pattern with gardenia center and wreathed rim, done 
in grays, ‘light green, and white. Place setting priced at 
$4.95. From Jackson Vitrified China Co., 9 E. 26th St., N. Y. 


3. Part of group of new pil! boxes in Bethwood Royal China 
decorated in variety of styles with hand-painted flowers 


and touches of gold. Boxes are 2!/,"" in diameter and 1!/4"' in 
height. From Beth Weissman, .Inc., 49 W. 23rd St., N. Y. C. 


4. From Italy—handpainted fruit in natural colors on maj- 
olica plate with open-work border; 8!/2" in size, retail $42 
a dozen. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. C. 


5. Recently developed magnet knife holder, designed for 4 
ShurEdge knives and a fork, with magnetic bar keeping them 
in place. Manufactured by Robeson Cutlery Co., Perry, N. Y. 


6. Gallery tray with crest, silverplated on copper—to be 
retailed for about $3!; one of large a;sortment of new gal- 
lery trays from Lawrence B. Smith Co., 5 £. léth St., N. Y. C. 
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Your customers’ favorite subjects, chosen from Guild’s Gallery of 
distinguished art, appear as beautiful playing card designs. Enhanced 
and protected by an exclusive plastic coating, Guild playing cards 
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Jewelers display greatest interest in lines of dinner- 
ware and glassware. Little resistance to price in- 
creases on high quality merchandise. 


J EWELERS formed a good percentage of the 
unusually big registration at the Pittsburgh china and 
glass show last month, and their buying activities were, 
for the most part, in line with the general tendency toward 
conservatism. Orders were left, of course, particularly 
in those showrooms which displayed new merchandise 
of jewelry-store quality. And there was not much dis- 
cussion of price, in these showrooms. 

But many of the orders reflected, in size, a caution 
inspired by both an uncomfortably high year-end inven- 
tory and an uncertainty concerning 1949 requirements. 
Few of the jewelers actually expect business to fall offff 
appreciably this year, but they obviously don’t want to be 
caught with overloaded shelves, if a slump should occur. 

This turned out to be pretty much a dinnerware and 
glassware show, at both the William Penn and the Fort 
Pitt Hotels, with gifts running somewhat behind. Jewelers 
who have been doing such a good business in silverware 
lately are evidently finding themselves in need of com- 
plementary china and glassware-——and it was these show- 
rooms which attracted the most attention. 

In one of the busiest of the showrooms, for instance 
an entirely new line was presented by the United States 
Glass Co.—a line which starts~with decorative pieces of 
a top-flight quality rarely attempted by an American fac- 
tory. Hand blown in fine, heavy crystal glass in deeply 
curving forms, and richly cut, these vases and bowls are 
true jeweler’s pieces. They represent, however, only the 
top layer in an enormously diversified series of designs in 
both blown and pressed glass, one of them a complete 
pressed line with a triple-pearl edge pattern. All of these 
accessories and decorative items appear in crystal but 
there are also many additions to the company’s popular 
Killarney green group, which was introduced last year. 
And there are a number of handsome new stemware 
shapes and decorations, in a variety of price ranges. 

Another active showroom was Imperial’s, with its new 
cut and etched stemware lines, with flatware pieces to 
match. One shape is tall and slender, another has a cut 
and polished cube stem—and there are eight different cut- 
tings and two etchings. In addition, the “Candlewick” 
and “Cape Cod” pressed lines, which have been popular 
for years, have been increased by many pieces. 

Color is definitely coming back in glassware—deep 
colors like green and ruby and amethyst. The Duncai 
and Miller Glass Co. has added quite a few pieces to its 
ruby line, among them the ever-popular swan bowls. And 
the Viking Glass Co. has introduced a new line in 
ruby, too—a wide assortment of decorative items and 
accessories. 

Fenton Art Glass has a new deep color, too—a rich 
ivy green—to add to the other colors used in the acces- 
sory line, which include green, blue and gold overlay, 
silver crest and peach crest. And both the Silver City 
Glass Co. and the Lotus Glass Co. presented a variety 
of new items in gold-encrustations. 

In the dinnerware field, it was observed in many show- 
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Selective Buying at Pittsburgh Gift Shoy 












rooms that interest in the high-bracket lines has appar- 
ently not lessened. Jewelers were busy in all of these 
display rooms, checking on their allotments (if the fac. 
tory still operated on that basis) and selecting new pat. 
terns—all with little argument about price. Some of the 
manufacturers and importers reported that their costliest 
patterns sold readily enough to the better stores, contrary 
to pre-show concern about a possible market drop. 

Most jewelers did not fail to notice, too, that some of 
the less expensive lines of dinnerware have greatly im. 
proved in styling and quality. Startlingly effective were 
the new Hawaiian Flower patterns, done in brilliant, 
exotic colors, introduced by the Santa Anita Potteries 
(subsidiary of the National Silver Co.). Six differen 
designs were shown, each given emphasis by the nearby 
display of the real flowers brought over from Hawaii. _ 

Then there was an entirely new line of solid color din. 
nerware on a real china body, made at Lake Geneva, 
Wis., and called the “Belvedere.”’ And the Winfield line 
of dinnerware was shown, too, all of it now appearing in 
a china body instead of earthenware, with many high. 
style patterns. 

Strongly promoted was the series of about 100 new 
patterns just brought out by the Jackson Vitrified China 
Co., in the Vogue Ceramic Industries showroom. 





New Wedgwood Showrooms 


A cocktail party for the trade was held January 14 in 
the new Wedgwood showrooms at 24 East 54th Street, 
New York. Shown below is a general view of the hand. 
somely decorated new display rooms, together with a 
device designed by Hensleigh C. Wedgwood, company 
president, for the showing of service plates. 





View of room from southern end. 


Series of racked drawers 
slides between showroom 
ME and sales office, each one 
Pia holding 18 service plates. 
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On a , : Hand-decoralid Demi lasse Ss um 


WITH CONTINUAL SALES APPEAL 





6” Footed 
Bon Bon Dish 
Cat. No. 4248 
Retail 5.00 


6” Crimped 
Bon Bon Dish 
Cat. No. 551 
Retail 5.00 


6” Two-Part 
Relish Dish 
Cat. No. 4534 
Retail 5.00 
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6” three-Part 
Relish Dish 
Cat. No. 3569 
Retail 5.00 


Silver City combines the gleam of sterling and 
the glitter of crystal in these beautifully decorated 
Bon Bon and Relish dishes. 

Women everywhere like their functional beauty — 
always in good taste whatever the occasion. The 
Rhodium finished sterling in “Blossom Time” or 
“Vintage” design is non-tarnishable . .. the rims 
chip-proof ... a practical luxury moderately priced 
for everyone to enjoy. 

Silver City Sterling-on-Crystal moves so quickly 
when it is displayed, we advise you to order accord- 
ingly. Please mention catalog number and pattern. 


PHlweor Gi ( ; ‘ Writ Nov comp loli dasoripline 
: . | EZ Catalog and Pnice List today. 
AA ARMES be. Sy B Bath Weissmam, Ino, 44 Weit 23u Strat Vew York 


MERIDEN e CONNECTICUT 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


(enieay| 
ENGLAND 


Fine English Earthenware 





S$POvut . » 
‘@ SPELARCS CHINA 
ILARCS C1 English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


* 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y 
































SALESMEN WANTED 
EXCELLENT OPPORTUNITY 


FOR 
CALIFORNIA—ARIZONA—NEV ADA 
TEXAS—OKLAHOMA—ARKANSAS 
MICHIGAN—INDIANA—ILLINOIS 

VIRGINIA—WEST VIRGINIA—KENTUCKY 
NEW JERSEY—PENNSYLVANIA—OHIO 
LOUISIANA—MISSISSIPPI 
FLORIDA—GEORGIA—ALABAMA 
MARYLAND—DELAWARE—DISTRICT OF COLUMBIA 
lOWA—MINNESOTA—WISCONSIN 
NORTH AND SOUTH DAKOTA—MONTANA 


LARGE ESTABLISHED MANUFACTURER can use 
good men selling to Well Rated Retailers. 

Diamond jewelry — wedding rings, stone rings, 
emblem rings, chains, etc. 

Have no objections to one or two non-conflicting 
lines. Commissions and bonuses. 


MAIL APPLICATIONS AT ONCE 
Men living near territory preferred. 
Address Box "M., 2230," Care 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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by MADELINE LOVE 


NE of the first substantial price decreases made re. 
cently in any industry was announced by the Jackson 
Vitrified China Co., Inc., 9 East 26th Street, New York, 
at a press party and buffet supper given early in January 
at the Ritz Carlton Hotel, New York. The decrease 
ranges from 10 per cent to 25 per cent, effective imme. 
diately, and is made in spite of recent wage increases in 
the china field. According to Philip R_ Distillator, presi. 
dent of the company, this move makes it possible for the 
American vitrified china industry to meet competition 
from china manufactured beyond our borders—some. 
thing which has always been a matter of great concern to 
American manufacturers. 

Chalmers P. Emigh, who has been buying china, glass 
and silver for a long time at the Crowley, Milner & Co, 
store in Detroit, has left the retail end of the business to 
go into the wholesale. He has joined the National Silver 
Co. and will be sales representative for the state of Michi- 
gan, working out of the Detroit offices. 

The new showroom of the Hunt Glass Works, Inc., of 
Corning,, New York, in room 1015 at 225 Fifth Avenue. 
New York, were formally opened with a cocktail party 
early in January. Gray and scarlet are the dominating 
colors of the new display room making a most effective 
background for the glassware. 

Theodore Haviland II, head of Theodore Haviland and 
Co., Inc., New York, sailed January 26 for France. Mr. 
Haviland will spend about a month visiting his parents, 
Mr. and Mrs. William D. Haviland, in Limoges, and the 
Haviland factory there. 

A new line. of glassware designed by Russell Wright 
is being introduced early this year by the newly-formed 
American Crystal Co. The glass is manufacturued by the 
Duncan & Miller Glass Co. and will include both blown 
and pressed glassware. Irving Richards, of Richards Mor- 
genthau & Co., distributors of Russel Wright dinnerware. 
announced the formation of the new concern, and asso- 
ciated with him are James Duncan I], of Duncan & Miller, 
and Robert and Harry Wintringer, Jr.. of the Steuben- 
ville Pottery Co. 

Robert P. Pierce, of the Merchandise Mart, Chicago, 
has returned from Europe, where he made his second 
buying tour of the year selecting new assortments of 
china, glass and silver. In addition to his regular lines. 
Mr. Pierce has been appointed midwestern representative 
for H. M. Snelwar, Inc., importers of Beswick china. 

Michael Castro, who has been connected with Marks 
& Rosenfeld, Inc., for the past 25 years as a salesman 
covering the midwest, has joined Newland, Schneelock & 
Piek, Inc., 1107 Broadway, New York. 

Vaco Co., New York import house, has been made 
exclusive national distributor for A. B. Rorstrand Pors- 
linksfabriker—Swedish manufacturers of china and earth- 
enware. 
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~ Sell Locking Ring Sets 
by Using 
Dual Ring Clasps 


You can apply the C.&G. 
Dual Ring Clasp to any 
wedding and engagement 
rings, locking them 
together. 


Easily Applied 
Just Clamps On 
No Soldering 


@ Holds Engagement 
and Wedding Rings 
Side by Side in Up- 
right Position 

@ Comfortable — No 

Rough Edges 

Prevents Rings from 

Turning on Finger 

@ Prevents Wear Be- 
tween Rings 
Guaranteed against 
Breaking or Cracking 
RETAIL PRICE $2.75 

(Attractive Dealer 





(. & G. 








Patent No. 2281231 


empapes -— of y= =. 5 = Discounts) 
Dual as as shown 
finished free. : Order Through Your 


Material House 
Manufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 








REUTTER 
DISPLAYS 





are Designed to SELL for YOU! 


for they're expertly made and smartly designed 
to show your wares to the best advantage. Velvet 
covered forms for every purpose, card holders, 
buildups, pricing equipment; wire, plastic and 
metal easels—all at prices suited to your display 
budget. 


oe = @ 


Send for illustrated catalog of over 100 displays 


Keutter Displays 


Dept. A6 
147A Summer Street, Boston 10, Mass. 
Attractive Displays get More Attention 


























L. H. COOK 


SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


ENGINE TURNED PRODUCTS ARE 
BECOMING MORE POPULAR DAILY! 


Ask For Specifications and Prices 


LAWRENCE H. COOK, Inc. 


65 MASSASOIT AVE., EAST PROVIDENCE 14, R. I. 











YOUR FUTURE 
DIAMOND CUSTOMERS Prix 


Also your potential custom: _ 
m | 
Wid 


now. Send for our nuiasiiatis 





ers for watches. Sell them 
school rings and class pins 





catalog. Samples sent on 
memo. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 





WHEN YOU BUY A KINGSLEY, 


- anda reliable source of type, foil and service. 











FOR FEBRUARY, 1949 








KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


, Right in your 
+ See own store 


Sinisa Peau 








you get a time tested, trouble-free machine 


More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


SS 


TORU tL 


Kings leu samrns wscane co 
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Engel Heads Jewelry Industry Tax Committee 
Which Clearly Defines Aims At N. Y. Meeting 


After considering statements outlining 
the present situation, indicating that it 
was extremely unlikely that the $25 or any 
exception could be secured, the following 
policy was unanimously adopted at a meet- 
ing of the Jewelery Industry Tax Com- 
mittee held on January 14 at the Waldorf- 
Astoria Hotel, New York. 

“That the objective shall be to secure 
the complete elimination of the jewelry 
excise tax and that this objective shall su- 
persede any prior objectives or statements 
heretofore made.” f 

Leon J. Engel of J. Engel & Co., Balti- 
more, Md., was unanimously chosen to 
head the Jewelry Industry Tax Committee. 
The industry is most fortunate in the com- 
mittee’s selection as chairman of one who 
is held in high esteem by the entire trade. 
Because of Mr. Engel’s wide experience as 
a wholesaler, he is peculiarly well fitted 
to guide the efforts of the committee. He 
has been active in trade affairs and pres- 
ently serves as vice-president of the Na- 
tional Wholesale Jewelers Association. 

Reports were presented by G. H. Nie- 
meyer, temporary chairman, and by Hugh 
M. Bennett, counsel. Notwithstanding the 
recent budget report of the President and 
the apparent necessity for increased rev- 
enue, the hope was strongly expressed that 
relief from the discriminatory excise tax 
might be obtained. Labor has indicated 
that it is opposed to excise taxes, and the 
full support of the unions involved in the 
jewelry fields can be counted upon in the 
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H. A. Goldberg (left), president of the Na- 
tional Association of Credit Jewelers, and 
Maurice Adelsheim (right), president of the 
American National Retail Jewelers Associa- 
tion, congratulate Leon Engel upon his elec- 
tion as chairman of the Jewelry Industry 
Tax Committee. 


effort to secure relief. 

A meeting of the executive group of the 
Jewelry Tax Committee was held imme- 
diately following the general meeting. Plans 
were made to aggressively carry out the 
objective as stated above. By the unani- 
mous adoption of action taken at the meet- 
ings, the industry now presents a com- 
pletely united front. The industry was 
represented by the following gentlemen: 

Ex-Orricio: G. H. Niemeyer, Maurice 
Adelsheim and H. A. Goldberg. 

AMERICAN NATIONAL RETAIL JEWELERS 
AssociaTION: E. H. Belman, Allen David- 
son, James B. Dickey, Leo F. Henebry, 











Victor A. Lambert, William S. Preston, 
Sr., Wilson A. Streeter and Kenneth I. Van 
Cott. 

NATIONAL ASSOCIATION OF CrepIT Jewet. 
ers: B. N. Burnstine, Fred B. Dreifus, 
Lewis L. Silverman, Maurice M. Winston 
and Leo Weisfield. 

AMERICAN WatcH ASsEMBLERS Assocta- 
TION: A. Carnow. 

CuHIcaGo JEWELERS ASSOCIATION: George 
Engelhard. 

NATIONAL WHOLESALE JEWELERS Asso.- 
CIATION: Milton B. Freudenheim. 

Diamonps: Walter N. Kahn. 

D1AMOND MANUFACTURERS AND IMPORTERS 
AssociaTIon: Leo Kaplan. 

STERLING SILVERSMITHS GuILD: William 
F. McChesney. 

INTERNATIONAL JEWELRY 
Union: Joseph Morris. 

AMERICAN STONE IMPORTERS ASSOCIA- 
TION: Leopold Nathan. 

JEWELERS VIGILANCE COMMITTEE: Wil- 
liam B. Ogush. 

ASSOCIATE JEWELERS, 
Ostrin. 

EDUCATIONAL JEWELRY MANUFACTURERS 
AssociATION: A. O. Packer. 

JEWELRY CraFts AssociATion: W. Waters 
SCHWAB. 

New EncLAND MANUFACTURING JEWELERS 
& SILVERSMITHS ASSOCIATION: Raymond L. 
Wells. 

Also present were: Myron Everts and 
L. J. Rad as guests from ANRJA; Charles 
T. Evans, secretary, ANRJA; Louis 
Frankel, counsel, Diamond Mfrs. & Im- 
porters Assn.; Hugh M. Bennett, counsel; 
Walter J. Keeley of Lipper, Shinn & Keeley, 
counsel; and P. Irving Grinberg of the 
Jewelers Vigilance Committee. 


WorKERs 


Inc.: Herman 


— 








Jewelry Industry Council 
Outlines Plans for 49 


Although lavish in his praise of the ac- 
complishments of the Jewelry Industry 
Council, Cecil D. Kaufmann, chairman of 
the organization’s board of _ directors, 
warned that the Council would need more 
widespread support in order properly to 
assist the industry in the future. 

Speaking at the Jewelry industry Coun- 
cil’s second annual membership meeting, 
in the Waldorf-Astoria, New York, on Jan- 
uary 16, Mr. Kaufmann said: 

“Allow me to tell you that the worse 
things become, the more you need this 
council; the more you need to be sub- 
sidized, the more potent the vehicle of 
support must be. The heavier the load on 
the bridge, the greater the stress on its 
perpendiculars, the stronger it must be 
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built; and the worse things become, the 
stronger should be the council for your 
own selfish benefits.” 

As part of his annual report, Albert E. 
Haase, executive director, included a com- 
prehensive illustrated presentation on the 
accomplishments and future program of 
the Jewelry Industry Council. He declared 
that the nation-wide promotions instituted 
by the council last year had established the 
effectiveness of such coordinated activities 
and had brought home to the retail jewelers 
“the value of concerted action in their own 
community in competing with other indus- 
tries for their share of the consumer 
dollar.” 

The first of these drives, “The 1948 Silver 
Parade,” was followed up with a question- 
naire to which 53 per cent of the retailers 
responding reported increased sales and 
the suppliers reported that a sales dip 
was corrected during the drive and the 





industry’s sales curve sent on an upward 
spiral. 

The second of these promotions, Mr. 
Haase said, was the “Watch Parade” last 
October, which was followed by a similar 
questionnaire. Of those retailers respond- 
ing, 54.7 per cent reported an increase in 
the use of the lay-away plan for the sale 
of watches; 51 per cent said the outright 
sale of watches had increased, and 37.9 
per cent reported an increase in the sale 
of watch attachments. 

The council’s program for the current 
year, Mr. Haase said, includes a diamond 
promotion from March 27 to April 9, an- 
other Silver Parade from May 9 to 25, and 
a nation-wide watch promotion in the fall. 
He further reported that a special com- 
mittee of retailers would shortly be ap- 
pointed to study and report on additional 
nation-wide promotions. In addition, he 

(Please turn to page 222) 
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CHICAGO JEWELERS, GUESTS, MEET AT 75th BANQUET 
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CJA Continues Unbroken Series With 75th Annual Fete; 
Approximately 1200 Members and Guests Dine at Stevens 


Gathering for their 75th consecutive an- 
nual banquet, members of the Chicago 
Jewelers’ Association and their guests as- 
sembled at the Stevens Hotel, Chicago, on 
Jan. 8. 

Approximately 1200 persons gathered 
for this 75th annual affair—the longest 
unbroken series of such banquets for any 
organization in the jewelry industry—and 
found the evening a thoroughly delightful 
one with a splendid dinner, excellent en- 
tertainment and unbounded good fellow- 
ship. 

As usual a reception and cocktails occu- 
pied the hour.from 6 to 7 P. M., imme- 
diately preceding the banquet, an oppor- 
tunity for mingling which everyone seemed 
to enjoy. Presiding at the head table was 
John M. Biggins of the Elgin National 
Watch Co., president of the association, 
flanked by dignitaries of the jewelry indus- 
try together with several state officials. 


HEAD TABLE GUESTS 


Guests at the head table included: Guy 
V. Dickinson, honorary member, Chicago 
Jewelers’ Association; Dr. Louis L. Mann, 
Sinai Temple; Maurice Adelsheim, presi- 
dent, American National Retail Jewelers’ 
Association; Allen Davidson, president, 
Boston Jewelers Club; Lester F. Morse, 
president, Jewelers Board of Trade; G. H. 
Niemeyer, chairman, Jewelers’ Vigilance 
Committee; H. A. Goldberg, president, Na- 
tional Association of Credit Jewelers; R. 
Dix Edwards, president, National Whole- 
sale Jewelers’ Association; Edward O. Otis, 
Jr., president, New England Manufacturing 
Jewelers’ & Silversmiths’ Association, and 
Norman M. Morris, president, The 24-Karat 
Club of the City of New York. 

Following the dinner, the entertainment 
committee provided an excellent floor show 
of nine acts introduced by Jack Herbert, 
master of ceremonies, with music by Al 
Marney and his orchesra. The production 
was under the direction of Miss Doris 
Hurtig. At the close of the entertainment 
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the assemblage formally adjourned to re- 
gather in groups in various suites through- 
out the hotel where hospitality continued 
to be dispensed for most of the rest of 
the night. 

As a souvenir of the occasion each diner 
was presented with a handsome Elgin watch 
mounted on a “precium” metal money 
clip. 

Members of the banquet committee, in 
addition to President Biggins were Mar- 
shall Spies, chairman, R. Schell Hulbert, 
Mead Montgomery, Herbert Jacobs, Charles 
G. Brown, David E. Newman, James H. 
Swartchild, Thomas G. McMahon, and 
Charles D. Ellbogen. 

Present officers of the association are: 
John M. Biggins, president; Mead Mont- 
gomery, vice-president; Charles D. EIl- 
bogen, treasurer, and Francis V. Healy, 
secretary, with the following in addition 
to the officers as directors: Herbert Jacobs, 
James M. Clifton, Alvin N. Long, Harold 
R. Johnson, James H. Swartchild, Marshall 
Spies, Claud Wheeler and Warren K. Hen- 
driks. 


Blind Veterans Get Watches 
From N. J. Watchmaking School 


Braille watches were sent to 16 blind 
veterans as Christmas gifts by the student 
body and faculty members of the New 
Jersey School of Watchmaking. 

The watches, which were bought with 
money collected at the school, have raised 
Braille dots on the face in place of figures 
so that the hour can be told by touch. This 
marks the second successive year that 
Braille watches have been distributed in 
this manner by the students of the school. 

Archie F. McGhee, director of the school, 
announced that he will endeavor to make 
the presentation of watches an annual cus- 
tom of the school as long as there are blind 
veterans without watches. 








Chicago jewelers and their quests pause to 

have their pictures taken at the CJA's an- 

nual banquet—the 75th time for this tra- 
ditional affair. 





Handsome watch mounted money clips were 
given as souvenirs of the event 





Got An Extra Engraving Block? 
If So, Maybe You Can Help 


Disabled veterans who are building post- 
war lives for themselves as engravers and 
watchmakers at the Halloran Veterans Hos- 
pital, Staten Island, N. Y., are in urgent 
need of an engraving block. The engraving 
block is needed for a class which has been 
set-up primarily for its therapeutic value in 
muscular co-ordination. 

The hospital had made several attemps to 
secure an engraving block but these were 
without avail. Finally they called upon a 
local veterans organization for help in secur- 
ing this item. 

If you should have a spare engraving 
block on hand you can perform a charitable 
act by donating it to these disabled veterans 
so they can prepare for useful careers in the 
jewelry industry. Please contact Sidney R. 
Dembner, Richmond County Chapter #1, 
American Veterans Committee, P. O. Box 
96, Staten Island, N. Y. if you can help in 
this worthy cause. 
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Jewelry Leaders Assemble for 24 Karat Fete 





N.Y. 24-Karat Club Plays Host to 


Over 1,300 Join in Festivities at the Waldorf-Astoria 


Ail previous attendance records set at 
annual banquets of the Jewelers 24 Karat 
Club of the City of New York were broken 
at the organization’s 46th annual affair 
which was held on the evening of Saturday, 
January 15th, at the Waldorf-Astoria Hotel. 
Over 1300 members and their guests filled 
the huge ballroom and the first tier of boxes 
to overflowing. 

An outstanding success from every point 
of view, the dinner started as usual with a 
reception at 6:30 with the guests taking 
their place at the tables in the grand ball- 
hoom promptly on the stroke of 7 o'clock, 
the honored guests who were scated at the 
head table being escorted by members of 
the 24 Karat Club’s Reception Committee. 
The proceedings began with the singing of 


the “Star Spangled Banner” by the as- 
sembled diners and invocation was _ pro- 


nounced by Rabbi Henry E. Kagan. Nor- 
man M. Morris, the newly elected president 
of the club, welcomed the members and 
their guests in a short speech and the serv- 





This handsome overnight suitcase—a gift to 
gladden the heart of any lady—was the sou- 
venir presented to each member and guest 
who attended the 24-Karat Club banquet. 
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ing of the banquet commenced shortly 
thereafter. 


Following the serving of the usual elabo- 
rate dinner there was a brief intermission 
during which the banqueters circulated 
among the tables greeting old friends and 
renewing old acquaintances. Promptly at 
9:30 an entertainment was presented with 
Peter Donald of radio fame, handling in 
clever fashion the master of ceremonies 
assignment. The formal proceeding con- 
cluded with the singing of “Auld Lang 
Syne” and the formal party broke up into 
smaller informal gatherings — scattered 
through the suites of the hotel for the cus- 
tomary informal round of parties and good 
fellowship. 


SOUVENIR OF THE OCCASION 


Each member and guest in attendance 
was presented with a handsome over-night 
suitcase for ladies, fitted with an array of 
cosmetics, creams and lotions. 

Seated at the head table as 
honor in addition to President Morris and 
Rabbi Kagan were: Sigmund Cohn, Hono- 
ray Member, The Twenty-Four Karat Club 
of the City of New York: Otto D. Wormser, 
Honorary Member, The Twenty-Four Karat 
Club of the City of New York; Allen 
Davidson, President, Boston Jewelers Club: 
Edward O. Otis, President, New England 
Manufacturing Jewelers’ and Silversmiths’ 
Association; R. Dix Edwards, President, 
National Wholesale Jewelers’ Association: 
Cecil D. Kaufmann, Chairman, Jewelry In- 
dustry Council; Maurice Adelsheim, Presi- 
American National Retail Jewelers 
Association; D. E. Hutchinson, President, 
Canadian Jewelers Association; William 
M. Birks, C.B.E., LLD., Montreal, Quebec: 
G. H. Niemeyer, Past President, The 
Twenty-Four Karat Club of the City of 
New York: Sinclair Weeks, President, 
Sterling Silversmiths Guild of America; 
H. A. Goldberg, President, National Asso- 


guests of 
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Nation's Jewelry Men; 
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ciation of Credit Jewelers: John M. Big- 
gins, President, Chicago Jewelers Associa. 
tion; Lester F. Morse, President, The 
Jewelers Board of Trade; Alpheus L, 
Brown, Honorary Member, The Twenty. 
Four Karat Club of the City of New York, 
and Frank C. Beckwith, Honorary Mem. 
ber, The Twenty-Four Karat Club of the 
City of New York. 

Chairman of the Banquet Committee 
which made all arrangements for the affair 
was W. Waters Schwab, assisted by G. H. 
Niemeyer, Honorary Chairman; Jerome T. 
Agate, Harry J. Bromley, Peter M. Fahren- 
dorf, Henry I. Jacobson, Julius Kaufman, 
William B. Ogush, August O. Jacker and 
Reginald Reichman. 

The Reception Committee was headed by 
August O. Packer, Chairman, and the fol- 
lowing members: W. Ross Atkinson, John 
H. Ballard, Herman L. Baskin, Howard 
W. Boynton, Walter Eitelbach, George 
Engelhard, William Gordon, Roland Gsell, 
Walter N. Kahn, Benjamin S. Katz, Wil- 
liam A. Kinsman, Royal C. Linthicum, 
William F. McChesney, Jacob Mehrlust. 
Craig D. Munson and Daniel Price. 


-_—— - _ 


National Ad Campaign 
Inaugurated by AGS 


For the first time in its 15-year history, 
the American Gem Society is inaugurat- 
ing advertising in a national magazine. 
This campaign is for the benefit of Regis- 
tered Jewelers of the American Gem So- 
ciety and is being made possible by their 
cooperative efforts. 

The present campaign is composed of 
four ads which will appear in the Saturday 
Evening Post. The first advertisement will 
be in the March 5 issue of the magazine 
to be followed by one advertisement during 
the months of April, May and June. 

The advertisements are designed to ac- 
quaint the public with the “added _ser- 
vice” which it can receive from a Regis- 
tered Jeweler, American Gem Society, be- 
cause of his scientific education, his ex- 
perience and his business integrity. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

























Doughton is Cautioned 
On Excise Tax Statements 


If Robert L. Doughton, chairman of the 
House Ways and Means Committee, fol- 
lows the advice offered in a recent letter 
from the Jewelry Industry Tax Committee, 
he will probably win the admiration and 
respect of the committee. Mir. Doughton’s 
predecessor, Harold Knutson, seemed to 
possess a talent for making ‘statements 
about possible removal of the jewelry ex- 
cise tax, and at times. was known to have 
stated specific dates when the tax would 
he removed. Needless to say, Mr. Knutson 
was censured by the Jewelry Industry Tax 
Committee a number of times for the de- 
terrent eflect his remarks made on jewelry 
store sales. 

¢. H. Niemeyer, temporary chairman of 
the Jewelry Industry Tax Committee, wrote 
Mr. Doughton recently and asked him to 
consider the few simple suggestions offered 
therein before making public any  state- 
ments about the elimination of the excise 
tax on jewelry. 

The letter, in its entirety, is as follows: 

Under date of July 23, 1948, we wrote 
vour predecessor, Mr. Knutson, and 
should now like to bring to your at- 
tention: 

l. That public statements regarding 
the possible elimination or reduction in 
jewelry excise taxes had an immediate 
deterrent effect upon business. Prospec- 
tive buyers say “We'll wait.” 

2, As and when any action is taken on 
excise taxes it should provide that the 
change become effective immediately. 

Otherwise, a future effective date would 
do considerable harm to our industry. 
For example, President Truman’s state- 
ment in January, 1947, that the war time 





tax would be reduced in July, 1947, 
caused an almost complete stoppage of 
the retail jewelry business. The effect 
was minimized only when Congressman 
Grant's bill extending these taxes was 
passed. 


Aside from our objections to the dis- 
criminatory and excessive nature of this 
tax, we are now suflering irom a decline 
in our overall business. 

Your consideration and that of your 
Committee to the above will be greatly 
appreciated by our industry. 


NAC) Elects Officers 


Directors of the National Association of 
Credit Jewelers have elected officers for the 
current year as follows: President, H. A. 
Goldberg, Cooper’s, Inc., Portsmouth, Va.; 
First Vice-President, Clarence Olsen, OI- 
sen & Ebann Jewelry Co., Chicago, IIL: 
Second Vice-President, Myer B. Barr, Barr’s 
Jewelers, Philadelphia, Pa.; Third Vice- 
President, A. E. Newmark, Newmark’s. 
Chicago, Ill.; Fourth Vice-President. Irving 
J. Wolfgang, Cole & Erwin, Inc., Detroit. 
Mich.; Secretary, Samuel Gerson, Gerson’s. 
Inc., Detroit, Mich.; Treasurer, Seymour 
Greenberg, Royal Diamond & Watch Co.. 
New York, N. Y. Wm. Wagner continues 
as executive secretary. 
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$5.07 saved a contract 
eo-and a man’s business 





Special switches were neeced to complete an electrical instrument contract. 
Late delivery of finished items would kill chances of future orders and lay off men. 
Switches were 1100 miles away, but Air Express delivered the 15-lb. package 
at 3 A.M.—8 hours after pick-up. Cost, only $5.07..-Air Iixpress now used 
regularly. Keeps down inventory, improves customer service by early delivery. 
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Low as $5.07 was, remember Air Ex- World’s finest Scheduled Airline f leet 
press rate included door-to-door service, carries Air Express. 24-hour service — 
receipt for shipment and more protec- speeds up to 5 miles a minute. Direct to 
tion. It’s the world’s fastest shipping ser- over 1000 airport cities; air-rail for 
vice that every business uses with profit. 22,000 off-airline offices. 





FACTS on low Air Express rates: 


17-lb. carton of hearing aids goes 900 miles for $4.70. 
12 lbs. of table delicacies goes 600 miles for $2.53. 
(Same day delivery in both cases if you ship early.) 


Only Air Express gives you all these advantages: Special pick-up and 
delivery at no extra cost. You get a receipt for every shipment and delivery is 
proved by signature of consignee. One-carrier responsibility. Assured 
——— too—valuation coverage up to $50 without extra charge. 

ractically no limitation on size or weight. For fast shipping action, 


phone Air Express Division, Railway 


“Air Express delivery” on orders. 


SPECPY YH 
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Express Agency. And specify 





Rates include special pick-up and delivery 
door to door in principal towns and cities 











AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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WALTHAM T0 GET $5,000,000 RFC LOAN 


Waltham Watch Co. Faces Future With Renewed Hope 
Since Federal Agency Grants Financial Assistance; 
Additional Capital To Come From Other Sources 


The $9,000,000 needed by Waltham 
Watch Co. to resume operations is virtually 
assured. 

Five-million dollars will be loaned the 
company by the Reconstruction Finance 
Corporation, according to an announcement 
made on Jan. 25. Another million will be 
provided by the RFC and Boston banks. 
The remaining $3,000,000 will be raised by 
workers, merchants, stockholders and others 
interested in the firm’s future. 

At press time all that remained for com- 
pletion of the RFC loan was approval of 
the Federal District Court at Boston. 

The 98-year old Waltham Watch Co. 
closed its plant on December 31, 1948, and 
laid off 2,300 employees. Paul P. Johnson, 
president of the company since July, 1948, 
said this was necessary “because arrange- 
ments to finance the company’s 1949 oper- 
ations have not been completed.” 

In September, 1948, the Waltham Watch 
Co. appealed to the Reconstruction Fi- 
nance Corporation for a $9,000,000 loan 
through the Boston RFC office, who in turn, 
submitted it to Washington for considera- 
tion. Failing to get immediate action it 
became necessary for the Waltham Watch 
Co. to voluntarily enter Chapter 10 of the 
Federal Bankruptcy Act for the purpose of 
submitting a plan of re-organization and 
financing. 

Federal Judge George C. Sweeney ap- 
pointed three trustees to organize the firm, 
Daniel J. Lyne, Jacob J. Kaplan, and C. 
Keefe Hurley. The trustees requested the 
court for the authorization of the issuance 
of $1,000,000 of trustees certificates. The 
court authorized but $350,000 worth of cer- 
tificates, the balance of $650,000 to be 
issued with the consent and approval of 
the banks involved. This loan was only 
enough to meet the payroll due December 
31, and to carry along a part of the sales 
foice and the maintenance force, but not 
to resume the manufacture of watches. 


AROUSES CONSIDERABLE COMMENT 


Announcement of Waltham’s bankruptcy 
resulted, immediately, in considerable com- 
ment and speculation concerning the basic 
reasons for the firm’s financial difficulties. 

Walter W. Cenerazzo, president of the 
American Watchworkers Union, who has 
made innumerable statements since the 
firm’s announcement on December 27, be- 
lieves that among the factors responsible 
for the present difficulties of the company 
is the large number of Swiss movements 
that are being imported which compete 
with the American product. 

In direct contrast to Mr. Cenerazzo’s 
statement that the import of Swiss watches 
is partly responsible for Waltham’s difficul- 
ties, Abraham Carnow, president of the 
American Watch Assemblers Association, 
denied that this was so. In a telegram to 
JC-K, Mr. Carnow, who heads an organi- 
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zation composed of 85 firms and represent- 
ing a $425,000,000 U. S. industry, stated: 

“Tt is with regret that we have learned 
of the financial difficulties of the Waltham 
Watch Co., Waltham, Mass. For the bene- 
fit of the entire watch industry, it is our 
sincere hope that Waltham will very shortly 
be able to make the necessary financial 
arrangements that will permit the resump- 
tion of operations. 

“In connection with the Waltham an- 
nouncement regarding its difficulties, state- 
ments have been made to the press which 
seem to unfairly place the blame for Wal- 
tham’s problem on imported watches. These 
statements require clarification since they 
create an erroneous impression. 

“The difficulties of the Waltham Com- 
pany were not due to competition, either 
from imported watches or from other do- 
mestic watch production. These difficulties 
were clearly stated by Paul P. Johnson, 
president of the company, at a stockholders’ 
meeting on September 10, 1948, when he 
said: ‘Waltham has a selling and engineer- 
ing job to do and it will be necessary for 
the company to make big improvements to 
restore its product to public favor.’ 

“Tt is significant that the other two large 
American watch manufacturers—Elgin Na- 
tional Watch Co. and Hamilton Watch Co. 
have reported that they operated through- 
out the year at peak capacity and were 
able to sell all the watches they could pro- 
duce. Therefore, 1948 has resulted in the 
largest production and sales volume as well 
as the largest earnings in their history.” 

Significant, too, was the statement by 
Jean R. Graef, of New York, called in 
July by Waltham as a style consultant. He 
struck out at statements that the importa- 
tion of Swiss movements was causing the 
downfall of the Waltham Company. 

“That is absolutely not so,’ Mr. Graef 
stated. “I am a stockholder in the Hamil- 
ton Watch Company and in the Elgin 
Watch Company and I[ can state that they 
have never made as much money in their 
existence as they are today. Your financial 
records will show the Elgin Company just 
declared an extra dividend. They have 
been faced with exactly the same type of 
competition as the Waltham Company.” 


WALTHAMITES FORM COMMITTEE 

A so-called United Waltham Committee, 
designed to help in the re-establishment of 
the company, was organized with Waltham’s 
Mayor John F. Devane, as chairman. A 
public meeting was set for January 18 in 
the Hovey Memorial Auditorium, Waltham, 
with state and Federal officials invited to 
attend. 

“The United Waltham Committee will 
exert every possible effort to see that the 
Waltham Watch Company is preserved as 
a going concern, not alone because of its 
economic importance to our community, 
but because of the tremendous value of its 





skilled workers to our country in time of 
war, Mayor Devane said. “This committee 
will energetically pursue all possible Means 
to secure protection for this concern and 
the entire American jeweled-watch industry 
from the ruinous competition of imported 
Swiss watches, a largely contributing factor 
to the present situation. During Worl 
War II, the entire resources of this plant 
were diverted to war production,” he added, 
“while the domestic market for their peace. 
time product suffered disastrous shrinkage 
because of the importation of foreign 
watches.” 


JIC Announces ‘49 Plans 
(From page 218) 


said, the council was working on a year 
‘round calendar of promotional opportuni. 
ties. 

In urging united action in the industry 
behind the council, Mr. Haase pointed out 
that the jewelry industry isn’t the only in. 
dustry which recognizes the need for such 
cooperative effort. 

“You would normally expect competition 
from the other so-called luxury items,” he 
said. “You would logically recognize, too, 
the pressure you're getting from automo. 
biles, radios, television, home furnishings 
and clothes. But today even staples, the 
so-called necessities of life, are actively 
organized to get a greater share of the con- 
sumer’s dollar.” 

A chart, using stacks of coins as an illus- 
tration, showed the sums that some other 
industries are spending in programs simi- 
lar to that of the Jewelry Industry Council. 
It was shown that in 1948 $2,500,000 was 
invested in the promotion of the consump- 
tion of more bread, $2,000,000 was spent 
in promoting the use of coffee, $2,500,000 
for meat, and $1,855,000 for oil. These 
“War chests” compared with only $271,000 
for jewelry. 

Mr. Kaufmann urged the members to 
make an effort to bring new members 
into the Jewelry Industry Council. 

Victor A. Lambert, of Lambert Brothers, 
New York, vice-chairman of the council, 
also stressed the importance of increasing 
the membership of the organization in order 
to compete successfully for the consumer 
dollar. He then introduced Edward C. Dow- 
den, in charge of membership, who outlined 
a concerted membership drive which will 
be conducted during the current year. 

A directors’ meeting was held immedi- 
ately after the membership meeting, at 
which it was announced that the following 
had been re-elected as officers: 

Cecil D. Kaufmann, chairman; Victor 
A. Lambert, Lambert Brothers, Inc., vice- 
chairman; Harry J. Bromley, National 
Jeweler, Secretary, and Leonard Shiman, 
Shiman Manufacturing Co., Inc., treasurer. 

Elected as directors for two-year terms 
were: Charles G. Brown, Stein & Ellbogen 
Co., Chicago; Leon J. Engel, J. Engel & 
Co., Baltimore; James H. Hetzel, Eisen- 
stadt Manufacturing Co., St. Louis; Edward 
O. Otis, Jr., Otis Co., Providence; Gerald 

(Please turn to page 247) 
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Observance of National Watch Repair Week 
Will Feature UHAA’'s Program for This Year 


Objectives of the United Horological ¢ 


Association of America for the coming year 
are not entirely new. The sole purpose of 
the association remains as it always has 
heen—the advancement of the ethics and 
education of the watchmaker at the bench. 
Listed below are the six principal points in 
the UHAA program for 1949. 

First point on the UHAA 1949 program 
is the sponsorship of the first U. S. Horo- 
logical Exhibit in recent years. Held in 
conjunction with the annual UHAA con- 
vention, four full days of horological ac- 
tivity and exhibits are scheduled starting 
May 19th at the Hotel Sherman, Chicago. 
Organized on an educational theme, the 
Exhibit’s secondary aim, following the pri- 
mary one of bringing all the industry to- 
gether in one show, is to familiarize the 
public with the professional skill and 
knowledge required in the manufacture 
and repair of fine time pieces. 

Various watch and clock collections, 
special craftsmanship and merchandising 
displays of interest to both the watchmaker 
and the public, will be exhibited. 

The Exhibit committee, representing 
leaders from all phases of the horological 
industry, insures a _ well-balanced and 
smooth functioning show. 

National Watch Repair Week, scheduled 
for August, 1949, is the second point on 
UHAA’s list of 1949 activities. This annual 
observance, coming late in the summer fol- 
lowing several month’s of sport and vaca- 
tion time, will be promoted on a national 
scale. Sponsored by UHAA, it will be given 
strong support by all of the industry’s al- 
lied groups. 


TO EXPAND CERTIFICATION 


The UHAA certification program, num- 
ber three on the association’s program for 
1949 is to be expanded as rapidly as pos- 
sible. During the month of November, 
UHAA gave 47 examinations and is making 
preparations to handle a minimum of 100 
examinations each month in the coming 
year. 

A broad and far-reaching publicity cam- 
paign is being built around the individual 
certificate holder. The purpose is to give 
public and trade recognition to those in- 
dividuals who have succeeded in passing 
the examination. 


Point number four, the foundation and 
still a major aim of UHAA’s activities for 
the new year, is the registration of watch- 
makers. About 12 state watchmaker or- 
ganizations have indicated their intention 
to introduce licensing bills at the meetings 
of their state legislatures. 
based on successful fights for registration 
in the seven states now having licensing 
laws, is being prepared by UHAA. Book- 
lets and pamphlets of several types will be 
made available by UHAA to state organi- 
zations to aid their various legislative pro- 
grams. 

School accrediting is point number five. 
The UHAA schools accrediting committee 
is revising standards for school operation. 
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New material. 





All schools now subject to the UHAA ac- 
crediting standards will be re-inspected in 
1949, and fully advised regarding the fu- 
ture standards required by the association. 
However, standards must not only be main- 
tained, but raised in progressive steps. 
Sixth, the UHAA is advancing a plan 
which the association believes will stimu- 
late original work among American watch- 
makers. As now visualized, the project in- 
volves a yearly contest. A gold medal and 
a certificate of recognition will be pre- 
sented to the American watchmaker who 





presents the most interesting, original and 
practical paper or thesis on any phase of 
horology. The contest will be announced, 
after the selection of qualified judges, and 
it is planned to have the winner present at 
the 1950 convention to present his paper 
and receive the award. 


Benrus Receives Award 


The Benrus Watch Co., 200 Hudson St.. 
New York, N. Y., has been awarded a cer- 
tificate designating the Benrus “Sky-Chief” 
chronograph as the Official Watch of The 
Academy of Model Aeronautics. The Acad- 
emy of Model Aeronautics, 1025 Connecti- 
cut Ave., Washington, D. C., is a division 
of the National Aeronautic Association, 
and is the United States representative of 
the Federation Aeronautique Internationale. 





You will want 


these NEW Rings-O-Bliss in 
your store because ... 


i you will find them to be exciting new 
and different designs superbly executed by 
master craftsmen . . . striking, enchanting 
creations to sell your customers right 


on the spot. 


proven, consistent fast sellers. 


Write for them today. 


The prices of sets shown here are particularly 
attractive, so place your order now! 


BLISS RING COMPANY 
29 E. Madison St. © Chicago, Illinois 


Send for our Catalog 


you will know them to be dramatic 
proof of our pledge to give you constant 
improvement in a line of rings already fine... 
an ever more modern assortment of time- 


you will display them to unusual 
advantage . . . an attractive leather-bound 
window tray comes free with your initial order 
of Rings-O-Bliss. Also yours for the asking 
are a number of newspaper mat ads for 
displaying Rings-O-Bliss in your local paper. 


you will sell them readily and with 
confidence . . . readily because they have the 
inherent customer-appeal of fine jewelry .. . 
with confidence because our sound policy 

of prompt delivery has always meant satisfied 
customers to dealers everywhere. 





223 








Set Up Minimum Standards 
For Watchmaking Schools 


The question of standards for horologi- 
cal school accrediting has long been a mat- 
ter of concern to the average person who 
is interested in the jewelry industry. In 
1939 the United Horological Association of 
America set up the first, and for many 
years the only standards by which the 
quality of horological training could be 
judged. As a result of continued research 
since then, the association has recently 
completed a new set of minimum standards. 

Every school teaching watchmaking in 
the United States and Canada has been 


Linde Synthetic 
Sapphires and Rubies 
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Rothenberg 





224 





surveyed by the association, all by ques- 
tionnaires, and many by personal visits of 
the members of the executive board of the 
UHAA. 

Although the curriculum, as outlined in 
the new rules, is a minimum standard as 
far as hours are concerned, it covers every 
subject necessary to the training of a com- 
petent graduate. It has been carefully 
worked out so that the progression of work 
is from the simple to the more compli- 
cated. Stress has been placed on the prac- 
tical side of the training, with the result 
that the student spends the greatest amount 
of time learning those things which the 
repairman must do most frequently. In any 
training program. but particularly in such 


Selections from 
the vast J. & H. Flyer 
platinum and diamond 
line... THE LINE 


WITH SALES APPEAL 


37 W. 47th ST. 
NEW YORK 
17, 7 4. 











a technical field as watchmaking, it is very 
important that students’ work be confined 
to those channels which experiences ha 
shown lead to the desired goal. ae 

In order to qualify for accreditment 
each school must meet at least the mini- 
mum standards set up by the UHAA. These 
standards specify minimum standards oe 
subjects and the time to be devoted to 
each subject; the minimum length of the 
course and classes; qualifications of in- 
structors; enrollment requirements: shop 
and lecture space; student records. and 
safety and equipment requirements. The 
association recommends that no school be 
satished when minimum standards are met. 
but that every school continually endeavor 
to improve its standing. 


Dr. C. Engelhard Reviews 
Platinum Metals in '48 


“Two-thirds of all the platinum metals 
sold to United States consuming industries 
in 1918 were for electrical, chemical, dep. 
tal and miscellaneous purposes of an ip. 
dustrial nature, indicating that these pre. 
cious metals served the public extensively 
as hard-working metals as well as for 
adornments,” Dr. Charles Engelhard, presi- 
dent of Baker & Company, Inc., world’s 
leading dealer and refiner of platinum 
metals, said recently. 

“Sales of all six metals - to 
United States consuming industries during 
the first nine months of 1948.” Dr. Engel- 
hard stated, “amounted to 259,000 ounces 
including approximately 14.000 ounces of 
platinum and 13,000 ounces of palladium 
per month according to the latest reports. 
The commercial importance of palladium 
is approaching that of platinum and far 
outranks the four other platinum metals— 
rhodium, ruthenium, iridium and osmium, 


“Palladium is reaching new heights in 


platinum 


popularity as a precious metal for jewelry. 
Jt is very similar to platinum in appear- 
ance and durability and more articles per 
ounce are obtained from the lighter pal- 
ladium. Fashion designers and _ retailers 
now have a better appreciation of the 
importance of palladium to the jewelry 
industry. The whiteness and_ reflectivity 
of palladium enhances the color and _bril- 
liance of diamonds and other jewels, and 
palladium settings have strength to hold 
gems securely. 

“Rhodium, which 
whiteness and reflectivity than the better 
known and more abundant platinum and 
palladium, is the ideal metal for surface 
finishing as it does not discolor and it 
resists wear. Although rare and costly, 
the simplicity of plating operations, plus 
its ability to do the job with a remark- 
ably thin deposit, bring unit costs into 
reasonable ranges. 

“Ruthenium is used to harden palladium 
expecially in jewelry alloys in the ratio 
of about 5% ruthenium and 95% _pal- 
ladium. 

“The future of platinum metals seems 
well established for many years to come. 
Constant research has found, and will con- 
tinue to discover, many new uses in all 
industries. All the platinum metals are 
steadily gaining recognition as hard-work- 
ing metals having high salvage value.” 


possesses = greater 
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JSAs Annual Meeting Draws Nation-Wide Attendance automobiles which are not, at present, cov- 





The annual luncheon meeting of the ad- 
committee of the Jewelers’ Security 
Alliance was held in LePerroquet Suite of 
the Hotel Waldorf-Astoria, New York, on 
Saturday, January 15. Members of the 
advisory committee from virtually all of the 


vISOry 


48 states were present. 

Walter Eitelbach, president of the Alli- 
ance. was chairman, opening the meeting 
and introducing the principal speaker, 
Judge James Garrett Wallace of the New 
York Court of General Sessions. Judge 
Wallace spoke to the group concerning 
many of the interesting cases involving 
jewelry which had come to his attention 
during his years on the bench. 

Following Judge Garrett, William Ogush. 
chairman of the JSA’s insurance commit- 
tee, reported on arrangements the Alliance 
has made with the Travelers Insurance 
Company to provide group life insurance 
for members and their employees. (De- 
tails of this insurance plan are covered in 
a separate article elsewhere in this issue 
of THe JEWELERS’ CIRCULAR-KEYSTONS. ) 

A consideration of insurance, as related 


Diamond Men Get Together, 
Organize Tax Committee 


The Diamond Manufacturers and = Im- 
porters Association of America, Ine., on 
Dec. 10, 1948, created a standing com- 
mittee known as the Diamond Industry 
Tax Committee. The members appointed 
to this committee are the following: Aaron 
Koenig, Charles Baumgold, Harry Wachs- 
berg, Josef Spira, Leo Kaplan, Al Lam, 
Harry Winston, Jack Solow, Alexander 
Van Thyn and George Fine, president of 
the association. 

An executive committee was appointed 
lo carry out the program adopted which 
is as follows: 

(1) The Diamond Industry Tax Com- 
mittee will invite representatives of other 
diamond organizations to participate with 
if. 

(2) The DITC will request membership 
and representation in the Jewelry Industry 
Tax Committee. 

(3) The DITC will take all necessary 
steps to bring about relief from the ill 
eflects of the present excise tax laws. 

The Diamond Workers Protective Union 
of America and the International Jewelry 
Workers Union formally affiliated them- 
selves with the Diamond Industry Tax 
Committee on Dec. 23, 1948. On Jan. 11 
the Diamond Center became formally af- 
filiated with the DITC in this effort. It is 
expected that the Diamond Dealers Club. 
whose representatives attended the con- 
ference, will shortly also affiliate them- 
selves with the DITC. 
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ered by block policies. 

Introduction of the subject of robberies 
irom salesmen led, quite naturally. to a 
short talk by Major J. T. Montgomery, 
| M. A. Mead & Co., Chicago. He pointed 
| out how the Chicago Jewelers’ Association. 

in cooperation with Chicago police. had 

reduced the number of thefts from sales- 


men through introduction of a “convoy” 
|} system. 

Other speakers at the meeting included 
| G. H. Niemever. Handy & Harman. New 
| York, who introduced Leon Engel. newly- 
elected chairman of the Jewelry Industry 
Tax Committee; Victor A. Lambert. Lam- 
bert Bros.. New York, chairman of the 


to crimes against jewelers, began with 
a talk by William Boylan of the St. Paul 
Fire and Marine Insurance Co. Mr. Boylan 
outlined the general terms and advantages 
of jewelers’ block policies. 

This led to a remark by Benjamin Katz. Jewelers’ Security Alliance membership 


Gruen Watch Co., urging that insurance committee, and Richard C.. Murphy. coun- 


companies give jewelers more coverage for | sel for the JSA, who spoke on “crime in 
the premiums they pay. He cited specifi- 1948.” 
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Honor Veteran Employees At Christmas Party 





Veteran employees of J. R. Wood & Sons, New York, who were honored at the firm's annual 

Christmas party, are, left to right: Herman Diemer. with the firm over 52 years; Gertrud 

F. Maher, 41 years; Wm. J. O'Brien, 48 years; Charles W. Walker, 50 years: H. Dasniale 
Sulzer, 45 years, and Frank D. Maher, 52 years. 


J. R. Wood & Sons, Inc., New York, 
the country’s oldest ring manufacturers 
who are noted for their Art-Carved dia- 
mond engagement and wedding rings, hon- 
ored employees with long records of ser- 
vice at the firm’s annual Christmas party 
held on Dec. 18 at the Hotel Belmont 
Plaza. 

The newest addition to the ranks of 
“fifty-year-olds,” Charles W. Walker of the 
executive office staff, was presented with 
a special token of the firm’s esteem by the 
president, W. Waters Schwab. At the same 
time recognition was given to 21 employees 
who have been with the Wood firm 25 
years or more—for a total service of 771 
years. 

Among this group were two other em- 
ployees who have reached the half century 
mark of service—Frank D. Maher, credit 
manager, and Herman Diemer, gold melter. 
These two men have been with the Art- 
Carved firm 52 years each. 


Morris Assumes Presidency 
Of New York 24 Karat Club 


Norman M. Morris of Norman M. Morris, 
Inc., is the newly elected president of the 
24 Karat Club of the City of New York. 
August O. Packer of Dieges & Clust, Inc., 
was elected to the vice presidency at the 


annual meeting of the club held on Decem- 


NORMAN M. MORRIS 


ber 28th. W. Waters Schwab of J. R. Wood 
& Sons was re-elected treasurer; Herman 
L. Baskin, Baskin Bros., Inc., was re-elected 
secretary, and G. H. Niemeyer of Handy & 
Harman, Inc., was re-elected chairman of 
the board of directors. According to the 
long standing tradition of the club, the vice 








president automatically succeeds to the 
presidency. P. M. Fahrendorf of Tue 


JEWELERS’-CIRCULAR-KEYSTONE is the retir. 


ing president. 

The directors of the club, in addition to 
the above named officers, are: Howard W. 
Boynton, Handy & Harman, Inc.; Walter 
Eitelbach, Walter Eitelbach & Co., Inc; 
P. M. Fahrendorf; P. Irving Grinberg, 
Jewelers Vigilance Committee; William B. 
Ogush, William B. Ogush, Inc.; Daniel 
Price, Wm. S. Hedges & Co., Ine., and 
Reginald Reichman, Reichman Bros. 














PROMOTION 
SALESMEN 


Leading promotional firm has a few ter- 
ritories open for aggressive men with 
following among credit jewelry, furniture 
and clothing retailers. Complete line of 
account-opening and traffic promotions. 
Exclusive territorial arrangements with 
commissions on all orders and reorders 
from the territory. The line is competi- 
tively priced, in most cases under the 
market. You will be able to show and 
sell from the most dramatic advertising 
mat service ever offered to retailers. 
Only men having experience with lead- 
ing promotional houses will be consid- 
ered. No drawing accounts. Give full 
details in first letter, which will be held 
in confidence. (Our present staff knows 
of this ad.) Write to... 


The President 

Box ‘J 2396" 

c/o Jewelers’ Circular-Keystone 

100 E. 42nd St., New York 17, N. Y. 
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4 Raymond Mehrlust, of the firm of Jacob 125 West 45th St., New York. The firm is et) ())2)5 )) )2)= A\)2 LS 





Mehrlust, manufacturers of diamond jewel- headed by Abraham Shapiro, known 
ry, located at 6 West 48th St., New York, throughout the industry for over 35 years, 
has announced his marriage to the former who is ably assisted by his two sons, Ben 
Miss Gloria Heublein. and Leon Shapiro. 

q The annual meeting of the Jewelers Fra- € Mell Lasner, son of Larry Lasner, Lasner 
ternal Association of New York will be Jewelry Corp., 65 Nassau St., New York, 
held on March 10 at 2 P.M. at the Schwartz has left on a business trip through the 
Restaurant Building, 183 Broadway, New South. 


York. ¢€ Ken H. Kash, owner of Ken’s Jewelry 
q Frederick FE. Beiber, who for the past 20 stores of Buffalo & Gowanda, N. Y., was 
years has been associated with the firm of recently married to Miss Helen Goodman 
Robinson & Sverdlik, Inc., importers of of Toronto, Canada. 

precious stones at 610 Fifth Ave., New 
York, was recently elected treasurer of 
that firm. Organize Golden Circle Club 


q Benjamin Ende, formerly vice-president 
in charge of sales for the Armand J. The Golden Circle Sales Executive Club. 


Lemieux Corp., 36 W. 25th St., New York, of New York, is a newly-formed organiza- 
has announced that he is no longer con- tion of jewelry sales executives and sales- 
nected with that concern. Mr. Ende stated men, which held its first meeting on Jan. 
that he will announce his plans for the 10 at the Park-Sheraton Hotel in New 
future at a later date. York, will ho!d its second meeting on Feb. 


4 Charles Kresney, manufacturing jeweler, 14 at the same hotel. 

located at 90 Nassau St., New York, left The enthusiasm evident at the first meet- 
late in December for a five-week visit with ing and again at the membership committee 
his daughter and son-in-law in Mesa, Ariz. get-together, held in the office of Jerome L. 
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JACK J. FELSENFELD xx: 


9 MAIDEN LANE NEW YORK 














DIAMONDS 





His daughter and her husband were for- Grant indicates a healthy interest that | All sizes — All shapes 

merly associated with the Kresney firm be- should carry the club to successful comple- | Finest polishing from — 
, A ri; tion its aims. and Belgium, sized and graded. 

fore they moved to Arizona. on of its aims plage. og Ramey nn S. = 


q The Fortis Watch Agency, 93 Nassau , 
St., New York, recently announced that 
Harold Islon is now connected with their Federation's Fund Drive 








576 5th Ave. 
New York 19, N. Y. 
H. Sor! LUxemburg 2-3575 



























































firm. . 

q The Associated Silversmiths, Inc., manu- Nears Successful Conclusion 

facturers’ representatives, formerly located Plans were set to bring the diamond. | QW a 

at 40 East 40th St., announced the open- precious stones and colored stones industry | QRIENTA 

ing of their new showroom at 900 Third leaders into the swing of things in the | CULTURED DEARLS 

Ave., New York. present all out campaign of the Jewelry | QUALITY 

4 Emanuel Abrahams, president of the Division in behalf of the Federation of | of 

Micron Watch Corp., 9 Rockefeller Plaza, Jewish Philanthropies, when 30 key leaders y } Vf . y 0 ko 

New York, announced that Sam A. Groedel. met at the Paramount Grill, New York. CH/EE 41 2L4 LE U [L, 

formerly with the Harman Watch Co., Inc., on Dee. 15. 65 NASSAU STREET oe ee 

will be associated with him in an executive The group again met on Jan. 13, for 

capacity and will call upon the trade in the first annual dinner of the committee, 

the very near future. at the Plaza Hotel. 

4 Fred Warren, owner of Warren & War- Stephen W. Hoffman, chairman of the SIMONS BROS. CO. 

ren, manufacturers of gold watches and group, announced that the dinner was a 

jewelry, has dissolved his business after memorial tribute to Aaron Sverdlik, 1947 THIMBLES 

nine and one-half years and joined the Jewelry Division campaign chairman, and 

Longines-Wittnauer Corp. Numa Torczyner, long a figure in philan- 

q The Juvenia Watch Agency, Inc., 604 thropic service both in New York and in 269 So. 9th ST. PHILADELPHIA 

Fifth Ave., New York, has announced the his native Belgium. 

appointment of Harold Levene as West It was also announced that five members 

Coast representative. Mr. Levene is well- of the Jewelry Division had received medals 

known in the jewelry field. for 25 years of service in the Federation. WATCH MATERIALS— 

q The M. Fisher Watch Co., Inc., located They are Benjamin Eichberg, Colonel Paris for all makes of 

at 62 West 47th St.. New York. was dis- Harry D. Henshel, Chauncev M. Mayer, Swiss & American watches 

solved as of Jan. 1 of this year. The busi- J. J. Schmukler and Milton Weill. Prompt mail service 

ness formerly conducted by the corpora- The Downtown Jewelers Committee of Write for Price List C 

tion will be continued by the M. Fisher Co. the Federation met at the Central Plaza DEAN WATCH COMPANY 

4 J. M. Group, formerly sales representa- Restaurant on Jan. 11 to plan for their | 116 Nassau St. New York 7, N. Y. 

tive for the Swiss Dial Watch Co.. Inc.. is memorial dinner to Joseph Schulman, a 

now operating the Akron Watch Co.. im- pioneer in the industry and a founder of 

porters and manufacturers of watches, at the Federation. The dinner was slated for 

ne Canal St., ae York. Mr. Group plans on 26 and was to be held at the Central nate i WORKMANSHIP) cman 

0 leave on a selling trip that will take aza. 

him through the South, Southwestern and The testimonial was to be one of the Nae ee OWELRY REPAIRING AND SPECIAL 

Western states. nil ine 5 shen Biesaline Mtetalaia ORDER WORK at a REDUCTION of 25% to 50%. 
nal events of the jewelry Vivisions cam- | With Quicker Service and Better Workmanship! 

q The A. B. L. Jewelers, manufacturers paign in behalf of the Federation’s 116 a “wy STERN 

and designers of diamond and platinum affliated hospitals and social services agen- Repairing of Jewelry & Special Order Work 

jewelry, recently started in business at cies and institutions. 61 Beekman Street New York 7, N. Y. 
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GATS EYES 
DIAMONDS 


In All Sizes 


Mounted Jewelry 
| MEMO SELECTION ON REQUEST 


N. ZAIBENS CO. 


Importers of 
DIAMONDS & PRECIOUS STONES 
62 WEST 47th STREET 


NEW YORK 19, N. Y. 


























TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catalog 


277 HALSEY ST. 


NEWARK 2, N. J. 











ENCRUSTERS 


Stone Engravers 


Ruby & Onyx 
Drilling 





Special Orders 


Braunfeld & Mehlman 
108 Fulton St., New York 7, N. Y. 
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Launches Annual Boy Scout Fund Campaign 





Henry L. Lambert. vice president of Lam- 
bert Brothers. and chairman of the Precious 


Jewelry Committee for the 1949 finance 
drive of Greater New York Councils, Boy 
America, gives campaign letters 
Precious 


Scouts of 
addressed to members of the 
Jewelry trade to Scouts of Troop 333, Man- 
hattan. 

\s Nathan M. Odrbach, chairman of the 
Board of Ohrbach’s, Inc. and general chair- 
man of the finance campaign and William 
H. Pouch, honerary chairman of the Greater 
New board Jook 


on, Scout Bob Fleming, Jr. receives one of 


York Councils executive 


the packets which will be personally dis- 
tributed by the Scouts. 

Goal of the Scout Finance Drive is $2.- 
000,000. one million of which will be used 


for capital improvement and the other 
million for operating the Scout Program 


in New York City. 


The funds are vitally necessary for re- 


habilitating and maintaining both the vear. 
round and Ten Mile River summer camps, 
developing new camps near the city. acquir- 
ing a Senior Scout base and expanding 





the Scout Program to reach more New York 
| City boys. 

| The annual fund-raising campaign of the 
| organization was launched at a Dawn 
Patrol January Sth in the 
Waldorf-Astoria Hotel. General Eisenhower. 
who invested the 500.000th New York City 


Scout at the gathering, was guest speaker, 


breakfast on 


He said he hoped that freedom of assembly 
still will exist “when this boy is as old as | 
2.000 A. D. What | 
like to know,” he asked, “will we be privi- 


am—in about would 


leged to meet as we are meeting this 
morning?” 

The New York Dawn Patrol Breakfast 
signaled a nation-wide drive for funds to 
be carried on in local communities. 











Morris Receives Silver Tray 
On Firm's 25th Anniversary 


Norman M. Morris, president of Norman 
M. Morris, Inc., and the Norman M. Mor- 
ris Watch Corporation, was recently pre- 
sented with a sterling silver tray enscribed 
with employee signatures commemorating 
the 25th anniversary of Norman M. Morris, 
Inc. 

The two companies are importers and 
exclusive agents in the United States and 
Possessions for Omega and Mathey Tissot 
watches and clocks. 


Maiden Lane Outing Club 
Plans 25th Annual Banquet 


Members of the Maiden Lane Outing 
Club and those who have applied for mem- 
bership are scheduled to attend the 25th 
annual winter banquet of that organization 
on February 17th at the Park Sheraton 
Hotel, New York. Always outstanding as 
one of the season’s highlights, this year’s 
banquet will undoubtedly surpass the club’s 
unbroken tradition of successful banquets 
as the banquet committee has worked long 
and hard to assure its success. 


Jerome L. Grant, perennial secretary- 


treasurer of the club, announced that tickets 
will cost $10 for members and $11.50 for 
applicants on the club’s waiting list. Mem- 
bers and applicants were cautioned to order 
their tickets early as the committee in 
charge are limiting the sale of tickets to 
prevent over-crowding. In the past these 
banquets have been attended by capacity 








crowds, 

On the banquet committee are Arthur J. 
Tuveri, president of the MLOC, Julius Hur- 
ley, vice president, Sam Cohen, John Hall, 
Bert Kaufman, and William Frizzel. 
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Diamond Councilof America 
Re-elect All Officers 


At the first annual meeting of the Dia- 
mond Council of America, held on Sat- 
urday, January 15th, at the Waldorf-As- 
toria Hotel, Myer B. Barr, president of the 
Associated Barr Stores of Philadelphia 
was unanimously re-elected President. 

The Diamond Council of America, which 
consists of leading jewelers throughout the 
United States, many of whom were present 
at the luncheon meeting, was organized 
last year to stimulate the study of gemology 
among jewelers and aid others interested 
in obtaining information about precious 
stones. particularly diamonds. 





Newly re-elected officers of the Diamond 
Council of America. Left to Right: Leo 


Weisfield, Myer B. Barr, and Oliver A. 
Jenkins. 
Other officers unanimously _ re-elected 


were Leo Weisfield of Weisfield’s, Seattle, 
chairman of the board of directors; Jess 
McEntee of J. M. McEntee & Sons, Okla- 
homa City, first vice-president; Oliver A. 
Jenkins of Duval Jewelry Co., Jacksonville, 
second vice-president; Isadore Horwitz of 
Crescent Jewelry Co. of Fargo, secretary- 
treasurer; and Clement J. Wyle, president 
of Wyle Associates, Inc., New York City, 
executive and public relations 
counsel. 

All present members of the 
directors were re-elected. 

Mr. Barr, commenting on the unusual 


director 


board of 
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LET US SHOW YOU 
HOW TO OPEN 
wittet? | a CAMERA 
by 10 DEPT. at 

em NEW LOW COST 


27 MILLION PEOPLE USE UP 
CAMERA SUPPLIES EVERY WEEK 


At last you can get your share of this grow- 
ing traffic. We can supply a large or small 
opening stock of Eastman and other famous 
box cameras, folding cameras, movie cameras, 
miniature cameras, film and. photo supplies, 
and help you get profitable volume. Eastman 
and Ansco displays free. 








Write us today for complete catalog. 


GAMERMAN’S WHOLESALE DEPT. B-92 
3808 Eastern Ave. Baltimore 24, Md. || 
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growth of the organization, stated that 
more than 200 stores are now associated 
with the Diamond Council of America. The 
number of students taking the course in 
gemology, which is conducted for the coun- 
cil by Professor Paul J. Storm, head of the 
Earth Sciences Department, of the Uni- 
versity of Pennsylvania, is steadily mount- 
ing. About 225 are enrolled. 

Those who pass the course in gemology 
will be certified as guild gemologists of 
the Diamond Council of America. 

Newest members to join the Diamond 
Council of America are Helzberg’s of Kan- 
sas City, Mo., of which Mr. B. C. Helzberg 
is president, and Myron E. Freeman and 
Bro., of Atlanta, Ga., of which Walter R. 
Thomas is president. 


Bulova's Veteran Employees 
Honored At Dinner-Dance 


The fourth annual Bulova Watch Co. 
dinner-dance honoring employees with ten 
years or more service was held at the Grand 
Ballroom of the Waldorf-Astoria on Janu- 
ary 7th. John Ballard, president, and Arde 
Bulova, chairman of the board, played 
host to 800 employees. Speeches were de- 
livered by Messrs. Bulova, Ballard, Samuel 
P. Epstein and Harry D. Henshel. 

The following employees were honored 
for length of service: 

Twenty-five years: Sylvia Schlanger, 
Samuel H. Kaufman, Harry H. Prezant, 
Gaston Villier. 

Twenty years: Michael Hornak, Michael 
Kloville, Solomon Ollinger, Adam Rother- 
mel, Martin Royer, Lucy Klein, Frances 
Koutensky, Werner Flury. 

Fifteen years: Maurice M. Goldberger, 
Josef P. Mettendorfer, David J. Wohl, 
David C. Stambaugh, Herman Schmiedel, 
Fred Sutcliffe, Axel Dahl, Wilbur Bisson, 
Nicholas Christensen, Mrs. Jeanne Coulon, 
Joseph Giasson, Ena Koenig, Pierre Le- 
courant, Joseph Massimilla, Walter Mon- 
ten, Arthur Probst, Godfrey Roy, Wilhelm 
Stritzinger, Helmut Petzold, Rudolf Sch- 
miedel, Hubert Werner, Mrs. Edith 
Cocking. 

Ten years: Charles Chara, Irving Hole- 
zer, Ted Ricken, Gerard Donovan, Harry 
Henshel, Ira Cohen, May Baum, Gertrude 
Kelleghan, Rene Burki, Frank Ferraro, 
Earl Hafner, Joseph Heigl, Frank Machty- 
lowicz, James McKay, Bernard Timmes, 
Herbert Wolff, Louis Zultowsky, Anna Fab- 
bio, Miriam Jack, Frances Smith, Lauretta 
Stella, Vivian Zodda, Angelina Pellechia. 

After the distribution of awards, the as- 


semblage was entertained by Morey Am- 
sterdam, Gracie Barrie, Gene Sheldon, 


Jerry Wayne, and Mario and Floria. Shep 
Fields and his orchestra provided music 
for dancing. 


Opens Own Jewelry Concern 


Joseph Lampl, formerly associated with 
Walter Lampl, is now in business for him- 
celf at 562 Fifth Ave., New York. The new 
firm, which started operating the first of 
this month, will carry a complete line of 
14 karat and gold-filled bracelets, pins, 
earrings, and necklaces. The newest nov- 
elty items will be featured together with 
sterling silver and 14-karat gold charms. 




















Top LZ uality 


FOR OVER 50 YEARS 


More and more your cus- 
tomers are becoming con- 
scious of protection for their 


fine silverware. Reeve & 
Mitchell containers last a 
lifetime, are correctly styled 
in the modern manner. Your 
name on the label of each 
container is an everlasting 
advertisement—and one fre- 
quently seen. 


Our fifty years of continu- 
ous production insures the 
highest regard for quality 
and design. Of course, prices 
too must be right. Nine 
beautiful colors and com- 
binations for your selection. 

May we have an oppor- 
tunity to work with you 
now? Liberal samples on 
request. 


ae 


Reeve & Mitchell Co. 


1898 — 1949 








Reeve & 
Mitchell 


Kolls aud Gage 


1110 Sansom Street, Philadelphia, Pa. 
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Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and 

Green Gold Combination in four sizes. 

Earrings, Cuff Links and Studs to 

match. 
Our comprehensive line of 
Gold, Platinum and Enamel 
Nowelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 
64 West 48th Street *« New York 




















Announce Personnel Changes At Sales Meeting 
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Soon 


Harry Cohen announced his election as 
chairman of the board of directors of the 
A. Cohen & Sons Corp., wholesale jewelers 
located at 27 West 23rd St., New York, -at 
the annual sales and management confer- 
ence of that firm which was held on Decem- 
ber 27th. Mr. Cohen was associated with 
the company as a partner since 191]. In 
1923 he was elected treasurer and assumed 
the presidency in 1938. 

The names of the officers who were re- 
cently elected by the board of directors 
to serve as of January 1, 1949, were also 
announced by Mr. Cohen: 

Hyman J. Cohen, who was elected presi- 
dent, has been actively associated with the 
company since 191]. In 1923 he was elected 
secretary and served in that capacity until 
1938, when he was elected treasurer, a 
position he now vacates to assume the 
presidency, succeeding Harry Cohen. 


























Presenting... 


A beautifully designed, 
spacious home for small 
diamonds. Makes even 
five pointers appear 
larger, more sparkling 
Due to 


extra height this new 


and desirable. 


setting presents greater 
possibilities for the 


manufacturer. 


“America’s Outstanding Settings’ 


American Setting Company 
164 Emmet Street, Newark 5, N. J. 
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Samuel Cohen, a re-elected vice president. 
has been associated with the company from 
191] to 1923 as a partner. 

Lewis Rubenstein, who was named vice 
president, has been associated with the 
company, in various departments, since 
1923. 

Julius Bodker, treasurer, has been associ- 
ated with the company in various capacities 
since 1918. In 1938 he was elected secre. 
tary of the company and associate sales 
manager. 

Melvin S. Cohen, secretary, son of Harry 
Cohen, chairman of the board, became asso- 
ciated with the company in 1942. During 
the war he served in the U. S. Army and 
upon his honorable discharge he re-joined 
the company, serving as personnel manager. 
As secretary he will be in charge of all 
personnel and administration of the com- 
pany. 

The stockholders, at a special meeting, 
voted additional members to the board of 
directors. The board now consists of the 
following: Harry Cohen, chairman; Samuel 
Cohen; Hyman J. Cohen; Julius Bodker; 
Melvin S. Cohen; (all of the above are also 
oficers of the firm) and Lester J. Cohen 
and Mrs. Ida Rosenthal. 

Lester J. Cohen, a son of Samuel Cohen, 
vice president of the company, has been 
associated with the firm since 1942. During 
the war he served in the U. S. Navy and 
upon his honorable discharge re-joined the 
company, serving as associate manager in 
the silverware and cutlery departments. 

Mrs. Ida Rosenthal has been unofficially 
associated on the board since 1940. 


Watchmaking School Installs 
Own Time-Standard System 


The Bowman Technical School of Lan- 
caster, Pa., has completed installation of 
its own independent time-standard sys 
tem, comprising a master-clock with mer- 
curial compensation pendulum and _ aux- 
iliary thermostatic temperature control. 
The beats of the pendulum are transmitted 
through an electronic system and wiring, 
to sounders in all departments of the 
school. This is done to provide accurate 
signals for timing watches in teaching stu- 
dents operations such as balance-springing 
and adjusting. 

The designing and making of special 
parts in the clock and of the wired trans 
mitting circuits were done by Walter 
Haeseler, instructor in the school’s finish- 
ing department. 
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October Tax Collections Up 17% Over ‘47 | REPAIRS and PLATING 
See in GOLD and SILVER 


| || 30 Years of Continuous 
s-—_ | | | | Service to the Trade 























































































































































| | OCTOBER from 
40 +1947 EXCISE TAX COLLECTIONS WY | Coast 
In Millions Of Dollars 2 
3s e 5 YEAR | = to 
AVERAGE 
sed iia “ Coast 
‘ 1948) % | | | (Before) 
‘ J | (After) 
, y. | Sts Si ae 
ST | ai — 
4 P | Highest c% 
20 f +4 > r | Quality ys 
. \ aj il ——_ ~ _| Workmanship ee, 
1s # § === a ee. & | 
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. % - pn0t0ees - eee” Seeeees ee, thea ga Je | 
Z —_— . | | | | HOLLOW WARE—FLATWARE 
1941-4 | | 
_ —— aaa REPAIRED EQUAL TO NEW 
| NEW PARTS SUPPLIED 
, | 
JANUARY FEBRUARY MARCH = APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER | ENGRAVING REMOVED—REFINISHED 
| REPLATED—LACQUERED 
According to the Bureau of Internal only $12,939,819.04. Thus, October, 1948, | Special Order Work 
Revenue, collectors of the 20 per cent tax collections (and, presumably, jewelry | 
retailers’ excise tax on jewelry, October, store sales as well) were approximately 17 | WILLIAM HERTEL & CO. INC. 
1948, was a better sales month for jewelers per cent higher than the same month of | Aietnnsaatiiaaies tities 
than October, 1947. the preceding year. | ! n—S 
The tax collected on jewelry sales made Compared with the preceding month, | | 17 West 45th St. New York 19, W. Y. 
in October, 1948, amounted to $15,184,- October, 1948, excise tax collections ap- | Est. since 1918 
056.54, while that for October, 1947, was pear extremely favorable—they increased | AT THE SAME ADDRESS 
$1,982,081. | 








The causes for this sudden upsurge in 
sales are not readily apparent. The increase 


could possibly be attributed to early Christ- 
mas shopping or even to an increase in the 
use of the layaway plan for buying Christ- 
M M FE D | A T & LY mas gifts. The “Watch Parade” may even 
possibly be responsible for the increase 
Through 


since 51 per cent of the jewelers who par- 


ticipated in the promotion reported an 2 
Lo U I S C O L M E S increase in watch sales. However, a proper For all Swiss and American Watches 
Th explanation of the reasons for the increase Furnished in Sealed Envelopes 
e will have to wait until receipts for the en- 


J E W E L F K $’ AUCT | ON F E R tire Christmas season have been analyzed. Containing 6 pieces 


























As can be seen from the chart above, GUARANTEED TO FIT CORRECTLY 
specially prepared by THe JEWELERS’ Circu- 
No Sale aaa eh of the 20 per YOUR JOBBER WILL SUPPLY YOU 
Too Large cent retail excise tax on jewelry for sales 
No Sel made during the month of October, 1948, 
Oo ale were not only above the figure for October, 
Too Small 1947, but considerably higher than the ris_s PINS $ PINS $ PINS $ 
average October collections for a five-year Club and Emblem Jewelry ‘ 
Entire Jewelry period. ag a a ne, ape apne de 
Stores Bought Since jewelers have until the end of the een tek eee alee 
month following a sale to submit their re- price lists, discount information, etc. 
for Cash turns of the jewelers’ excise tax, and the Write teday to Department J-C 
figures published by the Bureau of Internal j. A, EES & CO. ING ico ace 
We have eauineted ashes far Revenue represent collections of the tax 
leading jewelers of America during the month concerned, it has been 
20 years of concentrated experience necessary to make allowance for this dis- | 
in this field. crepancy. Data on the chart above has 


Bank and Trade References Supplied been. corrected, and the figures indicated 


Correspondence strictly confidential. Our actually represent the tax paid on sales 
successful methods of conducting sales have made during October, although the tax was 


a. io i oe, Baye Sey uaemie’ te collected by the Government in November. 
your entire community, and your business 


will be permanently increased. 








Arthur J. Block, prominent Buffalo 


LOUIS co LM ES jeweler, has been re-elected to the board LEWIS KIRSCHMAN COMPANY, Inc. 


185 Erasmus St., Brooklyn 26, N. Y. of directors of the Buffalo Municipal Re- $0) MADISON AVENUE NEW YORK WN, Y. 
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WANTED 


The man we're looking 
for has an established trade 
in South Carolina and Georgia 
—and he’s anxious to do even 
better. If this description fits 
you, there's a real opportu- 
nity waiting for you with an 
old, very well-known whole- 
Sale house that has covered 
these states for over fifty 
years. As our representative 
you'll sell all the nationally ad- 
vertised lines! Write Box 
"K, 2334,” care Jeweler’s 
Circular Keystone, stating age, 
experience, etc. All replies 
held in strict confidence. 


REPRESENTATIVE 











Warwick Hotel. Mr. Peterson 


and management. 
President 


all labor-management problems. 











Peterson commended 
N. Berger, executive director of the asso- 
ciation, for his successful management of 
It was 
pointed out that throughout the entire year 
of 1948, although several controversies had 
arisen between labor and management, the 


Associate Jewelers Gather for Annual Dinner 





Henry Peterson, president of Associate 
Jewelers, Inc., rendered a report on the 
activities of the association for the year 
1948 at the annual dinner meeting of the 
organization held on January 13th at the 
(Feature 
Ring Co.) reported on the amendment of 
the previous union contract which increased 
the wages by 12 cents an hour across the 
board during 1948; the association’s con- 
sideration of the proposed Stamping and 
Marking Law, and the adjustment of all 
disputes and controversies between labor 


Tobias 
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HUGO is back Again with news of 
SAUNDERS CASTING WAX #160 


Newly compounded jewelry cast- 
ing wax that has the answers. Use 
with Baron Injector or Perfection 


Wax Caster. 


ber and metal molds. 


high degree of flexibility. 


with waxes now on the market. 


York City. 


—~=—-ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. 


Est. 1865 


PRECISION CASTING EQUIPMENT AND SUPPLIES 
New York City 14 


WA 4-8880 


Send for 2 Ib. sample, 
postpaid $2.50. 50 Ibs. or 
more $1.05 Ib. FOB New 


PLIABLE—easy to remove from rub- 
DURABLE—completed patterns retain 


BURNS OUT CLEAN —no residue. 
NATURAL Tawny COLOR 


—makes pattern inspection a pleasure. 


ECONOMICAL— om pare price 



































executive director had been successful in 
adjusting these disputes amicably. The 
record of the association for 16 years was 
upheld in that at no time during the ep. 
tire period was it necessary to resort to the 
machinery of arbitration set up for the 
settlement of disputes. 


Mr. Peterson reported that the most im. 
portant item on the agenda was the discus. 
sion of the proposed new contract by labor. 
He stated that labor was seeking a fourth 
round of wage increases of 20 cents an 
hour for all employees; an increase of 35 
cents an hour in the minimum wage stand- 
ards; eight holidays with pay; a vacation 
schedule increased to three weeks; group 
insurance benefits, and the creation of a 
pension plan with all contributions to be 
made by the employers. Mr. Peterson 
pointed out that the demands of labor at 
this time create a serious problem to the 
industry as any increased cost of labor 
would have to be reflected in the cost and 
marketing of jewelry in an already tight 
buyers’ market. 

The matter was referred to the labor 
committee to negotiate with the union and 
to use all its efforts to retain stability in 
the industry and continue the amicable 
relations enjoyed by members of the asso- 
ciation with labor throughout the last 
decade. 

The membership expressed its conf- 
dence in the labor committee, President 
Peterson, and Executive Director Berger, 
in their efforts to continue the labor-man- 
agement relations with the union. 

All officers and directors of the associa- 
tion were re-elected to serve for another 
year. Officers re-elected at the meeting 
include Henry Peterson (Feature Ring 
Co.) president; Herman Ostrin (Ostrin 
Co.) first vice president; Philip Krasnow 
Mfe. Co., Ine.) second vice 
president; David Sarkin (David Sarkin, 
Inc.) secretary; Isidore Tenen (Tenen 
Brothers) treasurer, and Tobias N. Berger, 


(Krasnow 


executive director. 

The following were re-elected as direc: 
tors: Walter F. Beer (Walter F. Beer Co.) ; 
Julian Baden (Baden & Foss, Inc.) ; Jules 
Gerson (Goldstein-Gerson Co.); Louis 
Flyer (Flyer Bros., Inc.) ; Jacques Japka 
(La France Jewelry Shop) ; Bernard Kush- 
ner (Kushner & Pines, Inc.) ; Armand J. 
Lemieux (Armand J. Lemieux Corp.); 
Morris Rikles; Morris Rubin; Philip 
Skalet (Skalet Mfg. Co., Inc.), and David 
Schapiro (David Schapiro Co., Inc.). 
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Watchmaking School and VA 
Get Ready For Legal Battle 


Whether or not certain private schools 
erating under the veteran-training pro- 


0 . 
cued of the GI Bill may charge higher 
tuition fees than those currently approved 


by the Veterans Administration may be 
decided in U. S. District Court next month. 

The issue arises from a sult brought by 
the Metropolitan Training Center, Inc., a 
New York jewelry and watch-making 
school. against the Veterans Administra- 
tion in July, 1948. 

At that time, Federal Judge T. Alan 
Goldsborough issued a temporary restrain- 
ing order against VA and suggested that 
MTC accept tuition payment at the rate 
set by VA pending a decision on MTC’s 
motion for a permanent injunction. Judge 
Coldsborough’s suggestion was agreed to 
by both parties. (THe JEWELERS’ Circu- 
LAR-KEY sToNE for August 1948 p. 327.) 

On January 11, Federal Judge Mathew 
F. McGuire, set February 21 as the dead- 
line for submission of briets by both sides 
on MTC’s motion for a permanent injunc- 
tion and stated that he would meanwhile 
consider what he termed the four pertinent 
points in the action. The four points he 
listed are: 

(1) The legislative history of the so- 
called GI Bill. 

(2) Whether or not the regulations issued 
by VA on July 1 are consistent with the 
provisions of the GI Bill. 

(3) Whether or not the proper court of 
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jurisdiction in the action is the U. S. Dis- 
trict Court of the U. S. Court of Claims. 

(4) How the VA regulations will affect 
all other private schools. 

During a brief hearing before Judge 
McGuire on January 11, Joseph T. Brill, 
MTC counsel, said the school charged 
$1200 a year for its watch-making course 
and $800 a year for its jewelry course. As 
of January 30, he said, the school was in- 
structing 475 jewelry students, of whom 
443 were veterans, and 81 watch-making 
students, of whom 80 were veterans. 


_—————————-- 


Korf Jewelers of Cincinnati 
Celebrate 100th Anniversary 


John H. Tibbe, owner of the Henry Korf 
retail jewelry store in the Schmidt Build- 
ing, Cincinnati, Ohio, is quietly observing 
the 100th anniversary of the store, which 
was opened in 1849 at Ninth and Main 
Sts., by Henry Korf, Sr. It is believed to 
be the oldest retail jewelry store in con- 
tinuous existence in the city, and it always 
has been located on Main St. 

In 1870, Mr. Korf purchased a building 
at 625 Main St.. which was occupied by 
the store until 1924, when the building was 
sold and the business was moved to its 
present location. 

Mr. Korf died in 1913, and the business 
was operated by his son, Henry, until his 
death in 1932, when a nephew, Julian Hak- 
man, and Mr. Tibbe formed a partnership 
to continue the business. M1. Hakman died 
in 1945, and Mr. Tibbe has since been the 
sole proprietor. 

He is one of the “old time” watch- 
makers in the city, having started his ap- 
prenticeship when he was twelve and one- 
half years old. He became associated with 
the senior Mr. Korf when he was 14. 


Park is Re-elected President 
Of N. Y. Horological Society 


Andrew Park was re-elected president of 
the Horological Society of New York at 
the January meeting of that organization. 
Otto Ross was elected to the office of vice 
president and Henry Morris, former holder 
of this office, was elected to the office of 
trustee after he declined a bid for re- 
nomination. 

Returned to office with President Park 
were Henry B. Fried, executive secretary, 
Paul G. Roth, recording secretary and 
Frank Knoll, treasurer. James J. O’Shaugh- 
nessy, former president, continues in his 
present position as trustee. 

Arthur Lindig was re-elected to the 
office of librarian and newly elected to the 
position of co-librarian was William F. 
Burns. 

The race for positions on the executive 
committee was an interesting part of the 
proceedings. Elected to this office were 
Dr. Athur L. Rawlings; W. Hoffsemmer: 
F. Klein; C. K. Johns and M. Epstein. 

At the business part of the meeting it 
was voted to lend financial and other aid 
to the New York State Watchmakers Asso- 
ciation in their efforts to secure watch- 
makers legislation in this state. 

During the counting of the election bal- 
lots Henry B. Fried, executive secretary, 
answered questions pertaining to the legis- 
lative program. 
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How to Add 
More Fire 
Insurance 


TO COVER 
HIGHER PROP- 
ERTY VALUES 


. - Without 
Paying More 








ae the thousands insur- 


ing with the ‘Jewelers’ own 
company. This strong mu- 
tual company is currently 
paying 30% dividends on 
fire and extended coverage. 

So — you can increase 
your insurance to meet to- 
day's higher replacement 
values, and in all probabil- 
ity the cost will be no more 
(after dividends) than you 
are now paying for [less 


protection! 


Let us quote you specific 


figures on your property. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bldg., Neenah, Wis. 


Offices in New York, Chicago 
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The Boys on the Road 





ARTHUR FRANKLIN JIM REYNOLDS 


Arthur Franklin and Jim Reynolds have 
been appointed Divisional Sales Manager 
by the National Silver Co., it was announced 
recently. Mr. Reynolds will serve as Di- 
visional Sales Manager for the company’s 
housewares division and Mr. Franklin 
will serve in a similar capacity for the com- 
pany’s silverware division. 


National Silver Co. recently announced 
the appointment of Joseph De Varco to 
their New York sales force. 


Mr. De Varco will service accounts in the 
states of Missouri and Nebraska, specializ- 
ing in the firm’s houseware lines. Ben 
Matican, who previously covered this terri- 





JOSEPH DE VARCO 


MARION E. 
PETTEGREW 


tory with all lines of the company, will now 
concentrate his attention on the company’s 
silverware and dresserware divisions. 

Marion E. Pettegrew has been appointed 
director of industrial relations for Swank. 
Inc., manufacturers of men’s jewelry, 
leather and other accessories, it was an. 
nounced recently by J. Carlton Bagnall, 
Executive Vice-President. 

Pettegrew formerly was manager of jin. 
dustrial relations for the Ethyl Corp. in 
New York, and had previously directed 
the company’s industrial and community re. 
lations at its Baton Rouge plant. He will 
make his headquarters at the company’s 
general offices in Attleboro. 


——- 





Select Prize Winners 
In Wakmann Contest 


The prize winners of the Wakmann and 
Breitling retail contest have just been an- 
nounced. The main awards, consisting of 
two, all-expense paid trips via airliner to 
Switzerland, were won by H. C. Probst of 
Morris, Minn., and by George Carpenter of 
the Jewel Shoppe, Exeter, N. H. Chosen 
from hundreds of contestants, Mr. Probst, 
winner of the first prize, receives a two- 
week trip, while Mr. Carpenter, second- 
prize winner, receives a ten-day trip. 

Based on the most effective use of news- 
paper space, direct mail, window and in- 
terior displays, radio and other commer- 
cial ideas, together with sales of Wakmann 
and Breitling watches according to area 
population, entries were judged by P. M. 
Fahrendorf, president of JEWELERS’ CIRCU- 
LAR-KEYSTONE; Al Levine, editor of 
Jewelry, and by I. B. Engelmore, executive 
of Sterling Advertising Agency, Inc. 

Additional awards have been made to 
M. Boggus, Live Oak, Fla.—third prize, 
a $500 Treasury Bond; to Eugene Wittau, 
Marionette, Wis.—fourth prize, a $100 
bond; to W. T. Hawkins, Tifton, Ga.— 
fifth prize, a $100 bond, as well as ten 
$50 bonds and twenty-five $25 bonds to 
the runners-up. 

A close race at all times, the judges 
made their selections with much delibera- 
tion and caution. Icko Wakmann, president 
of both The Wakmann Watch Co., Inc., and 
The Breitling Watch Corp. of America, has 
expressed his satisfaction with the judges’ 
decision and his gratification with the ef- 
forts of all participants. In a meeting, Mr. 
Wakmann stated that although all partici- 


pants did not receive a prize they at least 
enjoyed the satisfaction and the profits of 
increased sales during the competition. 














AN Extra SALESMAN 
JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. ‘our 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN . . . they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE & 
Counter Display | 
with Each Dozen 
Jars AND 500 
Circulars Printed = 
with Your Name 4 | 
with Each Gross. 


No. 18Z503 


Per Dozen ....... 
Per Gross ... 


CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry to a 
beautiful lasting glow. Use brush If espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 
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Joseph G. Dawson has been added to the 
cales force of Swank, Inc., manufacturers of 
men’s jewelry, leather and other acces- 
s. with headquarters at the Baltimore 
t office, it was recently announced by 
the company’s Vice- 


sorie 
distric 
Maurice L. Heller, ¢ 
President in Charge of Sales. 

Cheever, Tweedy & Co., inc., of North 
Attleboro, has announced the assignment 
of new representatives for the East and 
Far West. George A. Pettitt, Jr., has added 
the Rocky Mountain and Pacific Coast ter- 
ritory to the Mid-West territory where he 
‘s well known to the trade. 

F. Norman Ullrich, Jr., is the new Cee- 
Tee representative for the Eastern section, 





Mr. Gillies will service assigned accounts 
in the city of Chicago and in the state of 
Illinois under the direction of Harry R. 
Tyler, Midwestern Sales Manager. 


Norman Schwartz, formerly Eastern rep- 
resentative for Davidson & Sons Co. of 
New York, has been appointed West Coast 
representative for that firm. Mr. Schwartz 
will call on jewelers in the above territory 
with the Dason line of rings. 


Charles A. Priest recently connected with 
a Providence wholesale jewelry concern, 
has joined the sales force of The D. Jacobs 
Sons Co. of Cincinnati, O., and will cover 
the entire state of Texas. : 





F. NORMAN 


EPH G. DAWSON 
— ULLRICH, JR. 


working out of their New York office (ad- 
dress to be announced). 

Lowell Halligan, Sales and Merchandis- 
ing Manager of Hamilton Watch Co., re- 
cently announced the association of Fred 
E. Orr with the sales force of Hamilton, as 
of January 1, 1949. Orr is well known in 
the trade through his previous activities as 
Sales Manager of the Non-Retailing Co. of 
Lancaster, Pa. 

Ace Watch Co. (Cort watches), New 
York, recently announced the appointment 
of Victor M. Solov of Clayton, Mo., as sales 
representative for Missouri, Illinois and 
Southern Iowa. 

National Silver Co. announced the ap- 
pointment of Chalmers P. Emigh to the 
firm’s Detroit sales office. 

Prior to joining the National Silver Co., 
Emigh served as buyer of silverware, china 
and glass for Crowley, Milner & Co., of 
Detroit, Mich. Mr. Emigh is a recognized 
authority in the fields of silver, china, glass 
and pottery. 

National Silver Co. announced recently 
the appointment of Merton James Gillies to 
the firm’s Chicago sales office. 





VICTOR M. SOLOV 


FRED E. ORR 


Albert E. Lane, who has been traveling 
in the Middle-Western territory for S. 
Nathan & Co., Inc., for the past several 
years, will now also carry the line of Vic- 
toria Pearl Co. Ltd. in the same territory. 


National Silver Co. appointed William J. 
Burns to their Chicago sales staff. Mr. 
Burns will serve as Assistant to Harry 
Tyler, Midwestern Sales Manager in charge 
of the firm’s Chicago sales office in the 
Merchandise Mart. 


Cowen Bros., manufacturers of watch 
straps, recently announced the appointment 
of Don Carlberg as their new representa- 
tive for the West Coast and Mountain 
States, in which territory he is now show- 
ing the line. 

Harry Herman is now representing the 
Victoria Pearl Co. Lid., covering the entire 
Eastern seaboard as far south as Florida, 
and including New York City, Philadel- 
phia, Baltimore and Washington. 


Mr. Herman has been long associated 
with the industry, having been connected 
with Ronson Art Metal Works, Inc., from 
1925 through 1932 and Swank from 1933 
through 1942. 





MERTON JAMES 
GILLIES 
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Sill 


IS STILL 
A SCARCE 
COMMODITY! 


In the business of watchmaking, 
there is no substitute for skill. 
Alarmists who claim a scarcity of 
jobs for watch makers point to men 
who can't find a job. Those men 
probably couldn’t get a job in any 
industry because there is plenty of 
room in watchmaking for a man who 
is skilled at his trade. 

So, when your young friends ask 
your advice about entering this fas- 
cinating, pleasant field, spur them 
on if you think they have a stcere 
desire to become a better-than-aver- 
age workman. Discourage them if 


you feel they are just . “shopping 
around.” 
We'd like to receive applications 


from the former type of man or 
from tradesmen who feel they would 
like intensive specialized training in 
any particular phase of watchmak- 
ing. We will appreciate and try to 
deserve your recommendation. 
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DENVER, COLO. 
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AUTHENTIC ANTIQUE 
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BOSTON, MASS. 
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Sald onty direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 
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USE DIRECT MAIL 


@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233-6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 
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Statler. 





¢ An ultra-modern jewelry store—the 15th 
in the Gerber Jewelers chain—was opened 
on Friday, January 7th at 311 Westminster 
St., Providence, R. I. 

q Just as this issue went to press plans 
were complete for the 6lst annual banquet 
of the Boston Jewelers Club at the Hotel 
A fine dinner and show are 
scheduled, and conjecture was rife on the 
souvenir to be distributed as usual, with 
facetious guesses running from cartoon 
character watches to the two-way radio 
wrist watches made famous by Dick Tracy. 
¢ Several New England jewelers were 
among those exhibiting at the annual gift 
shows at the Parker House and Hotel Stat- 
ler, Boston, during the week of January 
17. 

«| As a pleasant aftermath of the part he 
played in the recent presidential campaign, 
“Billy” Murray of the Jewelers Building is 
proudly exhibiting a letter he received from 
President Truman. “I appreciate most 
highly the tie clasp which was presented to 
me at the meeting of Mr. Nicholson’s 
friends in the hotel in Boston,” wrote Presi- 
dent Truman, adding “It brought me good 
luck.” In another letter, Mr. Murray was 
informed that the President wore the tie 
clasp (which “Billy” had engraved) each 
day during election week. several times 
remarking: “This is my lucky piece.” 

q. J. M. Lansky, 903 Jewelers Building, 
announces that he has extra space, with 
service, in the quarters recently vacated 
by Jason Solomont, who has moved into 
Room 605, formerly the Jorge Epstein 
store. 

q Continuing her role as a recipient of 
honors, Mrs. Rose Marshall, secretary of 
the Travis-Farber Co., 909 jewelers Build- 
ing, won the bowling title of the Dorchester 
Women’s Club and was presented a beau- 
tiful loving cup. Charles Ross of the same 
firm was recently a guest of the Brooklyn 
Horological Society at its meeting there. 
q Paul Lifset of the Nathaniel I. Goodman 
ring firm, Jewelers Building, spent the 
month of February in Miami, Fla., and 
also went on a fishing trip along the Gulf 
Stream with Frank Fitzpatrick of Frem’s 
Jewelry Co., New Bedford. 

4 Wedding bells echoed throughout the 
quarters of [. Alberts’ Sons, 8th floor of 
the Jewelers Building, during December, 
when both Harold Levine of the silverware 
department and Miss Rose Weiner of the 
bookkeeping division were married—but 
not to each other. 

q Herbert A. Guiness of the Louis F. 
Guiness, Inc., firm, 711 Jewelers Building, 
won a silver loving cup for expert skiing 
at Mount Mainsfield, Stowe, Vt., on New 
Year’s week end. 

4 Thomas Reilly of the Bella A. Glass 
Co., 609 Jewelers Building, who travels 
New England and New York State, was 
to be married on Feb. 6 to Miss Ruth 
Waite. 

q Louis Stoddard, formerly associated with 
Herbert V. Ellingwood’s jewelry store, East- 





NEW BAGLAND 


port, Me., has joined Frederick F. Hog. 
man, watch repairing, in the Jewelry 
Building. : 
q J. Joseph Mahoney, long-time salesman 
for the M. S. Page Co., 508 Jewelers Build. 
ing, recently celebrated his 25th wedding 
anniversary, he and his charming wife. 
Joyce, receiving many congratulatory mes. 
sages. 

q The Katherine A. Murphy Co., 509.1) 
Jewelers Building recently went “Dalma. 
tian,” the new pup added to the home 
quarters of the firm being accused of Tip- 
ping linoleum and curtains, but, in spite 
of this, everyone remaining loyal to “a per. 
fect gentleman.” 

q Samuel A. Leavitt, diamonds, and 
Charles S. Leavitt, 401 Jewelers Building, 
who recently acquired the new quarters. 
have had the place redecorated with new 
partitions added. 

q Bernie Smith and Oscar Zaff of the 
Smith & Zaff firm, Jewelers Building, spent 
a week in New York with their better 
halves right after New Year’s. 

q Louis Lemay and Herbert Anderson. 
both of Manchester, N. H., spent a week’s 
vacation in Montreal just after Christmas. 
¢ Daniel Curran, 309 Jewelers Building, 
now retired, was made an honorary mem- 
ber of the Diamond Peacock Club at its 
recent meeting. The same honor was ac- 
corded the New England correspondent of 
THE JEWELERS CIRCULAR KEYSTONE, Ever- 
ett M. Smith, who has just returned from 
a honeymoon trip to California with Mrs. 
Smith. 

q As of Feb. 1, Richard Heerde, formerly 
a buyer for William Filene & Sons depart- 
ment store, Boston, took charge of jewelry 
buying for the D. C. Percival Co., 2nd 
floor of the Jewelers Building, where he 
will work with Everett C. Hardy of that 
firm. 

¢ Elmer C. Read of the Kettle, Blake, & 
Read Co., 201 Washington Bldg., went to 
Winter Park, Fla., on Jan. 18, for his an- 
nual winter vacation. 

q Winter vacations also are being enjoyed 
by employees of the D. C. Percival Co., 
each taking a week at this time in addition 
to summer vacations later on. 

q Several Boston jewelers joined forces in 
seeing that Leon Heller of the firm of 
Heller and Sanders, 706 Washington Build- 
ing, was properly put through the paces 
when he received his third degree on Jan. 
18 at the Everett C. Benton Masonic Lodge, 
East Boston. 

q Herbert Stranger, Jr., of the Herbert W. 
Stranger Co., 306 Washington Building, 
well known as a “smoke eater” as he 
joins local firemen in putting out blazes, 
had an added thrill recently while vaca- 
tioning at Truro, Cape Cod, in discovering 
a fire in the place where he was staying, 
pulling in an alarm, and then climbing to 
the roof with an ax and putting out the 
fire. 

4 The annual and memorable “Third- 
Floor Election” which takes place each 
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Christmas eve in the Washington Building 
put R. H. “Rommie” Nathan back in his 
old position as Mayor. “I knew I'd win, 
he said confidently. And he promptly ap- 


pointed Eddie Jackson of that floor as 
“Janitor” and Bernie Smith as Superin- 
tendent. Opposing candidate, Herbert 

who conceded the election to 


Stranger, | 
Mayor Nathan, protested that this year 


there wasn’t even a ballot box to stuff. 

4 John Perry, 817 Washington Building, 
has added an attractive shadow box with 
dark plush drapes along one side of his 
quarters for the display of fine jewelry. 

4 Members of the Boston Jewelers Bowling 
League, after a few weeks’ recess during 
the Christmas holidays, are back now every 
Tuesday night at the Boylston St. alleys, 
each team intent on gaining top place. 

¢ Henry A. Sanders, Jr., of the firm of 
Heller & Sanders, 706 Washington Build- 
ing, left for California on Jan. 18 for a 
vacation trip. 

4 Melvin Lewis of the Colton-Lewis, Inc., 
frm, 703 Washington building, also left 
Boston recently for an extended trip to 
the Pacific Coast and to Hawaii. 

< Members of the E. H. Saxton Co. firm, 
Washington Building, held their annual 
New Year’s party on Friday, Dec. 31, at 
the Parker House, where, after an ex- 
cellent dinner, the entire stafl enjoyed a 
musical program, with Billy Welsh of the 
order department at the piano. Dancing 
was enjoyed, with Jim Russell, head of 
the order department; Everett Simmons, 
salesman; Rose Mary Brophy, bookkeeper, 
and Mary McPherson, charge clerk, giv- 
ing an outstanding exhibition of the 
Rhumba and Samba. 

q The quarters of Walter W. Austin, 126a 
Massachusetts Ave., an old-time watch- 
maker, have been boarded up recently for 
alterations, and it is announced that Mr. 
Austin has retired. 

q A group of about 40 jewelers, many of 
them out-of-towners, gathered on Dec. 12 
at the Wakefield, Mass., home of Henry 
R. Arnold (905 Jewelers Building) and 
surprised him on his 75th birthday. 

q Edmond P. Madore, 40 Lafayette St., 
Salem, has recently modernized his jewelry 
store. 

q Harry C. Benjamin, 282 Broadway, Som- 
erville, is reported as having been ill for 
some time. 

q Louis F. Marcou, 13 Irving St., Malden, 
has partitioned off part of his jewelry 
store, which he took over when he bought 
the block recently, and is renting the other 
section as a shoe store. 

q The New England Guild of the Ameri- 
can Gem Society held its January meeting, 
as scheduled, on the 19th, at the Smorgas- 
bord Restaurant. Richard T. Liddicoat, Jr., 
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of the Gemological Institute of America, 
was chief speaker, and John Kennard dis- 
cussed plans for the coming conclave of 
the Gem Society in Boston. A sound mo- 
tion picture, “What Makes a Fine Watch 


Fine” was shown, and the usual labora- ’ 


tory session was followed by a contest with 
prizes. 

q Swartchild & Co., 505 Washington Build- 
ing, announce that James Welch, associated 
with the office for the last five years, has 
now gone on the road for the firm, cover- 
ing the New England States. 

q Samuel Freedman of Hub Materials Co.. 
407-9 Washington Building, spent the 
month of January in Florida. Stanley Gold- 
berg of the same firm announced that his 
marriage would take place on Feb. 16. 

q Allen Davidson of the Thomas Long Co., 
president of the Boston Jewelers Club, has 
just returned from an extended trip to 
Chicago and St. Louis. 

q Don Reaves of the Smith-Patterson Co. 
was among several other Boston jewelers 
who attended the annual 24 Karat Club 
dinner in New York City. 

q Miss Helen Boyle of the secretarial staff 


of the Smith-Patterson store, returned re- | 


cently from a winter’s vacation “down 
east.” 

q Hendricken Brothers, Newton Highlands, 
Mass., moved recently from 20-A Lincoln 
St. to new and larger quarters at 28 Lin- 
coln St., where they have added a record 
department and also taken on a General 
Electric agency. 

q Architects, carpenters, plasterers, paint- 
ers, and others are busily engaged in 
rather “hush-hush” operations on the fourth 
floor of the Washington Building where 
the new Jorge Epstein quarters are to 
open shortly—quarters most unique in the 
jewelry trade, and whispered to be “quite 
out of this world.” As soon as arrange- 
ments are completed, more details will be 
released. Meantime, at the old quarters 
four most attractive posters, done in color 
by Kathryn Celin, announce, consecutively 
“We're Moving,” “And Hauling,” “And 
Building,” “And Painting.” 

q Frank W. Dodge, old-time watchmaker, 
at one time with Smith-Patterson Co. and 
more recently at Davis Square, Somerville, 
died on Jan. 10. 

q Everett J. Jennison, Framingham, Mass., 
died the latter part of December. 


Portland Watchmakers 
Observe 50th Anniversary 


“Watchmaking today is far different than 
in the old days,” declared Edward A. 
Hendrickson, who with his partner, Harry 
N. Blake, are two of Portland’s oldest 
watchmakers. Each has more than 50 
years service. The occasion was their re- 
moval of the firm from 75 Oak St. to 574a 
Congress St., Portland, Me. They started 
in business for themselves 17 years ago un- 
der the firm name of Blake & Hendrickson. 

Mr. Hendrickson, in looking back over 
the years, said:—“In the old days we had 
to take a piece of steel and make a lot of 
parts. Now materials come practically all 
ready to assemble. Watches are smaller 
now but have not changed too much in 
general assembly,” he said. 
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Antique Reproduction 


DIAMOND CROSS 


See oN Jie 
Gaal S27. +3 





A 14-Karat Yellow Gold Cross, well made, with 
Black Enamel Inlay. Size of cross is 134 inches 
long and 13% inches wide. Contains eleven full 
cut diamonds; stones are of good color and well 
made. All goods used will be of uniform quality, 
weighing approximately fifty-five points to the 
cross. 


Our Special Price to the Trade >] 35-9 


14K cross mountings only furnished exactly like 
the above illustration and we set your own dia- 
monds. 
Complete $4 g.-00 
if you prefer setting your own, 
deduct $5.50 

MAIL ORDERS FILLED PROMPTLY 
Send for illustrated Brochure featuring some very 
attractive and salable antique reproduction rings 
and crosses. 

QUALITY SINCE 1916 


ANTIN'S 


Antique Reproductions 
Dept. K, 114 Baronne St. 
New Orleans, La. 











PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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careless mistake in their advertising, the 
Crothers are concentrating on a small but 
carefully checked list of potential custom- 
ers. The list is compiled through personal 
only. 

4 Mickey Orloff of 706 Sansom St. is now 
purchasing watch movements from Switzer- 
land under an importer’s license granted 
him late in December, 1948. | 
4 Charles E. Gardner of Wilkes-Barre is 
representing Jos. B. Bechtel & Co., Inc., of 
Philadelphia in northeastern Pennsylvania 
and southern New York State as of Jan. 
15, according to an announcement by F. 
Clarke Bechtel. | 

q Herman Locke of Josef Milner married 
the former Miss Natalie Belkin of this 
city Jan. 9. | | 
q The Retail Merchants’ Credit Associa- 
tion held a general meeting at the State 
House Jan. 27 during which plans for fu- 
ture advertising among other matters were 
discussed. Future plans will be based on 
the experience of this organization in the 
Nov. 1 to Dec. 5 campaign instructing the 
public to use credit privileges under the new 
regulation W. Details of spring plans of 
this organization were not made available 
in time to make this issue. | 





Philadelphia Jewelers 
Organize 24 Karat Club 


The formal opening of the clubrooms of 
the recently organized jewelers “Twenty- 
Four Karat Club of Philadelphia” was held 
on Monday, January 17th, in that organiza- 
tion’s attractive and permanent quarters in 
the Benjamin Franklin Hotel. The club 
occupies two rooms at the hotel, one for 
dining and the other for recreation. 

Membership in the organization, for the 
time being, will be limited to 100 local 
members and approximately 35 _ out-of- 
towners. Luncheon will be served daily 
and dinner will be available for those who 
desire it. The club plans to hold an annual 
formal banquet and one informal get-to- 
gether each month. 

Present officers of the club are as fol- 
lows: A. Leon Sickles, president; Paul M. 
Stern, vice president; F. Clarke Bechtel, 
secretary-treasurer. 

The original 14 members of the club are: 
A. Leon Sickles and Edward Sickles, M. 
Sickles & Sons; Harry Iskin, Bruce Gor- 
don and Merrill Harris, all of the Iskin 
Manufacturing Co.; David Sickles, Louis 
Sickles; F. Clarke Bechtel, Joseph B. 
Bechtel & Co.; Wm. Lesse, S. Lesse & Sons: 
Paul Stern, Louis Stern Co.: Al Hoffman, 
Hoffman & Co.; Thos. Fernley and Robert 
Fernley, both of the National Wholesale 
Jewelers Association; Josef S. Milner, the 
House of Milner, and Robert Simon. 





Western Pennsylvania Jewelers 
Attend Anniversary Banquet 


A spectacular evening of entertainment, 
delicious food, and dancing were highlights 
of the 10th anniversary celebration of the 
Retail Jewelers Association of Western 
Pennsylvania, when it held its annual ban- 
quet at the William Penn Hotel, Pittsburgh, 
on Tuesday evening, Nov. 23. 

An air of expectancy prevailed through- 
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out the hotel’s 17th floor ballroom as the 
more than 800 jewelers, their families and 
employees awaited the evening’s festivities. 
Their anticipation was well rewarded as 
time wore on. 

After dinner the guests were treated to 
an all-star floor show, with Marc Ballero, 
nationally known comedian, acting as mas- 
ter of ceremonies. Zero Mostel, nationally 
known radio, stage and screen comedian, 
was brought into town especially for the 
anniversary banquet as star of the enter- 
tainment. 

Much of the credit for the affair’s suc- 
cess is due Paul S. Hardy and Harry M. 
Lasday, co-chairmen of the banquet. A vote 
of thanks is also due the various commit- 
teemen in charge of arrangements for their 
cooperation in planning the festivities. 

Among those honored during the more 
serious part of the program were Phillip 
K. Krauss and Martin M. Kramer, founders 
of the organization, and Theo. Abrams, 
president, who was presented with a watch 
for his services during the year. 

An impressive highlight of the evening, 
to commemorate the association’s celebra- 
tion, was the illuminated ice parade. The 
lights in the ballroom were dimmed and 
large individual blocks of ice were carried 
past the tables, spelling out “10th Anni- 
versary.” 





Low-Cost Group Insurance Plan 
Now Available to JSA Members 


Since a substantial majority of the mem- 
bers of the Jewelers’ Security Alliance 
have indicated their interest and coopera- 
tion, the Alliance has announced that it 
has arranged a low-cost group insurance 
plan, open to participation by all members 
having two or more employees. 

Detailed information concerning the plan, 
together with a trust agreement establish- 
ing the insurance fund and applications for 
group life insurance, have been sent to all 
JSA members. Here are the high-spots of 
the plan: 

It was estimated that the plan would be- 
come effective on or about February 15, 
1949, depending upon member response; 

The insurance will be underwritten by 
the Travelers Insurance Company of Hart- 
ford, Conn.; 

All Alliance members will be eligible to 
participate in the plan if they have two or 
more employees (including themselves) ; 

All employees on the employer’s payroll 
must be insured; 

No medical examination will be neces- 
sary; 

The cost of this insurance (which must 
be paid by the employer) is an allowable 
deduction from State and Federal income 
taxes; 

Officers, partners and owners of jewelry 
stores will be eligible for $5,000 worth of 
insurance; 

Employees earning $50 weekly or more 
will be eligible for $2,000 worth of in- 
surance; 

All others (i.e, persons earning less than 
$50 per week) will be eligible for $1,000 
worth of insurance. 

Participation in the Jewelers’ Security 
Alliance group insurance plan is open only 
to members. 
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HADLEY 
Attachments 


Will be 1/10 12K 





Or 1/20 12K 
Gold Filled 


(With the exception of the 
Hadlebrook and the Hadlecord) 





Eye Stopping in the Window! 
Gorgeous on the Counter! In 
addition to the Hadley work- 
manship — which has always 
maintained Hadley’s leadership 
in styling and dependability with 
the trade—the Hadley line for 
’49 will have another great sales 
plus. All Hadley Watch Attach- 
ments will be either 1/10 12K 
or 1/20 12K Gold Filled, and 
will be so stamped. 


To set these superb watch 
bracelets and attachments off 
to proper advantage in your 
showcases and windows, 
Hadley supplies each one in- 
dividually packed in a gleam- 
ing ivory-colored plastic tray, 
and bedded on luxurious real 
Crompton velvet of rich, 
characteristic Hadley Red. 
When you see them you will 
agree that there'll be nothing 


finer in your showcases. 


Order Your Supply 


From 


Jos. B. Bechtel & Co., Inc. 


Wholesale Jewelers 


Established 1894 


729 SANSOM STREET 


PHILADELPHIA 6, PA. 











239 











You too can have 


CONFIDENCE 


IN 
Calvert Watches 
For 52 years we've selected 


only the finest and most reliable 
merchandise as worthy of being 
included in our line. 


We have full confidence in 
CALVERT as an excellent value 
in a popular priced watch that 1s 
completely reliable and nationally 
advertised. 


Lord and Lady Calvert—17 jewels 
to retail from $29.75 to $52.50 


Calvert in 7 jewels 
to retail from $19.75 to $24.75 


CALVERT 


AM Cherishe AA Watch Word 
WATCHES 
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CRAFTSMEN 


in the art of RESTORING 


SILVERWARE 
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ROX 
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ANTIQUE and MODERN 


© REPAIRING ¢ REFINISHING 
¢ REPLATING »* LACQUERING 
e SPECIAL ORDER 


Write for Price List 
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d 


Serving the Trade since 1892 
The House of Mastercraftsmen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS & PLATERS 
JEWELRY REPAIRING & ENGRAVING 


205 S. 9th St. Philadelphia 7, Pa. 











240 














q Retail jewelry sales in Texas during 
November showed a gain of 35 per cent 
over sales for the preceding month of Octo- 
ber, according to figures of the Bureau of 


Business Research of the University of 
Texas. This gain was recorded while sales 


of all lines of business, as a whole, showed 
a decline of approximately one per cent for 
the month. 

¢ The Secretary of State in Austin, Texas, 
recently approved an amendment to the 
charter of the Neches Jewelry Co., Inc., in 
Beaumont which permitted the company to 
increase its capital stock to $60,000. 

q Esquire Jewelers, Inc., Fort Smith, Ark., 
has been granted a charter by the Secre- 
tary of State. George T. Herneich, Mary 
Jane Herneich and J. W. Durden were 
listed as the incorporators. 

q Jorges Jewelers, Inc., Fort Smith, Ark., 
has been organized with capital stock of 
$100,000. Incorporators: George T. Her- 
neich, Mary Jane Herneich and John A. 
Wright. 

q Burkhart Jewelers, 115 Montgomery 
street, Montgomery, Ala., held its formal 
opening recently. Leo Shwarts is presi- 
dent; Fred J. Dreher, Sr., vice-president; 
and E. Gassenheimer, secretary. Messrs. 
Dreher and Shwarts are both former mem- 
bers of a Montgomery jewelry firm. 

q The building at the corner of Campbell 
Ave. and Jefferson St., Roanoke, Va., is 
being remodeled for occupancy by Kirk’s 
Credit Jewelers. The new jewelry store 
will open for business around February l. 
Sam J. Krisch is president of the firm; 
Joel M. Krisch, vice-president, and Adolph 
O. Krisch, secretary-treasurer. 

q R. H. Overstreet, who has been asso- 
ciated with the Smith Jewelry Co., at 
Huron, S. D., has purchased the Fred Ward 
Jewelry Store at Bentonville, Ark., and will 
assume active charge of the business. Mr. 
Ward, who has decided to retire from busi- 
ness, plans to move to Memphis, Tenn. 

q H. C. Platt, for the past 25 years a 
jeweler in Miami, Fla., announced the 
opening of his new jewelry store at 119 
Northeast First Ave. 





Haltom's of Fort Worth 
Erect New, Modern Factory 


Having outgrown the shop room in their 
retail jewelry store, Haltom’s Jewelers, lo- 
cated at 614 Main St., Fort Worth, Texas, 
erected a new, modern factory in order to 
accommodate an increased volume of busi- 
ness. The new factory, located at 603 East 
Belknap St. near downtown Fort Worth, 
will be operated as a part of the Haltom 
concern. 

Adequate space, new and modern equip- 
ment, and skilled craftsmen are the out- 
standing features of the new plant. Within 
their shop the firm will carry on the manu- 
facture of special order work, jewelry re- 
pair, silver replating and reconditioning. 
Other services offered by the firm include 
the manufacture of school jewelry, class 
rings, service awards, athletic medals, spe- 
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cial plaques, and a large variety 


“ : of items 
for the firm’s retail store. 
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Jeweler Builds Good-Wil| 
With Free Customer Service 


Friedman’s Jewelers, 29 Broad St, § 
W., Atlanta, Ga., are offering through neys. 
paper and radio advertising a special after. 
Christmas customer service to attract buy. 
ers to their shop. 

The business-catcher idea is a free per. 
sonalized service, stating through advertise. 
ments, “We will fit and adjust all watch 
bands either purchased from us or from 
any other jeweler while you wait.” 





Board Amends Regulation W 


Retail articles priced at just under $50 
which are sold for more than $50 because 
of regional sales taxes have been freed 
from the instalment credit regulations of 
the Federal Reserve Board. 

The board of governors of the Federal 
Reserve System made the change—which 


became effective January 1, 1949—hy 
issuing Amendment 2 to Regulation VW, 


Regulation W requires down payment of 
20 per cent on such products as stoves, 
refrigerators, radios, and furniture, with 
the balance payable in 15 months, if the 
price is less than $1,000. 

The amendment was adopted the board 
said, “to reduce operating difficulties in the 
trade, particularly for those merchants serv- 
ing areas which include some localities 
with—and others without—sales taxes.” 





Appointed to Civic Post 


Edward L. Test, a jeweler at Springdale, 
Ark., who recently opened a jewelry shop 
in that city, was among several who became 
members of the Springdale Chamber of 
Commerce during the month of December. 








Be Wise! 
Play Safe! 


Your Silver Replating, Repairing, 
Deserves OUR Quality Work- 
manship, Service, and Low Rates! 


Send for Trade Price Folder 
THE A. G. SCHULTZ CO. 


Sterling Silversmiths Since 1881 


423 E. Lombard St., Baltimore 2, Md. | 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 


5 HOPKINS PLACE, BALTIMORE, MD. 
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Football Trophy Fetches Priceless Publicity 





Myron Everts and the captains of the Southern Methodist University and Oregon University 

football teams are shown examining the Arthur A. Everts Cotton Bowl Trophy before their 

New Year's game. This picture, taken by the Dallas Morning News, is just part of the valu- 
able publicity the firm received as a result of the trophy award. 


How much free publicity can a jewelry 
store garner by awarding a sports -trophy? 
Take a look at what Arthur A. Everts & 
Co., jewelers of Dallas, Texas, did and see 
for yourself. 

Traditionally New Year’s Day features 
the Cotton Bowl classic football game with 
the Everts’ firm presenting the huge trophy 
to the winning team. Resulting publicity 
preceding and following the game is up to 
the jewelry firm and to this extent they are 
on their toes. 





This photo of Myron Everts appeared in the 

Dallas Times Herald on December 30th. The 

Everts firm received additional publicity by 

selling and engraving watches which were 

presented to members of the football squads 

that participated in the Cotton Bowl Clas- 
sic on New Year's day. 


A photo of the Arthur A. Everts Cotton 
Bow] Trophy was snapped by the Dallas 
Morning Vews and appeared in the Jan. 2 
editior, Another picture, taken by the same 
paper. showed Myron Everts and captains 
from voth teams admiring the trophy that 
was ty be awarded to the winning team. 

This year the firm received additional 
publicity by selling and engraving watches 
whieh were presented to the players on 
both teams by the Cotton Bowl Athletic 
Association. A photo of Myron Everts, 
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taken by the Dallas Times Herald, ap- 
peared in that paper on Dec. 30. Another 
picture of the two Cotton Bowl stars com- 
paring their awards, Hamilton watches, 
appeared in the same paper on Jan. 3. 

Arthur A. Everts and his son, Myron, 
have always realized and appreciated the 
value of “newsy” publicity. It might be 
added that they certainly know how to go 
about getting it. 


—- ———— _____— 


Phoenix Jeweler Joins Drive 
For Irrigation Water Supply 














An analysis by Newton Rosenzweig, of | 


Rosenzweig’s, pioneer Phoenix  (Ariz.) 


jewelry firm, convinced him that the rela- | 


tion between Central Arizona’s agricultural 
prosperity and jewelry store sales 
direct. He also found that this agricultural 
economy was threatened because 
shortage of irrigation water. So he decided 
to do something about it. 


of a | 


was | 


As a result, Mr. Rosenzweig is leading | 


one of five important divisions of Arizona’s 
fight for Colorado River water. 
Arizona has rights to enough Colorado 


River water to supplement present irriga- | 


tion supplies in Central Arizona. (No new 
land development or speculation is contem- 
plated.) The problem is to persuade Con- 
gress to make delivery of that water soon 
enough to save the agricultural economy. 
Mr. Rosenzweig is a leader in the task of 
obtaining Congressional approval. 


ey 


California Jewelers Club 
Plays Santa to Veterans 


The Jewelers 24 Karat Club of Southern | 


California played Santa Claus on Christmas 


ee 


to 25 boys at the Birmingham Hospital. | 
Harry Prezant, chairman, and his two hard- | 


working assistants, Dick Gallien and Harry 
Sherwood, took time out during the busy 
Christmas period to make it a merry Christ- 
mas for these veterans by distributing such 
gifts as pipes, ties, wallets, watch material, 
and many other wanted items. 








Double Your 


Bridal Business 


Make Your Store Bridal Headquarters 
With the Best Selling Book 


of WEDDING ETIQUETTE 


ANSWERS 1000 
questions : etiquette, 
rings, bridal gowns, 
gifts, flowers, cere- 
mony, guests, dress 
guide, diagrams, 
trousseau, house- 
hold records, ster- 
ling and china rec- 








ords, guest list, gift record, illustrated. 


This authoritative book 
adds prestige—builds busi- 
ness—endorsed by jewel- 
ers, ready-to-wear and de- 
partment stores, libraries, 
colleges, newspapers. 


$60.00 per 100, FOB Houston 


96 pages, 5144” x 814”, paper bound 


SALLIE NEWTON 


4833 CAROLINE HOUSTON 4, TEXAS 

















MORE PERSONAL ATTENTION 


WHEN vou LEARN 


WATCHMAKING 


JEWELRY REPAIR 
ENGRAVING 


. . . THE THACKER WAY! 
Students learn FAST when in- 
structors offer personal atten- 
tion. Our Master Course covers all branches of Jeweiry 
Trade. High percentage of graduates placed. Housing 
available. (Schools in Warren, 0., and Pittsburgh, Pa.). 
G.1. Approved. Catalog FREE. 


A.W. THACKER ACADEMY FOR JEWELERS 


Dept. C + 42 2, Penna 
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For rapid turnever—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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Gold-=Silver 
DLATING 


“ASK ABOUT” 





HODANIZE 





TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 























LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 
‘selecting Swiss Watch 
Material.” 

Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MBG. CO. 


Chicago 2 Illinois 
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| “This is a stick-up.” 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 


MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 























MASTER Whtchmahing 


“Famed the World Over 
as the School of Quality’’ 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey 
1608 NM. Milwovkee Ave., Dept. 228 Chicago 47, Ill. 
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q With Louis Galvez, 52, jeweler at 3315 
Cottage Grove Ave., Chicago, patience 








| ceased to be a virtue and he evinced his 


impatience when a tall man entered the 
store with drawn revolver and announced, 
Galvez grappled with 
the intruder while his 15 year old son, 
Frank, seized a .38 caliber automatic and 
shot the hold-up man in the right shoulder. 
The bandit’s three accomplices, who waited 
outside during the attempted hold-up, were 
later arrested. The Galvez store was held 
up four times in 1948 and when _ these 
bandits started the 1949 record on January 
5th, Mr. Galvez’s patience reached the 
breaking point. 

q Harry Aronson, associated with the watch 
industry in Chicago for many years, recently 
announced the formation of the Hallmark 
Watch Corp. Offices are located in suites 
1602-3-4 at 5 North Wabash Ave., Chicago. 
The policy of the new firm will be to service 
wholesalers only. 





Government Official Addresses 
Chicago Jewelers Meeting 


The Jewelers Association started off the 
New Year with a well attended dinner meet- 
ing at the Standard Club on January 5th. 
The speaker of the evening was Robert H. 
Perry of the U. S. Department of Com- 
merce who is serving as manager of the 
Domestic Commerce and Small Business 
programs for the Chicago region. 

Mr. Perry showed the film, “Mr. Stuart 
Answers the Question.” The picture dem- 
onstrates the necessity of sales training 
and store modernization in order to succeed 
in the new buyer’s market. 

“Jewelers must do a selling job now,” 
Mr. Perry stated. He pointed out that in 
normal times like 
per cent of the national income was spent 
in jewelry stores. This figure was better 
than 8/10ths of one per cent in 1946 and 
1947, but in the last half of 1948 it was at 
the rate of 7/10ths of one per cent or less. 

Mr. Perry mentioned a number of book- 
lets, available from the U. S. Chamber of 
Commerce, possessing valuable information 
for store owners. 

During the business session there was 
considerable discussion regarding a letter 
sent to industrials by a manufacturer in the 
jewelry field offering to supply merchandise 
direct. Some very strong opinions onn this 
and the failure of some manufacturers to 
protect fair trade prices were expressed by 
members. Manufacturers were promised 
some real protests on the subject. 

New members admitted at this session 
were: Brant’s, Inc., 1223 East 63rd St., 
and Rose Bros., 3636 West 26th St.. 
Chicago, Ill. 





Hagans and Dubois Will Visit 


European Horological Circles 


Orville R. Hagans, executive secretary of 
the United MHorological Association of 


1939—5/10ths of one 


















CHICAGO 


America, and Louis Dubois, dean of the 
American Academy of Horology, Denver 
Colo., will sail for Europe on Feb. 10 
They will visit England, France and Swit 
zerland and will travel at their own expense. 

The purpose of their trip is to meet ang 
talk with as many people as they cap who 
are notables in horology. 


T. Albert Potter, 65, 
Elgin Board Chairman, Dies 


T. Albert Potter, 65, chairman of the 
board of the Elgin National Watch Co., 
died at University of Pennsylvania Hog. 
pital, Philadelphia, on Jan. 24, after a brief 
illness. Mr. Potter, who served as president 
of Elgin for 16 vears until he was elected 
chairman of the board in March, 1948, was 
formerly vice-president of the Quaker Oats 
Co. He began work with that corporation 
following his graduation from Princeton 
University in 1906. 


T. ALBERT POTTER 





Mr. Potter was elected vice-president of 
the Quaker Oats Co. in 1929, holding that 
position until he joined the Elgin company 
as president three years later. He was well 
Known in national and international busi- 
ness affairs. In 1947 he served as president 
of the [Illinois Manufacturers Association. 
Mr. Potter was a trustee of the Illinois 
institute of Technology, the Elgin Acadeny, 
Chicago Zoological Society, a director of 
Bell and Howell Co., Chicago National 
Bank, Public Service Co. of Northern Illi 
nois, Continental Casualty Co. and Conti- 
nental Assurance Co. 

In addition to his widow, Mr. Potter is 
survived by two sons, Thomas A., Jr., and 
Gordon, and a daughter, Joan. 





New Cory Sharpener Box 


The carton in which the Cory electric 
knife sharpener is packed has just been 
completely redesigned to give better iden- 
tification of the product in the distributor’ 
stock—to give more gift appeal to the box 
itself—and to enable the use of the carton 


as an actual point-of-sale counter display. 





——— 





STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 30, Chicago 
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Town Criers Elect Officers At Dinner Meeting 


aM, he 


Ye 
ee eed BEN. 
> . oF 


~% 


ee 
FA 


her 3 


a 


Pp OLN Ke 
> age 


alae ee ee 


ey 
peg 


* . 
Pet 
& 
= 





Shown are the new officers of the Town Criers, the unique organization of salesmen for Cin- 
cinnati jewelry manufacturers and wholesalers, who were elected at an annual dinner meeting. 
Left to right, they are: Treasurer, Robert Henghold of Rosfelder Brothers and Co., manu- 
facturer at 413 Race St.; Third Vice President, Edward Wubbolding of T. Knoebbler and Co., 
manufacturer at 81! Race St.; First Vice President, Ralph Patterson of the Harry Greenwold 
Co., wholesaler at 18 West Seventh St.; President, E. Paul Knight of the J. P. Knight Co.., 
diamond cutters at 104 East Fourth St.; perennial chairman of the entertainment committee 
and a former president, Maury Solomon of the D. Jacobs Sons Co., wholesaler at 811 Race 
St., and Secretary, J. Charles Hummel of the Gerwe Brown Co., wholesaler in the Temple 
Bar Building. Not shown is Roy Koehne of the Albert and Siefert Co., wholesaler at 18 West 
Seventh St., who was elected second vice president, but who was on vacation in Florida. 


Election of officers, annual reports by 
the immediate past officers and committee 
chairmen and the introduction of new 
members and numerous guests, featured 
the fifteenth annual dinner meeting of the 
Town Criers in Hotel Alms on Jan. 11. 
The organization, which is unique in the 
national jewelry business, was formed in 
1934 to promote Cincinnati as a jewelry 
buying center. Its membership is limited 
to salesmen for Cincinnati jewelry manu- 
facturers and wholesalers. 

The dinner was preceded with a cock- 
tail party and entertainment by a strolling 
accordionist, while a pianist provided din- 
ner music and played for group singing 
following the meeting. 

Approximately 85 members and guests 
were present, the largest attendance in 
the history of the organization, and it also 
was the most enjoyable of the annual 
meetings to date, according to those pres- 
ent. In the absence of President Clarence 
Loeb, who is on vacation in Florida, Presi- 
dent-elect Knight presided. 

New members introduced at the meet- 
ing were: Edward Karg, John Gerwe, Jr., 











Chicago Institute of Watchmaking 

is pleased to announce a six months’ course 

in Jewelry and Advanced Watch Repair 
A few benches are available in our 
regular one year course in watch repair 

CHICAGO INSTITUTE OF WATCHMAKING 

Approved for Veterans. 
Accredited by U.H.A.A. and Certified by H.1.A. 
Dept. JC-2, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacramento 2-6680 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Ilineis 
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and John R. Schmits of the Gerwe Brown 
Co.; Floyd M. Dellen of Indianapolis, Ind., 
salesman for the Schumer Brothers Co.., 
manufacturers at 5 East Third St.; M. H. 
Brehsmer of the -Schaeffer Pen Co., and 
Robert Wermes of Klein Brothers Co.., 
wholesalers, in the Enquirer Building. 

Guests included: Emler Zeizler, retailer 
of Chillicothe, Ohio; Thomas Atkinson and 
Fred Lounsbury of the Oneida Community 
Silver Co.; Fred Wahl, sales manager of 
the Krementz Co., Newark, N. J.. and 
B. L. Shackleford, Cincinnati representa- 
tive for the company; Lawrence Murray 
of the Seth Thomas Clock Co.: Robert 
Rohten of the Elgin National Watch Co.: 
E. H. Utz of the Western Clock Co.; Mel 
O’Connor and Edward Helmick of the 
Gruen Watch Co.; Percy Lucas of Colum- 
bus, Ohio, salesman for Rosfelder Brothers 
and Co.; William Martin of the Hadley 
Co.; Carl Schreiber of the Wallenstein 
Mayer Co., wholesaler, at 31 East Fourth 
St., and Robert Herbers, Walter Bleska, 
William Owen, Julius Cortois and Thomas 
Brittain of the Gerwe Brown Co. 





Anstead Opens Remodeled Store 


Robert Anstead recently opened the 
doors of his newly remodeled jewelry store 
at 100 N. Canon Drive in Beverly Hills, 
Calif., in which he has doubled the space 
he previously occupied. One side of the 
store has been given over to the display of 
jewelry, watches, and clocks. The other 
half of the establishment is devoted to 
silverware, hollowware, and many fine im- 
ports which Mr. Anstead has picked up 
on his various trips abroad. 

Mr. Anstead’s store handles unusual 
articles which are displayed in a homelike 
atmosphere. This atmosphere is created 
in part by a chime clock, an enormous 
writing desk for the convenience of the 
customer, and by wood paneling. 





24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 

7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 














“THE PATHWAY TO SUCCESS" 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 








USE DIRECT MAIL 






@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233 - 6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 








ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 



























































in special order om § 5 us your 


specifications. W. if sabesit a design 
without obligation. 


SCHUMER BROTHERS CO. 
Manufacturing Hewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 





DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 


114 West 6th Street. Cincinnali. Ohio 
WATCHES 


 E: 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 








DISTINCTIVE 
JEWELRY 
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CINCINNATI 6, OHIO 


700 EAST MCMILLAN ST. 
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q Manufacturers, wholesalers and retailers 
in this city were agreed that the 1948 holli- 
day jewelry business averaged on a par 
with that of the preceding year. While, in 
some quarters, business was reported off 
as much as 10 per cent, this was counter- 
balanced by reports from others that their 
businesses were up as much or more. The 
generally held belief in local jewelry circles 
is that business in 1949 will “level off,” 
but still will be “very good.” 


q For the best suggestion by a Gruen 
Watch Co. employee during 1948, Lloyd 
Nelson, a service department employee, has 
been awarded a three-day trip for two 
persons with all expenses paid, plus $25 
spending money. His suggestion was that 
the bridge on some models of watches be 
made in two pieces instead of one, to make 
the servicing of these models quicker and 
easier. 

q Adolph G. Wiebell, retailer at 328 Ben- 
son St., in suburban Reading, was working 
far overtime on Dec. 21 to complete the 


‘repairing of several watches before Christ- 


mas, when at 1:15 a. m. he heard a brick 
crash through a plate glass window in his 
store. Looking up, Mr. Wiebell saw a thief 
reach in, grab two watches and run. Giv- 
ing chase, Mr. Wiebell caught the thief 
and held him until police arrived. 

q Marion Dowers, who is Cincinnati’s year- 
round Santa Claus to underprivileged chil- 
dren, has “sold” the Board of Education 
on the idea of keeping six school houses 
open after school hours for recreational 
use by children who otherwise would be 
forced to play on the streets. Mr. Dowers 
is an employee of the A. Sauer and Co., 
manufacturer, at 329 East Eighth St. 


q Several hundred persons from this and 
other cities attended the annual ball of the 
Cincinnati Guild of the Ohio Watchmakers 
Association in the Roof Garden of Hotel 
Gibson on Jan. 22. Howard Sander was 
chairman of the arrangements committee. 
New officers of the Guild were installed at 
the January meeting, with Harry Flote- 
mersch assuming the presidency. A Gruen 
Watch Company film, “Uses of Time,” was 
shown at the meeting. 

q The Mayor Jewelry Co., Fifth and Vine 
Sts., supplied the watches that were pre- 
sented to 49 employees of the Fechheimer 
Brothers Co., local uniform makers, who 
had been with the company for 25 years 
or more. The presentations were made at 
an annual Christmas party. 

q Frank Remke of the Gerwe Brown Co., 
wholesaler in the Temple Bar Building, 
made a buying trip to New York City and 
other eastern markets early in January. 
George E. Brown of the same firm was in 
New York City on business during the 
same period. 

q Many manufacturers’ and wholesalers’ 
salesmen who were in town for the holiday 
season, returned to their territories during 
January. Among these were: J. Kassel of 
the Kaufman-Kassel Co., manufacturer at 
434 Elm St.; John Shira, Jr., of Shira 





Brothers, manufacturer of 530 Walnut St: 
Joseph Faigle of Joseph Faigle and Sel 
manufacturer of 528 Walnut St., and 
Charles K. Stern of the Wallenstein Mayer 
Co., wholesaler at 31 East Fourth St. Mr 
Stern also attended the Chicago jewelery 
banquet on Jan. 8. 

q Among those on buying trips to the East 
during January were: E. L. Spitznagel of 
George H. Newstedt and Co., retailer at 
Fourth and Race Sts., and Miss Clay 
Craig, jewelry buyer for the H. and § 
Pogue Co., department store. 

q Victor H. Hagen of the Louis F, 5 
Hummel retail store at Fourth and Vine 
Sts., celebrated New Year’s Day by making 
a flying trip to Palm Beach, Fla. Whil 
there for the day he found time to remem. 
ber a number of his friends here by send. 
ing them post cards depicting Florida 
attractions. 


q Robert O. Braddy has been added tp 
the sales force of the Harry Greenwold 
Co., and is now on his first selling trip for 
the local wholesale firm. 


q Lawrence Herschede of the Frank Her. 
schede Co., retailer at 8 West Fourth St, 
and his family are enjoying a Florida 
vacation. 

q Louis Hummel. retailer at Fourth and 
Vine Sts., spent a January vacation at Hot 
Springs, Ark. 

q J. Larry Crouch of the Wallenstein Mayer 
Co. is proud of his mechanical ability, and 
to prove it to several disbelievers he has 
completely remodeled the basement in his 
home into a very swank rumpus room. 

q Charles A. Priest, a widely known sales- 
man, has been added to the sales force of 
D. Jacobs Sons Co., wholesaler at 811 Race 
St. He will cover the Texas territory for 
the company. 

4 Recent Cincinnati visitors included: E. C. 
Jobe. retailer of New Madison, Ind.; George 
Spellmeyer of the R. F. Simmons Co., and 
Andrew Huff of the Sunbeam Corp. 

q Walter W. Miller, president of Miller 
Brothers, watch strap manufacturers of 817 
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ESTABLISHED 1893 


G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FILINGS - 

PINGS - OLD GOLD - SILVER 
AND PLATINUM. > aa 
WE SELL—FINE GOLD - 
PLATINUM - ALLOYED GOLD - 
CHLORIDE GOLD - FINE SILVER 
. ANODES - STERLING SILVER - 
SOLDERS OF ALL KINOS 


CINCINNATI, OHIO 
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Main St., called on jobbers in T oledo and 
Detroit during a 10-day trip late in Jan- 
4 Mire Frieda Wagner and her daughter, 
Mrs. George Menges, of E. Wagner and 
Son, retailer of 932 East McMillan St. and 
4005 Hamilton Ave., attended the Chicago 
Gift Show. 
q The Keilson Co., wholesaler of 321 East 
Seventh St., has been named distributor in 
this area for Telechron clocks, it was an- 
nounced by William Shapiro, department 
ger. 
qAl Wehry, salesman for the Klein 
Brothers Co., wholesaler in the Enquirer 
Building, was made an honorary member 
of the Jewelers Luncheon Club of North 
Attleboro, Mass., while on an eastern trip 
in December. 
4 Nostalgic memories for Cincinnati old- 
timers were revived by a recent feature 
story in the Enquirer, morning daily news- 
paper. picturing and describing a 40-year- 
old clock at the front corner of the retail 
jewelry store of George H. Newstedt and 
Co. at Fourth and Race Sts., which re- 
cently was replaced with a new electrically 
wound clock that is checked automatically 
every hour with Arlington Naval Observa- 
tory time to insure constant accuracy. 
q The Phelps Jewelry Co., retailer at 
4106% Glenway Ave., has added a repair 
department for electric clocks, lighters and 
electric razors. 
4 E. Torf, retailer at 3439 Reading Road, 
has installed additional cases and fixtures 
to accommodate his expanded gift depart- 
ment. 
q William Shapiro of the Keilson Co. en- 
joyed a two-weeks’ vacation in Philadel- 
phia during the first two weeks in January. 
q Mr. and Mrs. Julian Hesse of the Wal- 
lenstein Mayer Co., staged an open house 
at their home during the holidays for their 
numerous friends among the !ocal jewelers. 
q Schneider Fruh, retailer at 2179 Central 
Ave., has returned to business after fully 
recovering from cataract operations on both 
eyes. 
q The Northern Ohio Guild of the American 
Gem Society held their regular monthly 
meeting on January llth at the Hatch 


Building, Western Reserve University. Dr. 
Henry F. Donner, professor of Geology at 
Western Reserve University, delivered an 
address on precious metals and their alloys. 
Exhibiting specimens of these metals, which 
include gold, silver, and the six elements 
of the platinum group: platinum, palladium, 


iridium, rhodium, osmium, and ruthenium, | 


Dr. Donner outlined their ways of occur- 
rence, their sources, the methods by which 
they are recovered, their properties, and 
their uses when alloyed. 

¢ B. G. Satzger, engraver for M. and R. 
Jockers, wholesaler of 606 Vine St., and 
Mrs. Satzger attended the Governor’s Ball 
in Columbus, Ohio, on Jan. 10. 


Adelsheim is Guest of Honor 
At Cincinnati RJA Meeting 


Maurice Adelsheim, president of the 
American National Retail Jevclers Asso- 
clation, was to be the guest of honor and 
principal speaker at a dinner meeting of 
the Retail Jewelers Association of Greater 
Cincinnati on January 22 in Hotel Sinton. 

Mrs. Jane Kampf of the Kampf Jewelry 
Co., who is chairman of the arrangements 
committee, said that invitations were ex- 
tended to members of the Cincinnati 
Wholesale and Manufacturing Jewelers 
Association and the Town Criers, the local 
organization of wholesalers’ and manufac- 
turers’ salesmen. More than 200 were ex- 
pected to attend the dinner, which was to 
take the place of the regular February 
meeting. 

At a largely-attended January meeting 
of the retailers association, plans were ap- 
proved for a year-round program of adver- 
tising in the three local daily newspapers. 
The ads of a half page or more in size will 
be of an institutional nature, and will 
appear at least once monthly on a rotating 
basis in the three newpapers. Each ad will 
carry the names and business addresses of 
the approximately 50 members of the asso- 
ciation. 

Also approved at the January meeting 
was an association emblem, which will be 
prominently displayed on the doors or 
windows of members’ stores. 





JOIN GRUEN'S 25-YEAR CLUB 





Being greeted by Benjamin S. Katz, president of the Gruen Watch Co. of Cincinnati, Ohio, 
are nine men who recently completed 25 years of service with the company. Each was given 
his choice of a gold watch or diamond ring. Pictured, left to right, are Mr. Katz, Gregory 
Baumann, Franz Miller, Hans Demmer, Edwin C. Brunst, William J. Dolan, Arthur Ruscher, 


Al Cefalu, William Hildenbrand and Adolph Schmidt. 
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RAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 














We are buyers and refiners of Gold, Silver ani 
Platinum offering the following prices for your 
scrap gold and gold-filled: 


Silver and Platinum at current prices. Small 
or large lots. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 





SCRAP GOLD — 


22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 
14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.00 per oz. 
20 yr. G.F. watch cases 1.25 per oz. 
25 yr. G.F. watch cases 2.00 per oz. 


Prompt and reliable service. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 


323 West 5th St. Los Angeles, Calif. 














USE DIRECT MAIL 








@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233-6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 fo the largest, 
most accurate list of retail jewelers. 








PLASTIC BEADS . . . for Every Purpose! 


variety of spheres, shapes, colors and 
finishes. 





TELL Plastic Beads are made in a 


Write for samples and prices. 
TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 














TAKE TOPFLIGHT — 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 








LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Y. 
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| ioe mm Buy 
China and Glass 


| 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 383-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 




















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRtSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Stafferdshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 #Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















importers of 
LISH CHINA 


and 
EARTHENWARE 


Stoek and Import 


FONDEVILLE & CO., INC. 


AL. 4-0104 


¥ ENG 




















ROYAL DOULTON 


Emeglisk Bone China and Barthenware 


DOULTON and CO., Ine. 
wm. &. orn tS 
812 Fifth Ave. 


New York, N. Y. 
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COMING EVENTS 


February 


1-2—Indiana Jewelers Association, Mid- 
Winter Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

6-10—-New York State Gift & Art Show, 
Hotel Statler, Buffalo, N. Y. 

6-10—Western Merchandise Exhibitors 
Gift, Toy & Housewares Show, Civic Audi- 
torium and Western Merchandise Mart, 
San Francisco, Calif. 

13-17—Kansas City Gift Show, Municipal 
Auditorium Exhibition Hall, Kansas City, 
Mo. 

13-17—Pacific Northwest Gift & Art 
Show, Olympic and New Washington Ho- 
tels, Seattle, Wash. 

19—The Golden Roosters of Chicago, 
Annual Dinner-Dance, Congress Hotel, 
Chicago, III. 

19—New England Manufacturing Jewel- 
ers & Silversmiths Association, Annual 
Banquet. Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

20—Illinois Retail Jewelers Association, 
Annual Convention, Springfield, Ill. 

20-23—Portland Gift & Art Show, Port- 
land Hotel, Portland Ore. 

20-23—Ohio State Spring Gift Show, 
Deshler-Wallick Hotel, Columbus, Ohio. 


21-25—New York Gift Show, New 
Yorker and Pennsylvania Hotels, New York 
City. 

21-25—225 Fifth Avenue Gift Show, New 
York City. 

27-March 1—Pacific Northwest Retail 


Jewelers Convention and Exposition, Seat- 
tle, Wash. 
27-March 2—Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 
27-March 3—Detroit Gift Show, Statler 
& Book Cadillac Hotels, Detroit, Mich. 


March 


6-9—Michigan Retail Jewelers Associa- 
tion, Annual Convention, Hotel Pantlind, 
Grand Rapids, Mich. 

6-11—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

6-11—Dallas Gift Show, 
Dallas, Texas. 

7-11—Boston 
Boston, Mass. 

7-11—Parker House Gift Show, Parker 
House, Boston, Mass. 

10—Jewelers Fraternal Association of 
New York, Annual Meeting, Schwartz Res- 
taurant Building. 183 Broadway, New 
York. 

21-25—Philadelphia Gift Show, Benja- 
min Franklin Hotel, Philadelphia, Pa. 

26-30—Baltimore Gift Show, Lord Balti- 
more Hotel, Baltimore, Md. 


Hotel Baker. 


Gift Show, Statler Hotel. 


April 

2-4—-Kansas Retail Jewelers Association, 
Annual Convention, Hotel Lassen, Wichita, 
Kans. 

3-5—American Gem Society. 14th Annual 
Conslave, Statler Hotel, Boston, Mass. 

3-5—Minnesota Retail Jewelers Associa- 
tion, Annual Convention, Hotel Nicollet, 
Minneapolis, Minn. 

3-7—Pittsburgh Gift Show. William Penn 
Hotel, Pittsburgh, Pa. 

3-9—Spring Market Week. Kansas City 
Merchandise Mart, Kansas City, Mo. 





7-11—Minneapolis Spring 
son Hotel, Minneapolis, Minn. 
9-11—Nebraska Retail Jewelers A 
tion, Annual Convention. 
Omaha, Nebr. 
24-25—Missouri Retail Jewelers 
tion, Annual Convention. 
Joplin, Mo. 
24-25—Oklahoma Retail Jewelers Asso 
ciation, Annual Convention, Hotel Skirvie 
Oklahoma City, Okla. 
24-26—California Retail Jewelers Asso. 
ciation, Annual Convention, Hotel Clare. 
mont, Berkeley, Calif. 
25—-Diamond Peacock Club, Annual 
Spring Dinner-Dance, Hotel Somerset, Bo. 
ton, Mass. | 


Show, Radis. 


$80Cia. 
Hotel Paxton 





Associa. 
Hotel Conno; 


May 


1-2—Maryland-Delaware-District of (p. 
lumbia Jewelers Association, Annual Cop. 
vention, Emerson Hotel, Baltimore, Md. 

1-3—Tennessee Watchmakers and Jewel. 
ers Association and Tennessee Jewelers 
Association of ANRJA, Joint Annual Cop. 
vention, Andrew Jackson Hotel, Nashville 
Tenn. 

1-3—-Wisconsin Retail Jewelers Associa. 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wise. 

15-17—New York State Retail Jewelers 
Association, Annual Convention, Statler 
Hotel Buffalo, N. Y. 

15-20—New York Stationery Show, New 
Yorker Hotel, New York City. 

19-22—-United Horological Association of 
America, Annual Convention, Sherman Ho. 
tel, Chicago. Il. 


June 
5-6—Texas Retail Jewelers Association. 
Annual Convention, Galvex Hotel, Galves. 
ton, Texas 


July 
25-28—National Association of Credit 
Jewelers, Convention and National Jewelry 
Fair, Stevens Hotel, Chicago, Tl. 


August 


15-18—-American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show. Waldorf-Astoria Hotel, New 
York. 

September 

*-6—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention. Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—-Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 


Darlings Jewelry Stores, Jamestown, 
N. Y., boosted January store traffic by of- 
fering a series of free services in repair 
departments. The store offered free case 
polishing service, free watch regulation, 
free crystal inspection and a free new cord 
for old watch bands. 








Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 
D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y: 
LOngacre 4-785] 
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OBITUARIES 


Ropert 5. CHAPIN, ii, a retired jeweler, 
formerly a partner in the jewelry firm of 
Marcus & Co., New York, and later presi- 
jent of Charlton & Co., New York, died 


de , 
He is survived by his 


December 22nd. 
widow. 

Joun E. CHARLES, 66, who conducted a 
jewelry manufacturing business in Utica, 
\. Y., died January 2nd after a short 
iJIness. Before he settled in Utica, Mr. 
Charles operated a jewelry manufacturing 
business in New York and was an expert 
appraiser of diamonds. 

Max Freunp, 75, owner of the M. M. 
Freund jewelry store of Middletown, Conn.. 
since 1935, died January Ist at his home 
He formerly owned a store at 777 


there. — 
Surviving are his 


Broadway. Brooklyn. 
widow, a sister and a brother. 

Mrs. Harry R. Gerper, 48, associated 
with her husband, Harry R. Gerber, and 
her father, Sylvanus W. Bramley, in Bram- 
ley & Co. Inc., jewelers, of 199 Main St., 
White Plains, N. Y., died January 16th. 
Surviving, besides her husband and father, 
are three sisters. 

Metvin M. GoLpsMITH, 63, vice president 
of Geldsr:'th Bros. Smelting and Refining 
Co.. Chic.zo and New York, died on De- 
cember 9th. Mr. Goldsmith joined the 
organization more than 40 years ago and 
had been in charge of the Chicago plant 
during the past 25 years. 

Sam GOLDSTEIN, 72, well-known jeweler 
of Griffin, Ga.. died December 26th at his 
home in that city. He is survived by four 
sons and three sisters. 

Frank Y. Hoover, 61, jeweler and dia- 
mond setter. died December 17th at his 
home in Kenmore, N. Y., following a long 
illness. Mr. Hoover, who maintained an 
ofice and workshop in the Root Building, 
Buffalo, for 10 years, did most of his recent 
work for manufacturers and _ individuals 
in his home. 

Mrs. Jutius D. Jacoss, Sr., wife of the 
president of the D. Jacobs Sons Co.. whole- 
sale jewelers of Cincinnati, Ohio, died on 
January 17th. In addition to her husband 
she is survived by her son Julius D. Jacobs, 
Jr., who is one of the firm’s salesmen, and 
her daughter, Mrs. Harold Effron. 

Harry P. Jonas, 77, retired manufactur- 
ing jeweler of Memphis, Tenn., died De- 
cember 25th at his home there. Mr. Jonas 
had followed his trade since boyhood, and 
was well-known for his expert craftsman- 
ship. He was born in Cincinnati and 
moved to Memphis about 40 years ago. He 
operated his own jewelry manufacturing 
business in the Lee Building for a quarter 
of a century. Surviving are his widow and 
two children. 

. Harry MIcHAELs, 58. a partner of the 
jewelry firm of Michaels. died January 8th. 
Mr. Michaels was a partner with two 


Ee 


vans BOOTHS 
Se) Fine English Tableware 
MIDHURST IMPORTING CORP. 


15 EAST 26th STREET NEW YORK 
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brothers, Leo and Irving Michaels, and 
supervised operations of their stores in 
Hartford, Bristol and Torringion, Conn. He 
is survived by his widow, a son, three 
brothers and two sisters. 

Harotp J. Recu, a jeweler with offices 
in the Borst Building, Syracuse, N. Y., died 
suddenly January 16th. His widow and a 
daughter survive. 

RayMonp L. Rupoipu, 36, 
diamond buyer for Rudolph Jewelers, died 
suddenly December 30th at his home in 
Syracuse, N. Y. Mr. Rudolph, a son of 
Max H. Rudolph. a vice president of the 
firm, was a graduate of Ohio State Univer- 
sity and a veteran of World War Il. Ru- 
dolph’s operate 30 jewelry stores in New 
York, New Jersey and Massachusetts. Sur- 
viving, besides his father, are his widow, 
a son, a daughter, three brothers and a 


execulive 


sister. 

A. J. RUMMELE, 82, a jeweler of Manito- 
woc, Wisc. for the past 35 years, died De- 
cember 23rd in a hospital at St. Petersburg. 
Fla. He was in Florida to spend the win- 
ter. Mr. Rummele was a director of the 
Wisconsin Retail Jewelers Association. He 
is survived by his widow, a daughter and 
a son. 

EK. J. Saver, jeweler of New London, 
Wisconsin, and manager of a retail jewelry 
store there which he managed for the 
past 49 years, died there on December 29th. 

Fred P. WARNER, who started in the 
jewelry business 54 years ago as a young 
man with Benj. Allen & Co. in Chicago 
and was for many years buyer in the watch 
department, died on January 1I]th. 


JIC Outlines "49 Plans 
(From Page 222) 


Rosenberger, Coro, Inc., Providence; Leon- 
ard Shiman, Shiman Manufacturing Co., 
Newark; Myer B. Barr, Barr’s Jewelers, 
Philadelphia: Myron Everts, Arthur A. 
Everts Co., Dallas; John P. Fix, George R. 
Dodson, Inc., Spokane; George Gerber, 
Gerber’s Inc., Providence; Richard Jessop, 
J. Jessop & Sons, San Diego, and A. N. 
Slavick, Slavick Jewelry Co., Inc., Los 
Angeles. 

Holdover directors, in addition to Messrs. 
Kaufmann and Lambert, are: Gordon How- 
ard, Elgin National Watch Co., Elgin, IIL; 
Henry I. Jacobson, Jacobson Brothers, New 
York City; Craig D. Munson, International 
Silver Co., Meriden: Gustav H. Niemeyer, 
Handy & Harman, Inc., New York City; 
W. Waters Schwab, J. R. Wood & Sons, 
Inc.. New York City; Ray F. Warren, 
sulova Watch Co., New York City; Hyman 
A. Goldberg, Cooper’s Inc., Portsmouth: 
Leo D. Kind, Reid Inc., Trenton; H. Victor 
Paul, Wiss Sons, Inc., Newark; Bernard 
G. Rudolph, Rudolph Brothers, Inc., Syra- 
cuse, and Maurice Adelsheim, S. Jacobs 
Co., Minneapolis. 

Albert E. Haase continues as executive 
director and William D. McNeil as execu- 
live secretary. 

P. M. Fahrendorf, president of THE 
JEWELERS’ CrrcuLAR-KEYsTONE, and Harry 
J. Bromley, vice-president of National 
Jeweler, continue as technical advisors to 
the board of directors of the council. 


GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 


Tel. GR 7-0400 
CHINA ” GLASS * TABLEWARE 
EARTHENWARE e@ GIFT and ARTWARES 


Domestic and Foreign 
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Theodore Raviland 
Hew Perk 


MADE 1m AMERICA | 


THEODORE HAVILAND. & CO. 
INCORPORATED L 
26 West 23rd Street } 
New York 10, N. Y. 


Merchandise Mart Room 302 Brack Shops 
Chicago 54, III. Los Angeles, Calif. | 

















SERVICE PLATES - DINNERWARE 


SINCE 1918 
Patterns especially designed for 
WELERS 


Specialists in All-Over Gold Decorations 
Write for details. 
INC. 


ATLAS CHINA C@O., 
27 WEST 20th ST., NEW YORK 11, N. Y. 

















DELLA WARE 


AMERICAN MADE 
distributed by 


FISHER, BRUCE & CO. 


| Phila.: 221 Market St. e New York: 1107 Broadway 














LEVY BROS. CHINA CO. inc. 


EST. 1868 


NEW YORK 


Gifts ... Dinnerware... Service Plates 


Office and Showrcem 


ALL-OVER DESIGNS IN 22K GOLD 


Shewroom 


- 79 Fifth Avenue 225 Fifth Avenue 








DECORATIVE 
ACCESSORIES 
FURNITURE 
GIFT AND ART 


New York 
Chicago NOY ELTIES 


MARY RYAN 


225 “Fifth 
Merchandise 


Avenue, 
Mart, 





Distinguished 


212 FIFTH AVENUE 


CASTLETON 


American China 






CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


NEW YORK 10 











ENRIGHT -LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 FIFTH AVENUE NEW YORK 10, WN. Y. 


Telepnone: GHelsea 2-3702 and CHelsea 2-2558 
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Studding a Hairspring 








This article coneludes the chapter on vibrating. explaining 


here the final steps in the studding operation such as fastening 


the spring in the stud and centering or truing the hairspring. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society cf N. Y. 


(Drawings by the author ) 


Te round or cylindrical stud is the most 
commonly met with and will be used to demonstrate this 
operation. After the stud hole is cleared, the spring is 
threaded into the stud, bearing in mind that both the 
spring and the stud are upside-down and that the direc- 
tion of the spring must be checked. 





Fig. 63. The hairspring should be studded so that 
the groove (arrow) is facing the screw. This en- 
ables it to be fastened without danger of shifting. 


Caution must be observed that the hairspring is 
threaded into the stud so that when it is placed back 
into the bridge, the groove in the stud faces the stud 
screw as shown in figure 63. In this way the stud screw 
will enter the vertical groove and prevent the stud from 
shifting in its hole. The stud is better secured because 
of the greater surface contacted by the tip of the screw. 

If the stud is placed on the hairspring incorrectly as 
shown in figure 64, the stud screw has little grip on the 
smooth, round surface of the stud and may shift. This 
will cause the hairspring to be un-centered which in turn 
will cause the coils of the spring to crowd one another 
and the timing will be off. 

After these precautions have been observed, the exact 
distance from the vibrating point to the outside of the 
stud (on the far side) is measured. A kink is placed in 
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the spring at the point it emerges from the stud as shown 
in figure 35 and in figure 66. This is done so that the 
exact studding point will not be shifted and lost during 
the studding operation, thus detracting from the exact- 
ness of the vibrating operation. 

Taper pins similar to those used in the colleting opera. 
tion are employed to wedge tight the stud and hairspring. 
This is inserted into the stud from the direction of the 
regulator pins toward the end of the hairspring. Of course 
the pin is placed inside the stud hole beside the hairspring 


so that it is outside the hairspring coils and facing the 






\ 
. » | ac 
4 
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Fig. 64. This hairspring was studded incorrectly. 
The groove (upper arrow) is opposite the screw 
and point (lower arrow) does not grip stud securely. 


stud screw. The stud pin is then made secure by bracing 
a strong tweezer point on the thick end of the stud pin 
and the other tweezer point against the opposite edge of 
the stud, reversing the process shown in figure 55. This 
process is shown in figure 65. 

Since the stud is at the end of the spring and more 
accessible to manipulations, the precautions taken with 
the pin and spring during the colleting operation do not 
have to be repeated here, such as preparing the pin and 
using a sample length of hairspring for trial fittings. 
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SRE SAEED ot 05 A ET 
Watch repairs 


TRIPLED 
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New wateh sales 


INCREASED 100% 


In an unsolicited letter, Mr. Shear writes: 


J. J. SHEAR “Since receiving my WatchMaster (a year 
Hollywood by the Sea, ago) my watch repair business has tripled. 
Florida 


“New watch sales have increased 100% 
and I have many more happy customers.” 


Mr. Shear is just one among thousands who 
has found a contributing factor to success 
in the — 





Make a Resolution now to own one in 1949 





American Time Products. Ine. 


S80 FIFTH AVENUE NEW YORK. NX 


Distributors of Western-Electric Watch-rate Recorders 
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In studding, the pin ends sticking out of the stud may be 
broken off by bending them outward. However, precau- 
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Fig. 65. Inserting taper pin to fasten spring, one 

point of the tweezer is placed over the thick end 

of the pin and with the other point braced against 
the stud, the pin is squeezed in tight. 


tion should be observed that the kink made to mark the 
exact studding point has not shifted. 


CENTERING THE HAIRSPRING 

Following the studding operation, the spring must be 
centered so that when the spring is attached to the bridge. 
the collet center will lie directly over the balance hole 








Fig. 66. If the spring is off-center as above, correc- 
tion is affected by a number of bends in order to 
contract the curves. 


jewel. To center a flat hairspring, it is placed in the 
balance bridge without the balance, its stud screw fastened 
and the spring placed in the regulator. At first, the spring 
may be off-center as shown in figure 66. In such a case. 
the correction may be affected by a number of bends 
either to contract the curve of the last coil or a series of 
similar manipulations, usually to the last coil. 

The truing in the round should not be considered com- 
pleted until the spring and collet center are concentric 
with the balance jewel and the hairspring rests midway 
between the regulator key and the regulator pin as shown 
in figure 67. 

Sometimes a bridge is encountered where the distance 
from the center of the balance hole jewel to the stud 
(“A.” figure 68) is greater than the distance from the 
balance hole jewel to the regulator pins, (“B,” figure 68). 
Since the outer ends of the regulator move in circular 
arcs, the section of the last coil of the hairspring that lies 
in the regulator must also conform to this shape. This is 
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necessary so that when the regulator 1s shifted, it wil] not 
push the hairspring off-center. Therefore, when such a 
bridge is met with, it will be required to make an adjust. 
ment close to the stud so that it will look like that shown 
in figure 68. This is done by bending the Spring close 
to the stud at the points indicated by the arrows at oc» 








ae a wee 














Fig. 67. Trued hairspring has spring and collet 

center concentric with balance jewel and the hair- 

spring resting midway between regulator key and 
pin. 


It is taken for granted that all considerations as to 
the size of the spring in relation to the available room in 
the balance bridge have been observed and that the inner 











Fig. 68. When distance A (from center to stud) is 

greater than the distance B (from center to regu- 

lator pins) bends at C must be made so that last 

position of coil remains concentric with regulator 
orc B. 


coils do not crowd the side of the regulator pin closest 
to the collet. (See figure 7, section, “Size of the Hair- 
spring.” ) When the spring seems centered on the bridge, 
it is then removed and staked to the balance, making 
certain that t!:: hairspring is replaced at the proper beat- 
point. The hairspring and balance are then attached to 
the bridge and minor and final adjustments to the hair- 
spring may then be made. 





Separate Television Annex 


A sale of specially priced merchandise coupled with 
newspaper and postcard advertising, a cider-doughnut 
bar and enough floodlights to rival a Hollywood premiere, 
were combined by Telford Slatkin. of the Slatkin Jewelry 
Co., Detroit, Mich., to promote the opening of his new 
television adjunct to his business. 

The new television studio, operated separately from 
Mr. Slatkin’s jewelry business. is located in its own root 
immediately adjacent to the jewelry store. Its modern 
sidewalk-level all-glass front was unveiled at an elaborate 
opening ceremony attended by hundreds of people. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















GéT MY 
$18 PROFIT PACKAGE 


YOUR COST ‘30.00 


PACKS MORE PROFITS, MORE SALES 












For limited time. Quantity limited. First come, first served. Package you 
get for $30.00 contains 12 fast-selling nationally advertised Sentinel clocks, 
with display material, illustrated below. Nets you $18.00 profit—fast! 


me 


Cost fo you =_ Sell for 
4 Liberator 8-day Alarms $11.24 $18.00 


4 Prince 1-day Alarms 
(3 plain and 1 radium) 9.38 15.00 


4 Princess 1-day Alarms 
(3 plain and 1 radium) 9.38 15.00 







SENTINEL 
ALARM 








$30.00 $48.00 


YOU GET FREE 
(A) Counter Display Piece 


(C) Colorful Folders 
(D) Trademark Display Card 
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PRINCESS: Smart, miniature 1-day Alarm, 3%” square. Ivory baked enamel case, brass plated bezel and 
hands, single wind for time and alarm. Retail—1D-0-13 Plain Dial, $3.50.1D-0-15 Radium Dial, $4.50. 


Sad 
~ 


PRINCE: Round, miniature Alarm. Ivory baked enamel case, modern satin brass plated airflow base, 
single wind for time and alarm. Retail —1D-0-16 Plain Dial, $3.50. 1D-0-17 Radium Dial, $4.50. 


LIBERATOR: The great Sentinel 8-day Alarm. Gleaming ivory baked enamel case, brass plated bezel. 
Vtéry beautiful hands and dial, watch-type escapement, clear bell alarm. Retail—8D-182, $4.50. 


To My Sentinel Distributor 











Ship me Profit Packages at $30.00 each 
THE E. INGRAHAM COMPANY Name 
Bristol, Connecticut 
Established 1831 Address 
In Canada—Toronto 14, Ontario City State 








Prices plus taxes, subject to change— 
slightly higher in Canada 


" 
FOR FEBRUARY. 1949 
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My Pro —— — 
IS > =—— 
WHERE CAN | GET—? = _uow SHALL I-? 


YANIDE SOLUTION—We have been using cyanide 
and water solution, however, we do not know just 
what kind of cyanide we had. A druggist told us to use 
potassium sodium cyanide; however, this did not work as 
good as that which we had been using. Any informa- 
tion which you can give us will be appreciated. (Question 
No. 6103) V. L. H. 

Answer—Probably what you used and wish to iden- 
tify is a trade-marked preparation of sodium cyanide 
made by DuPont Co., Wilmington, Del., and labeled 
“Cyanegg.” This is the preparation mostly used by 
jewelers. It is moulded in pieces weighing about 1 ounce 
each, very convenient for preparing solutions, as it is 
unnecessary to use scales to measure quantities. Any 
druggist could supply this cyanide, in metal cans con- 


taining one pound each. 


ATCH HISTORY—I am writing to you relative to 
an old watch which has been in our family for 
something over one hundred years, hoping that you 
might be able to give a history of the watch and some 
idea of its value as a collection piece. It is a thin chime- 
watch which strikes the hours and quarter hours. On 
the inside back cover are the following inscriptions and 
engravings: “Echappement A. Cylindre, Trempie, Roui, 
Aiguilles No. 1962, Quatre Trous en Rubis.” 
The watch was sent over to my grandfather from Ger- 
many in about 1860, after his father had died, it having 
been his father’s watch for a considerable length of time 


prior to that. (Question No. 6104) B. J. 


Answer—The engraved inscriptions quoted are all 
technical descriptive matter. They state that the watch 
has a cylinder escapement with hardened wheel; four 
pivot-holes jeweled; serial number of watch No. 1962; 
and the remaining word is French for “Hands,” indi- 
cating a hole where a key is to be applied for setting the 
watch to time. In all of this there is no name of a maker 
of the watch, hence nothing by which we could identify 
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it, to know if made by some noted maker whose name 
would give it value above a commercial-grade watch of 
its type and period. The watch seems to have been made 
either in France or Switzerland, judging by the descrip. 
tion you give, but the only comment we can make on the 
question of its value is that a collector would prefer a 
watch with a noted maker’s name on it, and we believe 
that the sentimental value you place on this heirloom 
must be considered its value to you, which of course does 
not exist for one not in your relationship. 


ROWNING BRONZE—Please let me have a formula 


for a solution for making a brown finish on bronze 
medals. (Question No. 6105) R. N. C. 


Answer—Dissolve 4 ounces hyposulphite of sodium 
and 4 ounces of nitrate of iron in 1 quart of water. Let 
this stand until the ingredients are entirely dissolved. 
Hang the work in the solution and watch it carefully 
until the desired shade of color has been reached; rinse 
and dry. Rubbing the work then with a clean linen rag 
slightly moistened with olive oil, then with a dry rag, 


may be desirable to enrich the color. 


— DISCOLORATION—I recently sold a 14K gold 
ring to a customer who complains that this ring 
blackens his finger and he thinks that the metal cannot 
be good gold. I am sure it is fully 14K gold. What can 


I say to convince the customer that he has not been 


swindled? (Question No. 6106) T. D. 


Answer—Cases such as the one you describe are not 
at all uncommon. Blackening the finger is no test what- 
ever as to the quality of the gold in the ring. The latter 
is proven by the acid test that should satisfy the customer. 
14K gold will not discolor the skin. The discoloration 
is caused by atmospheric dust or other extraneous mé- 
terial that the ring rubs into the skin. There is of course 
a bare possibility that the customer’s perspiration is ab 
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Protection 
that 
saves 
money... 


Information 
that 
makes 


money... 





MODERN MECHANIZED METHODS 


of record-keeping and cash control! 


A modern National Cash Register Sys- 
tem will give you Protection that Saves 
money as well as Information that 
Makes money. 

The figures shown publicly in the 
register indication panel, and on the 
printed receipt, build customer confi- 
dence by showing the exact amount of 
each purchase. On multiple-item sales 
they show the price of each item and 
the total of all, thus eliminating mis- 
takes in addition and speeding service. 
The printed, unchangeable record of 
every transaction, locked inside the reg- 
ister, must be matched by money in 
each cash drawer. All this gives Protec- 
lion that Saves money. 


The register tells you, daily, the sales 
of each salesperson so you can com- 
pare them and take steps to stimulate 
their sales. It tells you, daily, the sales 
by departments so you can buy — and 
sell—more profitably. It gives you exact 
facts with which to meet business prob- 
lems. All this is Information that 
Makes money. 

Have your local National 
representative show you what 
a modern National Mechan- ,« 
ized System,designedexpressly “ge 
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for jewelry stores, can do for fa fe Of/l/rlierewwl 
you. Or, write to The National eg 


Cash Register Gompany, Day- 
ton 9, Ohio. 


THE NATIONAL CASH REGISTER COMPANY 
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normal and reacts to the alloy in the gold; but this is 
more likely to happen with gold of less than 14K fine- 
ness, and should be blamed on the acidity of the per- 
spiration and not on the gold. If the usual cause of 
discoloration prevails in this case—atmospheric matter— 
then it will happen even should the experiment be made 
by wearing a ring of pure or 24K gold. 


LEANING PENDULUM RODS—We have a fine old 
clock with pendulum about 40 inches long made of 
steel and brass rods, very dirty, but too long to clean 
by laying in a solution. How should we clean them? 


(Question No. 6107) B. T. L. 


A nswer—Brass and steel rods of a pendulum which 
are too long to immerse in a solution can be cleaned by 
rubbing them by hand with emery paper or cloth. Start- 
ing with emery of medium size grain, you could use suc- 
cessively finer emery and produce any type of finish 
desired from coarse line-finish, to finer and finer line- 
finish, until, if you go as far as using 4/0 emery paper. 
the metal would then have a high polish. 


OLISHING PEWTER—What is a really good method 
for polishing pewter ware? (Question No. 6108) 
7. S. 


Answer—tThe old method for polishing, used when 
pewter was an everyday item of tableware, was to scour 
it perhaps once every few weeks with lye and sand. The 
pewter ware was dipped in hot lye solution. taken out, 
and fine white sand sprinkled on the ware. The scour- 
ing was done then with a thick pad of woolen cloth or a 
block made of layers of felt cut from an old hat, or 
anything similar to these. 

After the scouring was done, the pewter was rinsed in 
scalding hot water, then laid on linen toweling on a table 
and the heat allowed to evaporate the rinse water. This 
left the pewter very bright. 

We are inclined to think that for just occasional bright- 
ening of a few pieces of pewter ware, one might prefer 
the convenience of one of the ready-prepared pewter 
polishes that can be obtained from jewelers’ supply 
houses, or any of the trade-marked silver polishing prep- 
arations, will do a very nice job of brightening pewter. 


DJUSTING CHIMES—Is there a good book on setting 

up and adjusting chime clocks, both gong chimes 

and tubular chimes like in hall clocks? (Question No. 
6109) A. R. 


Answer—About setting up and adjusting tubular 
chime clocks, the best book that has been published, 
which includes chapters on this subject, is “The Modern 
Clock,” by W. L. Goodrich, published by Hazlitt and 
Walker, Chicago, IIll., about 35 years ago. The pub- 
lishers have been out of business for many years and to 
obtain a copy of the book, you would perhaps have to 
advertise for a used copy. which could be done through 
our classified columns. 

Another suggestion is that you write to the Herschede 
Clock Company, Cincinnati, Ohio, asking for instruction 
sheets on setting up chime clocks of their make. Some 
years ago this company published such instructions, and 
it is possible they may still have these to distribute to 
the trade. 
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— CLEANING—What is the chalk method for 
cleaning watches, and how does it compare with 
cyanide or machine cleaning? (Question No. 6110) 


D. L. V. 


Answer—About the relative merits of “chalk cleap. 
ing” and “cyanide cleaning’, we will explain first that 
the method properly called the chalk method prevailed 
in times when nearly all watches had the gilded finish 
on their movements; this beginning almost when the 
very first watches were made, shortly after the year 
1500. But the gilding on the earlier watches was “fire. 
gilding’, an amalgam process that put a much thicker 
coating of gold on the parts than the electroplated gold 
coating that came into use eventually. Chalk cleaning 
was done by brushing over the gilded paris, a mixture 
of alcohol and powdered chalk. The alcohol evaporated 
leaving a coating of fine chalk powder on the gilding, 
This was then vigorously brushed over with a stiff 
bristled hand brush. The chalk acted as a gentle abrasive 
in polishing the gilding which was thick enough to stand 
repeated cleanings by this method. But when electro. 
gilding came in about 75 years ago, it was so much 
thinner that the chalk-brushing tended to remove it in 
places and expose the brass underneath, which would 
tarnish easily. So other cleaning methods, one of which 
is the “cyanide-soap-and-water, alcohol and sawdust. 
drier” method, naming the principal steps in the proc. 
ess. This cleaned the gilding without abrasion and 
largely displaced the chalk method. Now that most 
watches have finishes other than gilding, the earlier objec. 
tion to chalk-cleaning might no longer be urged, except 
that properly performed cleaning with a machine and good 
solutions. has largely replaced both chalk and cyanide 
cleaning methods. There may be rare cases of excessively 
tarnished watch parts. wherein chalk-cleaning would be 
more effective than anything else for occasional use. 


HEEL PAUSE—I am enclosing a clipping from a 

“Believe It or Not” cartoon. This shows a picture 
of a watch with the statement that “every wheel must 
come to a complete stop 432.000 times every 24 hours’. 
We know that the balance wheel must stop that often, 
but does this occur all the way back to the center and 
main wheels, or is there always a full pressure on these 
wheels and no actual stop? (Question No. 6111) F. M. 


Answer—The statement in the newspaper is correct. 
It is true that there is, as you say, always a full pressure 
on the gearing, back to the main wheel; but every wheel 
and pinion in the train stands still except during the part 
of each beat in which the escape wheel moves forward, 
from the instant it is “unlocked” then through “lift” and 
“drop” until “lock” occurs again on the opposite side 
of the escapement. At each beat. therefore, the train is 
stationary during a longer period than the period when 
it is moving forward. The actual movement of the train 
is easily seen at parts near the escapement. It is the 
same near the other end of the train, but there the parts 
move so slowly that the distance traveled at each beat 
cannot be seen with the naked eye, only under very high 
magnification. This is why, to the naked eye, it seems 
as if the center and main wheels are in slow continuous 
motion; whereas, they alternately move and stop just 
like the faster-moving parts do. 
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THIS PICTURE OF A JEWELRY 
STORE in Toronto, Gaterie, Cue 
ada, shows how “open vision” 
design—in which an attractive in- 
terior is utilized as a powerful dis- 
play feature—gives a store aftrac- 
tiveness, smartness and sales ap- 
peal. “Pittsburgh” modernization 
should not be regarded as an ex- 
pense — but, when adequately 
planned, as an investment that 


brings worthwhile returns. 
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@ At least that’s been proved in retail selling—to the 
advantage of merchants all over the country. And 
jewelers who have transformed their stores with 
modern “open vision” designs—in which the entire 
store interior becomes, in fact, an eye-catching, im- 
pressive and_ sales-producing display — have in- 
creased their list of customers; boosted their sales 
and profits. They’ve found, by doing a thorough 
remodeling job—no half-way measures!—that this 
has been a real investment in the future of their 
business. 

You, too, can achieve the same results. Why not 
plan now to remodel your store with Pittsburgh 
Glass and Pittco Store Front Metal? 

Talk over your needs with your architect. He’s 
thoroughly familiar with Pittsburgh Products. And 
he will see to it that you get a well-planned, economi- 
cal design. We’ll be glad to cooperate with both of 


Pow whore i pay 





you in every way. Also, if you wish, you can arrange 
for convenient terms through the Pittsburgh Time 
Payment Plan. 

Meanwhile, get your free copy of our fully illus- 
trated book, “Modern Ways for Modern Days.” It 
contains scores of examples of “Pittsburgh” mod- 
ernization jobs. Just fill in and return the coupon 
below. 


Pittsburgh Plate Glass Company 
2081-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of 
your book, ‘“‘Modern Ways for Modern Days.” 
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PAINTS - GLASS + CHEMICALS - BRUSHES - PLASTICS 


“PITTSBURGH” 
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(Anchor) Rogers Sterling 
Through Wholesalers 


(Anchor) Rogers sterling flatware, prod- 
uct. of International Silver Co., is being 
introduced to the trade and public by a 
forceful, continuing advertising and sales 
promotion program, says the company. 
Two new sterling flatware patterns, Moon- 
beam and Wedding Bells, presented in 
unique “Duette” sets of two 5-piece place 
settings, and “home maker” sets of five 
5-piece place settings, retailing at $44.50 
and $87.50 respectively (including federal 
tax) highlight the presentation. 

Nationa! consumer advertising aimed at 
the middle-class, teen-age, and mass mar- 
kets calls for full pages in McCalls, Seven- 
teen, and Look. Displays and other point 
of sale promotional material are provided. 
Obviously a retailer’s inventory can be kept 
at a low fast-turning point through the 
availability of replacements from his 
wholesaler, says the firm’s announcement. 





Sacks Celebrates 
50th Anniversary 


H. Sacks & Sons of Brookline, Mass., are 
this year celebrating the 50th anniversary 
of the “Silver by Sacks” line, featuring 
reproductions of authentic Sheffield pat- 
terns. 

The “Silver by Sacks” line is now repre- 
sented in Chicago by Jason Sacks Co., at 
225 N. Michigan Ave. Other showrooms 
are maintained at 712 So. Olive St., Los 
Angeles; 1355 Market St., San Francisco; 
Santa Fe Bldg., 2nd Unit, Dallas; and 56 
W. 47th St., New York. 





Fisher President of 
Telechron 


A. F. FISHER 





The Board of Directors of Telechron. 
Inc., announced on Jan. 6 it had accepted 
the resignation of I. W. Kokins as Presi- 
dent of the corporation. 

Kokins resigned because of ill health. 
He recently completed 35 years’ service 
with the company. He will continue as a 
director of Telechron and will serve in an 
advisory and consulting capacity. 

The Board of Directors has elected A. F. 
Fisher as President, effective Jan. 1, 1949. 

Mr. Fisher joined Telechron, Oct. 15, 
1945, as manager of manufacturing and 
engineering. Prior to joining Telechron, 
Mr. Fisher was Vice-President in Charge 
of Manufacturing and Engineering for the 
Northam Warren Corp., in Stamford, Conn., 
and before that Vice-President in Charge 
of Manufacturing and Engineering at 
Schick, Inc., Stamford. 
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[dandy & Harman Plant 
Expands 


H. A. Folgner, manager, announces com- 
pletion of the addition to Handy & Har- 
man’s Los Angeles plant. Buildings have 
been increased 25 per cent to permit the 
expansion of manufacturing and refining 
facilities and the addition of a new assay 
laboratory equipped to assay all types of 
precious metals. 

Since operations were started in March, 
1947, facilities have been expanding to 
produce and process all of the company’s 
products in Los Angeles. The plant is 
fully equipped with melting, rolling, wire 
drawing and annealing equipment. Also, it 
is completely equipped to refine all types 
of jewelers’ sweeps and scrap and precious 
metal wastes. 





Oneida Employees Present 
Car to Robertson 


Miles E. Robertson, General Manager of 
Oneida Ltd. is shown with others who par- 
ticipated in a ceremony at Oneida Ltd. 
recently when Robertson was _ presented 
with an automobile by employees of the 
Pictured are, left 


company. to right, 





Eugene Lane, Chairman of the Employees 
Advisory Board; Robertson; P. B. Noyes, 
President of Oneida Ltd.; Clarence Hamil- 
ton, oldest employee in service of the com- 
pany who made the presentation; and Mar- 
tin W. Keller, Vice-President in Charge of 
Manufacturing. 





American Diamond Guild 
1949 Merchandising Kit 


A new 1949 dealer’s advertising and 
merchandising kit was recently announced 
by Phil G. Ruvelson of St. Paul, national 
director of the Guild. 

The fourth in a series, the kit will con- 
tain a new mat service, new radio spots, 
a special Vinylite counter display for Guild 
booklets on “Wedding Etiquette” and “So 
You Want to Buy a Diamond,” statement 
inserts for mail promotion, new window 
and door decals. 

Special features of the new kit are a 
three-color flashing neon window sign with 
a dealer’s name, and plastic ring boxes 
embossed with the Guild insignia. 

“The new kit will be bigger and better 
than all the others,” Mr. Ruvelson said. 
“Our members have told us what will bring 
them the best results in this advertising 
and merchandising and from those sugges- 
tions we have developed this complete kit, 
and at no cost to them.” 








“Princess of the Ice" 


Receives Palladium Skates 
The Honorable Hugh D. Scully, Cano. 


dian Consul General, presenting ( 
Barbara Ann Scott, World a ‘ca 
Figure Skating Champion, with a tet hy 
ice skates made of the precious jewel 
metal, palladium, at the Canadian Clyh in 
the Waldorf-Astoria Hotel in New York 


Tuesday evening, Dec. 21. 





The presentation followed Miss Scott's 
professional debut at the Roxy Theatre in 
New York. 


New "SelFit" Ring 
Eliminates Sizing 


The Ostby & Barton Co., Providence, 
R. I., recently announced the latest addi- 
tion to the Osbee line of costume and din- 
ner rings in the moderate priced field. The 
SelFit ring (patent pending) is made with 
a solid shank or ring-band, it is quickly 
and easily adjustable to proper, comfortable 
fit without sizing, to meet individual re- 
quirements. 








The sizing problem which has always 
been a bugbear for the merchant is now 
eliminated, says the company. With the 
SelFit ring, only two sizes are required to 
fit every normal finger size. At present, the 
line will consist of 50 beautiful new styles 
of SelFit rings in three basic qualities— 
10K. gold, gold-filled and sterling silver. 





Air Express Increases 


The nation’s domestic air express service 
in 1948 continued its annual increase I 
number of shipments, weight and_ gross 
revenue, the Air Express Division of Rail- 
way Express Agency reported in a year 
end summary of its 1948 operations. 
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KNOW YOUR VIBRATOR ° MAIL DIRECT (— 
SAME DAY SERVICE 


Flat $1.75 voamere | All Gilberts 


Breguet $2.50 American | 
































Send | 
balance bridge, | a 
balance wheel, | 
stud and col- 
let. 


Fitted to 
bridge . . No 
leveling neces- 
sary. 
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Heavy mailing 
envelopes and 
containers sent 
on request. 


Contract esti- 
mates given to 





—_—— Watch and | 
Jobbers in- Clock manu- 
facturers. | oe 


quirles invited. 
FREE SERVICES—(New hairspring not necessary) 


*POISE BALANCE *RESTUD *RECOLLET 


OUR UNCONDITIONAL GUARANTEE: A new hairspring supplied free of charge if 
you spoil the one previously supplied by us. 








THESE AND MANY OTHER LETTERS FROM CUSTOMERS PROVE OUR SERVICE Luminous 
Gentlemen: ‘‘If we weren’t already ‘sold’ on your work, we sure | Alarm Shut-Off Knobs 
ould be for the way you handled our last job. One of the boys ° ° : 
valued a collet by trying to open it and we sent the spring on to | e-e e @ little thing but a mighty 
you in hopes you could put in a new collet and when it came 
back marked ‘no charge,’ that did it. We sure do appreciate your powerful sales feature. Knob glows 
kindness and whatever we get in will be yours.’’ Fox’s TIMING | softly in the dark —- @ practical 
Servick, 104 E. Congress Lane, Savannah, Ga. e ‘ 
| | convenience appreciated by many 
Dear Sir: ‘‘I had sent the spring to two other places before you, | 
with terrible results. I put it up to you to produce and you did! , alarm clock users. 
I put the spring in the watch—it was perfectly centered and level ott 
—_my amazement was complete when the Watch Master showed it | ra A 
in perfect beat and only 15 seconds fast in dial up  position— ’ g & 
crown down, 30 seconds fast—crown up, straight across! I have a . ee 


already started to spread the good word around.’’ J. A. Frew, 
10228 Park Heights Rd., Cleveland, Ohio. 


HAIRSPRING VIBRATING CO. 


CHARLES THOMAS | 
P. O. Box 330 406 32nd St. Union City, N. J. | 


(Formerly in charge of Hairspring Dept. for Bulova Watch Co.) 

















Learn Watch Repairing 

ars gg oon 

& World's Largest | 
=; Watchmaking| B NWisy gy 


Write today for 36 page colored photo book 





se 





(luminous dials and hands also available) 


Prepare for a highly respected profitable profession; | 
individual instruction; enroll any time. Six modern " " 
buildings and the most competent instructors. Free Ask your wholesaler about the “FOUR STAR 
placement service assists you to locate in city of 
your choice. 


Assortment—the low-investment, |2-clock deal that 
shows you a 40%, profit . . . it's a new and special 








offer. 
Aecreditad by the 
FREE TO VETERANS United Horological 
. Association of | la 
Copyrighted 32-page booklet covering veteran America. Distributed thru the Wholesaler 


entitlements under G-I Bill of Rights; 36-page ee ot 


color photo book and 48-page monthly magazine Washington, D. C. 
of the "World's Largest Watchmaking School." Approved for 


veterans 











WESTERN PENNSYLVANIA 
HOROLOGICAL INSTITUTE, INC. 


THE WM.L. GILBERT CLOCK CorP. 


clock makers to the nation since 1807 





Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. WINSTED, CONN. LACONIA, N.H. 
Originators of the World's First Completely Illustrated 25! Fifth Ave — New York 
Chronograph Course. 141 W. Jackson Blvd. — Chicago 
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New Parker "51" 


A new Parker “51” with 14 major and 
minor improvements of structure and func- 
tion is announced to the trade by The Par- 
ker Pen Co., Janesville, Wis. 

The new “51,” although retaining its 
classic exterior design, is radically different 
from its predecessor internally. Structural 
changes include a new foto-fill mechanism 
for ease of filling with a visible ink supply. 
An “Aerometric” pressure control has been 
achieved for high altitude protection against 
leakage and against rapid temperature 
changes. A more precisely engineered flow 
governor feeds ink with instant adaptation 
to all kinds of handwriting styles. Writing 
mileage on each filling has been increased 
25 per cent. 





The simple foto-fill mechanism is con- 
cealed when the pen is in writing position. 
The entire barrel of the new pen unscrews 
and slips off, revealing the filling mechan- 
ism and the ink window housed within a 
sleek white metal inner barrel. The com- 
plete filling instructions, in eight words, are 
engraved on the inner barrel: “To Fill— 
Press Ribbed Bar Firmly Six Times.” 

Another feature of the new pen is its 
increased ink supply. The ink reservoir 
itself is but slightly larger than formerly, 
but the Vinyl Chloride container, having an 
antipathy for ink, feeds out 98 -per cent 
of its ink supply compared with 80 per cent 
plus of the current model. 

The new “51” has the familiar classic 
simplicity of line devoid of gadgetry, with 
the readily recognized marks of a Parker 
“51.” There is an entirely new assortment 
of seven colors selected by Quantacolor; 
Midnight Blue, Navy Grey, Cocoa, Forest 
Green, Burgundy, Teal Blue and Plum. 
New items in the line will include a pen 
combining a white metal cap and gold clip, 
and a Signet pen, all gold except the func- 
tional hood over the point. 

The new Aerometric “51” and friction 
feed pencil will be in specially prepared 
new gift boxes, with display fixtures by 
David Chapman. 


Gruen in Movie 


A huge neon Gruen Watch Time sign 
plays a part in the forthcoming Marx Bros. 
picture “Love Happy,” through special ar- 
rangement of the Gruen publicity depart- 
ment. 

Harpo who gets chased in all Marx Bros. 
pictures, is chased by the villains across 
New York roof tops in ‘Love Happy.” In- 
evitably his chase leads up and over neon 
spectaculars including one tor Gruen. 


258 





New Silver Camfield Toaster 


The first silver automatic toaster is an- 
nounced by the Camfield Mfg. Co., Grand 
Haven, Mich. 

The toaster is a Sheffield reproduction of 
Camfield Blue Ribbon Toaster, designed 
with ebony black base and fittings to set 
off the gleaming silver. It comes in an 
antique treasure chest of oak with metal 
bands, modeled after the bullion chest of 
Captain Kidd’s days, but lined with modern 
tarnish proof velour. 

Willard L. Hemsworth, Acting Sales 
Manager, said the toaster and chest were 
developed to meet the demand of the luxury 
gift trade. The retail price is $150.00 in- 
cluding 20 per cent Federal luxury tax. 


—— 





Zippo Launches 
‘49 Ad Drive 


A national advertising campaign that will 
tie-in with the gift-giving holidays has re- 
cently been launched by the Zippo Manu- 
facturing Co., Bradford, Pa.. makers of 
pocket and table lighters, G. G. Blaisdall., 
President, recently announced. 

The drive includes full-page, four-color 
and black-and-white insertions in Life, The 
Saturday Evening Post, and New Yorker. 
Sports A field will carry smaller-spaced copy 
from March throughout June. 

Initial copy will promote the giving of 
Zippo pocket lighters for St. Valentine’s 
Day. Other insertions will be built around 
Father’s Day. All advertising will stress 
the company’s personalized feature for en- 
graving signature, handwritten sentimental 
messages or initials on lighter cases. 


International Announces 
$11,592 Sweepstakes 


A “Silver Sweepstakes contest open to 
any member of the management of any 
group of employees of any retail outlet for 
1847 Rogers Bros. silverplate, was recently 
announced by International Silver Co. 

There will be three separate Grand Prize 
Sweepstakes, each with a complete set of 
cash awards totaling $3,864. 

“Group 1” will include all 1847 Rogers 
Bros. retailers in cities over 100,000 popu- 
lation. 

“Group 2” entries will include all 1847 
Rogers Bros. retailers in cities of 50,000 to 
100,000 population. 

“Group 3” will include all 1847 Rogers 
Bros. retailers in cities under 50,000 popu- 
lation. 

Cash prizes will be awarded for the most 
complete, most original, and most effective 
store promotion programs tying in with the 
theme of 1847 Rogers Bros. national adver- 
tising during the period from April 1, 1949, 
through May 31, 1949. (Theme is: “It’s 
still the thing to do.”) 

A panel of four authorities in jewelry 
store and silver retailing will act as judges. 
P. M. Fahrendorf, President of Jewelers’ 
Circular-Keystone; George Engelhard, Pub- 
lisher of National Jeweler; Robert B. Frier, 
Editor of Pacific Goldsmith and George 
Morrison, Advertising Manager of The 
International Silver Company. Judges’ de- 
cisions will be final. In case of ties, the 
prizes will be divided equally among win- 
ners. 

Entries must be postmarked on or before 
midnight, May 31, 1949. 








Altheimer & Baer 
Tie-up Dormeyer Mixer 


Altheimer & Baer have just completed 
an exclusive arrangement with Decal 
whereby the new Vertical Dormeyer F Ss 
Mixer will be featured among the °49 in 
Timer New Account Opener Promotions 





For credit retailers looking for new age. 
counts, Altheimer & Baer, Chicago, [I], 
wrap this Dormeyer into a complete ad. 
vertising package by including a 15-piece 
crystal clear luncheon set and dynamic 
advertising mats for four-color, black and 
white, comics and rotogravure reproduction. 


Schick Features Kit 


A full-color page in Life magazine has 
been added to the Schick Incorporated ad- 
vertising schedule to feature the new Schick 
Travel Kit, the first travel kit built around 
an electric shaver. Schick resumed taking 
new orders for the travel kit in January, 
and its production now has been increased 
sufficiently to take care of the demand, 

In the travel kit is the new Schick Super, 
nylon hairbrush, comb, mirror, toothbrush 
container, nail file, shaver cord and shaver 
cleaning brush. The case is of luxurious 
genuine leather, designed by Rumpp. 


"On the Road’ for Leif 


George Berne, representative of Leif 
Brothers, New York, is now visiting lead- 
ing retail jewelry markets to present Leif 
Brothers “1949 Treasure Chest of Gems” 
stone rings, diamond rings, wedding rings 
and fraternal jewelry. 

Mr. Berne is visiting jewelers in Penn- 
sylvania, Ohio, Indiana, Illinois, Michigan, 
Minnesota, Wisconsin and Iowa. 

The company invites jewelers to inspect 
Leif Brothers new 1949 line which is also 
on display at their showrooms, 2 West 
47th St. saegigenal 
Nathan and Victoria Directly 
Represented in Southwest 

Lambert Wallenstein, Sales Manager, re- 
cently announced that effective Jan. 1, 1949, 
Ralph P. Guichard will represent both S. 
Nathan & Co., Inc., and Victoria Pearl Co.. 
Ltd., in the states of Louisiana, Alabama, 
Mississippi, Texas and Oklahoma, provid- 
ing direct representation for the companies 
in that territory. Guichard, a student of the 
Gemological Institute of America, has been 
closely associated with the jewelry industry 
for 32 years. 


New Defender Line 

Edward L. Stern, president of the De- 
fender Watch Corp., 610 Fifth avenue, New 
York City, announces a new line of 7 jewel 
watches for men and ladies. The watches 
incorporate advanced features, designed to 
appeal to discriminating customers and re- 
tail from $13.95 to $17.45. 
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MR. JEWELER... 


It is time for 
the Jewelers to 
begin to realize 
that the auction 
is a big live is- 
sue in the jew- 
elry trade. That 
is when there 
are men of abil- 
ity behind the 
hammer.” It 1s 
time to realize | 
that the Evans | 
Management can 
bring to you 
what it has 
brought to || 
Others in the || 
last three dec- | | 
ades. Here is 
your golden op- 
portunity to 
raise cash so you 
can pay your 
bills and still have a comfortable balance in the bank. 
An auction sale will do it all. Yours for success. 


RICHARD EVANS 


America's leading jewelry auctioneer 
622 Franklin Blvd., Absecon, N. J. 


Write or wire. Write for a book Sales conducted in any part of 
on auction. United States or Canada. 














RICHARD EVANS 

















SILVER POLISH 


for restoring Brilliance 
to SILVERWARE 


Kantor’s is made of soft, smooth sub- 
stances and requires a minimum of 
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Mer 


$ 
rubbing for lustrous, like-new finish. [Ra Hing 
Packaged in 4, 8, 16 & 32 oz. bottles. Fatae tree 
Gross—$37.50 14 Gross—$19.00 
Dozen $3.25 


Order through your favorite whole- 
saler or direct. 





Manufactured by 
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THE SKYLINE SAYS ‘‘New York’’ 


The outline of its towering buildings vividly 
expresses the vast, teeming activity, the 
Yolel diate Mey eligi me) mb (-\, am dela @ 





DISTINCTION SAYS 


“This Store is a Leader’ 


To be recognized as out of the ordinary a store 
must feature outstanding merchandise. That's why 
Revere Clocks play an important part in achiev- 
ing and maintaining store leadership. Authentic 
Westminster Chimes, distinguished designs, sur- 
passing craftsmanship emphasize those qualities 
of “difference’’ which attract the most worth- 
while patronage. 


The GIRARD is the 
distinguished floor 
clock illustrated, 
Westminster Chimes 
on Symphony Chime- 
tone Rods. 74%” 
high. Retails for only 
$295 plus tax. 


The mantel clock is 
the R-947, Brilliantly 
designed, moderate 
in price. With West- 
minster Chimes it re- 
fails for $45 plus tax. 


SEND FOR CATALOG 
SHOWING ALL MODELS 


West Coast Prices slightly higher 
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THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 











Swank Employees 
Pay Tribute 


Samuel M. Stone, President for 50 years, 
and J. Carlton Bagnall, Executive Vice- 
President, were honored on Dec. 24 by 
approximately 1200 employees at the annual 
Christmas party and dance of Swank, Inc., 
manufacturers of men’s jewelry, leather 
and other accessories. 

Christmas bonus checks for as much as 
two weeks’ pay for employees who have 
been with the company for three years or 
more were distributed. 

Stone, who has headed the organization 
since 1898, was presented with an etching 
of the recently expanded plant, while Bag- 
nall received an etching of himself. 


New Small Electric Fan 


Arrangements for the manufacture and 
sale of a new portable plastic electric fan, 
small enough to be carried in a man’s 
travel bag, by Fresh’nd-Aire Co., a Division 
of Cory Corporation of Chicago, has just 
been consummated between that company 
and General American Transportation Co. 
of Chicago. 

It is expected that initial distribution 
of this “Fanette” will begin late in Feb- 
ruary and is scheduled to commence at the 
rate of approximately 5000 units per week 
at that time. It is hoped it will carry a 
retail price of less than $12.00. 


Swank Presents New Plans 





Chester G. Gifford, General Sales Man- 
ager; Maurice L. Heller, Vice-President, 
Director of Sales; Leon J. Biagi, General 
Merchandising Manager; and Sam Samp- 
son, Vice-President, Merchandising, dis- 
cussing the new dealer promotion aids 
during the company’s recent semi-annual 
sales conference at the Hotel Commodore, 


New York. 


Barkley Accepts Kimberly 





Vice-President-elect Alben W. Barkley 
receives the gold Kimberly pen he used to 
sign the Tribute Scroll from George Jessel, 
master of ceremonies at the Western Sales 
Presidential Tribute Dinner. The scroll 
was flown to the White House the next day. 
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imperial Calendar 


Wholesalers throughout the country are 
enthusiastic in their praise of the striking- 
ly beautiful 1949 calendars of Bayer, Pretz- 
felder & Mills, Inc. (Imperial watches) 
which they have received direct from 
Switzerland. Each calendar contains 12 
large color reproductions of scenes in the 
Swiss Alps. 





Retail jewelers who may desire single 
copies of this calendar may obtain them 
from Bayer, Pretzfelder & Mills, whole- 
salers, who have a limited supply. 


-—-——— 


"Leathers of Quality” 


Nathan Sommer, formerly with Leo Heil- 
brun Co. of New York for 10 years, has 
gone into business for himself under the 
name of Leathers of Quality, 108 West 6th 
St., in Los Angeles, Calif. Mr. Sommer 
started selling leather watch straps in 
1922, and for the past 10 years covered 
the eastern territory for the Heilbrun Co. 
until he went into business for himself in 
Forest Hills a little over a year ago. He 
moved his factory to Los Angeles last July 
and carries in stock all types of ladies’ 
and men’s leather and metal watch bands 
for sale to retail jewelers. 











Wyler Advertising 
The Wyler Watch Co., distributors 


Wyler Incaflex Watches, has appointed = 


Zlowe Co. as its new advertising agency 
Sunday sections of newspapers in selected 


cities will be used to give strong loca] 
backing to national magazine insertion 
Advertisements for the spring-summe 
season will feature the patented Wyler he 
flex, flexible balance wheel designed ne 
absorb shock, and will be timed to reach 
a climax at the graduation gift-buying 
season. 


Peterson Presented 
With Plaque 


At the annual Feature Ring Co., Christ. 
mas party, Henry Peterson, President of 
the firm, was presented with a bronze 
plaque by his employees. 
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In presenting the plaque, Sam Cohan, 
the Feature Ring Co. shop chairman, and 
Sam Brooks, production manager of Feature 
Ring Co., said that the plaque was a token 
of everyone’s feelings, an emblem that spoke 
for itself. The plaque read: “A tribute to 
Henry Peterson for his untiring efforts in- 
spired leadership and a dynamic ingenuity 
which has carried us ever forward.” 

After thanking both Mr. Cohan and Mr. 
Brooks for the “totally unexpected honor,” 
Mr. Peterson expressed pleasure in the 
fact that in the 15 years of Feature Rings’ 
existence, they had suffered no labor dis- 
putes, 





Lonville Watch Factory Celebrates 75th Birthday 
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I, was a great day for the Langendorf 
factory in Switzerland recently. It was the 
celebration of 75 years of fine watch- 
making. 

The owners had erected a permanent 
new concert hall for the benefit of their 
workers and local cultural organizations. 
For this special occasion there were 
speeches, concerts by factory orchestra, 
men’s and women’s choruses—all contrib- 
uting to make the celebration a great suc- 
cess. Government representatives testified 
to the honorable part played in Swiss in- 
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dustry by the Langendorf Co. 

Generations of watchmakers are repre- 
sented in every section of the plant, for 
some of the employees have been with the 
company for more than 50 years. It is not 
a rarity to find grandfather, father and son 
working beside each other with a skill that 
is half inherited and half gained from 
experience. 

The mechanisms for Lonville watches 
are made under one roof—which is uncom 
mon even in Switzerland, the home of fine 
watches. 
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New Diamond Ring Box 
For Miracle Dealers 

shiman Bros. & Co., Inc., manufacturers 
he patented Miracle Diamond Rings 
oad Miracle Interloc Sets, has introduced 
a new plastic display box. 





The new Miracle box features an em- 
hossed two-color cover of pastel blue and 
ivory. Rings are mounted in a cushioned 
blue velvet lining. Shiman Bros. has intro- 
duced this presentation box as a dealer 


help. 


oo ——_—____—__ ---2 


Fiex-Let Advertising 


Increased 

Flex-Let’s annual winter sales conference 
was held Jan. 5 and 6 at the Flex-Let Cor- 
poration factory, East Providence, R. I.. 
where new product ideas and complete 
1949 sales promotion campaigns were pre- 
sented, among them advertising plans in- 
cluding intensive eftorts scheduled for 
Easter, Mother’s Day, Father’s Day and 
Christmas. A 40 per cent increase in the 
Flex-Let advertising budget was announced. 


New Package Announced 
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The new watch box used by the United 
States Time Corp. to package its new line 
of popular-priced watches has masculine 
appeal, is an example of effectiveness of 
the simple functional styling possible with 
good plastics design, says the corporation. 
Injection molded with cellulose acetate 
plastic in contrasting blue and green, it is 
sturdy and virtually unbreakable with a 
rich, lustrous lasting finish. 


Prestinari Looks Ahead 


Eugen Prestinari, President of the Gemex 
Co., manufacturers of watch attachments, 
announced recently that the company’s 
business for the past year was the largest 
in its history, and that though there are 
some who feel business might not be as 
good during the first few months of 1949 
as during the corresponding period of 1948, 
Gemex is preparing some new items which 
he feels will increase the company’s busi- 
ness this year. 
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Ronson to Sponsor 
Johnny Desmond Show 


With sponsorship by Ronson of the 
Johnny Desmond Show, a new weekly series 
of Sunday night broadcasts commencing 
Jan. 9, the Newark, N. J., manufacturer of 
Ronson lighters and lighter necessities will 
be represented on the airwaves each week 
with two powerful coast-to-coast radio pro- 
grams. 

In announcing the new program, Alfred 
R. Nathan, Vice-President in Charge of 
Advertising, revealed the new show, with 
Johnny singing special arrangements of 
“the top tunes of the week,” will be used 
to advertise Ronsonol lighter fuel, Redskin 
flints, wicks, Servicers and other Ronson 
lighter necessities, etc., each Sunday night 
at 7:55 P.M., EST, over 464 stations of the 
Mutual Broadcasting System. 


Secon Weight Calculator 


Secon Metals Corporation, 228 E. 45th 
St.. New York, N. Y., offers the Secon 
Precious Metals Weight Calculator to users 
of precious metals in the jewelry industry. 





This calculator rapidly computes the 
weight of platinum, palladium, gold and 
silver—in the forms of sheet, wire, tubing 
and circles. Answers are given in Troy 
ounces. It gives the weight per foot and 
number of feet per Troy ounce of wire. It 
can also be used to approximate the weight 
of other metals. 


New Lux Display 


A new display stand and packaging for 
Lux Minute Minders was recently an- 
nounced. It explains many of the uses for 
this handy timer in a colorful, attractive 
manner. It was designed to help the dealer 
cash in on the extra sales and profits pos- 
sible with Minute Minders. 





The card is vividly colored in red, light 
green and black with spot illustrations, 
and a listing of different uses. A recess 
holds a model 60-R Minute Minder. 

The new boxes are printed in red and 
black with similar illustrations- followed 
out on each side panel. 





Four New Speidel Displays 
And New Watchband 


The Speidel Corporation recently an- 
nounced four new eye-catching point-of- 
sale displays, as well as a man’s new watch- 
band, the “Phoenix,” to retail for $7.95— 
reaching into a new, lower-priced market 
for Speidel dealers. 





Using lights and action, the new Speidel 
Pendulum Display Unit is designed as a 
display center piece. The Pendulum swings 
from side to side, alternately revealing and 
concealing two Speidel watchbands (1 
lady’s and 1 man’s) in specially-lighted 
shadew boxes, each fitted with one of the 
jeweler’s popular stock watches. 


The Pendulum Display is furnished free 
to jewelers through their Speidel distrib- 
utors, with the following ‘merchandise: 
Seven individually-boxed ladies’ and six 
men’s watchbands, one Treasure Chest con- 
taining six ladies’ and six men’s watch- 


|.. bands, as well as one lady’s and one man’s 


watchband in shadow boxes—for display 
with watches. 

Speidel’s new “Phoenix” watchbands 
(retailing at $7.95) are delivered to the 
jeweler on the new “6-ON” assortment dis- 
play (upper right) for counter, window or 
showcase. 

The third new Speidel point-of-sale aid 
is a compact display of richly-grained wood, 
designed especially for the Little Girl gift 
market—a Speidel Miss Mignon Jewelry 
Department in less than two square feet 
of counter space. It contains 12 different 
pieces of Miss Mignon jewelry. Seven pieces 
are shown on forms in top display section 
and five in pull-out drawer; the lot is de- 


livered with 12 Gift Jewel Boxes. 


Another bright new “6-ON” assortment 
display (lower left) features six Speidel 
Mignon watch bracelets for women, in yel- 
low, pink and white, including the Mignon 
with chain ends. 

Speidel continues its advertising on the 
famous “Stop The Music” radio program 
over 179 stations. 


Ee 


1949 Date Book Is 
A 'Forget-Em-Not'’ 


Here’s a New Year’s tip to help in re- 
membering anniversaries, birthdays and 
other sentimental occasions “on time in 
49.” 

Pocket date books that are not only 
handy calendars but also little notebooks 
and encyclopedias of useful information, 
are available without cost and distributed 
by Hallmark greeting card dealers. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type 35.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words: addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of rec endations 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 


MASTER salesman; expert window trim- 
mer. Address ‘K., 2149,” care J C-K. 





CALIFORNIA connection wanted by store 
manager of top administrative ability. 
Address “C., 1833,’ care J C-K. 


WATCHMAKER, 30 years’ thoroughly ex- 
perienced, wants permanent position: 
good references. Address ‘“Z., 2350,” 
care J C-K. 


WATCHMAKER; 20 years’ experience; 
Bradley training; capable; dependable: 
best of reference. Address “D., 2306,” 
care J C-K. 


SALESMAN, retail store, 20 years’ ex- 
perience, principally diamonds, jewelrv 
and watches, for finer trade. Address 
“A., 2323,” care J C-K. 


ENGRAVER, first class letterer; all 
around 30 years’ experience: wishes 
position in Los Angeles or vicinity. Ad- 
dress “H., 2331,” care J C-K. 


ENGRAVER, experienced, high class work 
of all types, desires permanent posi- 
tion, with reliable jewelry concern. Ad- 
dress “C., 2220,” care J C-K. 


WATCHMAKER, at present employed but 
desires change; must be permanent: 
25 years’ experience; best of refer- 
ences. Address “R., 2318,” care J C-K. 


JEWELRY designer, part time or free 
lance, all types of jewelry, wax models: 
creative, original. Miriam Levine, 24 
W. 8th St., New York City. 


SALESMAN, experienced, capable in all 
phases of retail cash and credit jewelry 
business, desires position in good store: 
metropolitan area. Address “D., 2362," 
care J C-K. 


EXPERIENCED engraver, letter and 
monogram work, on jewelry and silver- 
ware, desires position in first class 
store; no trade shop. Address “E., 
2363.” care J C-K. 


YOUNG MAN, jewelry polisher; veteran: 
married ; wishes to get into selling end 
of manufacturing business; plenty of 
ambition to learn. Address “G., 2330,’’ 
care J C-K. 


WATCHMAKER, salesman, chronograph 
expert; 20 years’ experience; able to 
take charge; B. T. S. graduate: best of 
references: clock and jewelry repair- 
man. Address “N., 2292," care J C-K. 

SALESMAN, 10 years’ experience retail 
and cash jewelry; G.I., presently em- 
ployed, but desires change: Metropolitan 
New York preferred. Address “R., 
2340,” care J C-K. 
























































ALERT retail salesman; detail, utility 
man; 20 years’ experience: cash; 
credit ; industrious ; thorough knowledge 
all phases jewelry; desires good oppor- 
tunity. Address “T.., 2242,” care J C-K. 











WATCHMAKER, 17 years’ experience. 
Suropean trained, fine workmanship 
seeking permanent position; California 
or Florida preferred, but not necessary. 
Address “F., 2223,” care J C-K. 





SALESMAN-manager, 15 years’ experi- 
ence retail credit jewelry store, all 
phases; good worker, honest, best ref- 
erences; married. Address ‘H., 2256,” 
care J C-K. 





WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober, indus- 
trious, conscientious, seeking position : 
salary $100 week. Address ‘“H., 1625,” 
care J C-K. 





SALESMAN, retail, 25 years’ thorough 
experience, desires permanent position 
with reputable concern, catering to the 
better class of trade: preferably New 
York. Address “A., 2216,” care J C-K. 


EXPERIENCED executive, with suc- 
cessful record as merchandiser and 
manager, available March 1; gradu- 
ate member American Gem Society. 


Address “E., 2309,” care J C-K. 


EXECUTIVE: young, experienced in han- 
dling watch production, repair depart- 
ments, distribution, inside sales; thor- 
ough knowledge wholesale jewelry and 
watch importing. Address “L., 2294,” 
eare J C-K. 











MANAGER, 37, 14 years’ retail cash. 
credit experience ; college graduate; nice 
personality, appearance; single; desires 
position with future, preferably on the 
Exchange. Address “N., 2273," care 
J C-K. 

MODEL maker; many years’ experience 
in every phase of the jewelry industry, 
wishes position; for the past 12 years 
specialized in making of models, moulds, 
also casting. Address “E., 2328,’ care 
J C-K. es 

CALIFORNIA preferred; salesman-man- 
ager, now in responsible position with 
large retail credit jewelers, considers 
change; thoroughly experienced in all 
phases: excellent references. Address 
“S., 2289,”’ care J C-K. 

WATCHMAKER, graduate Bulova School 
of Watchmaking, will work in New 
York City or Boston, Mass.: veteran 
on-the-job training, other arrangements : 
some experience; complete set of tools. 
Address “N., 2244,’ care J C-K. 


BOOKKEEPER, expert, office manager. 
many years’ diversified experience all 
branches jewelry business; capable clos- 
ing books, financial statements, etc.: 
start $60. Address “E., 2377,” care 
J C-K. 

WATCHMAKER, 27, married: two years 
at bench, own tools, available ‘“job- 
training’’; retail sales experience: hon- 
est; personable; desires position with 
reputable firm. Knauer, 2170 New York 
Ave., Brooklyn, N. Y. Na 8-6152. 


RETAIL producer-executive: thoroughly 
experienced man: unusually good back- 
ground; independent, chain, department 
store fields, seeks good proposition any- 
where; prefer Southwest. Address “K., 
2290.” care J C-K. a 

OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
ton flight, enviably experienced store 
manager; results absolutely guaran- 
teed: finest references. Address “B., 
wee Oe - 

ELGIN Watchmaker’s College trained, 
with 18 years’ experience. desires 
position as watchmaker. where good 
work and personality is most im- 
portant. Address “S., 2271,” care 
oe ert alee Sra 

WATCHMAKER, school graduate, with 
some experience in retail store; con- 
scientious; own tools; desires steady 
position with A-1 watchmaker-jeweler : 
references ; moderate salary; New York 
or out-of-town. Address “Y., 2312,” care 
J C-K. 


PRODUCTIVE, all around jewelry sales- 
man seeks responsible lucrative job in 
reputable retail establishment, Los An- 
geles or vicinity: man of clean habits: 
in his early forties; A-1 reference; 
bondable. Address “V., 2300,” care 
J C-K. 





























TOPFLIGHT jewelry man _ available. 


thorough knowledge of store manage- 
ment; can trim windows, estimate fe. 
pairs; locate in Metropolitan New York 
only ; would also consider traveling for 
Providence concern. Address “R., 2298» 
care J C-K. 








THOROUGHLY experienced watchmaker 


seeking position in store where only 
first class work is expected; sober, con- 
scientious; can also do some jewelry 
repairing and ring sizing; salary $19) 
per week. Address “F., 2231,” care 
J C-K. 





re 
OFFICE manager, accountant, thoroughly 


experienced executive; had complete 
charge of office for past 15 years, with 
well known watch importer, including 
credits, collections and taxes; excellent 
references. Address “F., 2329,” care 
J C-K. 








MANAGER, retail credit jewelery store, 


possesses over 25 years’ diversified ex- 
perience in jewelry industry ; thorough 
knowledge every phase and operation 
of a modern retail credit jewelry store: 
excellent trade reference. Address “BR. 
2375,” care J C-K. 





SALESMAN-manager; 40, now employed, 


with large chain organization, desires 
change: capable, aggressive; excellent 
knowledge of diamonds and all types of 
jewelry: good window man: southern 
California preferred. Address “R.,, 
2288,” care J C-K. 








DISPLAY manager; thoroughly experi- 


enced in all phases of jewelry display, 
including posters and showcards: am 
seeking an opportunity where conscien- 
tious effort and creative ability are 
needed; one store or a chain; go any- 
where. Address “W., 2301,” care J C-K. 


GENERAL Manager, million dollar store. 


now available: college graduate; regis- 
tered jeweler American Gem _ Society, 
certifiel gemologist Gemologist Insti- 
tute of America; 25 years’ successful 
executive experience. Address “B., 
2238," care J C-K. 


COMPETEN = watchmaker : age 33: mar- 


ried, have two children ; sober and trust- 
worthy : have had 16 years’ experience; 
have been with present employer 10 
vears and desire a change; position 
must be permanent; living quarters 
needed. Address “Y., 2346,” care J C-K. 


EXPERT diamond man, with extensive 


knowledge of colored stones, now em- 
ployed, wishes to become associated with 
reputable import or retail house; age 
27: married. with family; college edu- 
eation: excellent references. Address 
“D., 2259,” care J C-K. 


SALESMAN, experienced and capable in 


retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store: no preference on location; will 
vo to any city. Address “Circular 123,” 
Room 1415, Heyworth Bldg., Chicago 2. 








JEWELER, engraver and diamond setter ; 


16 vears’ better class jewelry work, 
with necessary equipment and tools, de- 
sires position or concession, repair, en- 
graving and setting, with jewelry or 
department store, preferably in Florida 
or Georgia. Address “B., 2324,” care 
J C-K. 


MANUFACTURING jeweler, liquidating 


business, wants position as platinum 
jeweler and diamond setter, with reli- 
able store or shop; has 25 years €X- 
perience with fine stores and manufac- 
turing jewelers, on platinum and gold 
jewelery, also diamond setting. Ad- 
dress “W., 2322,” care J C-K. a 





WATCHMAKER: 25 years’ ~ experience, 


wishes to make change for Florida oT 
southwest: at present employed ; refer- 
ences given when hired; $100 salary ; 
good workmanship only; state hours. 
Chas. Ceakley, 611 State St., Bridgeport, 
Conn. Formerly with well known watch 
company. Tele, 3-7022. 


RETAIL jewelry salesman, manager, 39. 


over 10 years’ experience; thoroughly 
familiar all phases store overation, both 
cash and installment; seeks permanent 
position better type retail establishment, 
New York City: excellent references. 
William Wise, 25 Central Park West, 
Apt. 4 S, New York City. 
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SITUATIONS WANTED—Continued 


TOPFLIGHT jewelry man now avail- 
able; complete knowledge of in- 
stallment jewelry business, buyer, 
merchandiser, credits, collections, 
sales promotions and general man- 
ager; 12 years with large New York 
chain. Address “W., 2109,” care 


J Cr. 





a 
WATCHMAKER, jeweler, H. I. A. certi- 
tied Master Watchmaker certificate ; 
good producer at benen ; experienced in 
management and salesmanship of 
watches and repair service, responsi- 
bility for profitable results taken ; oper- 
ation of department on concession basis, 
or salary considered. Kastman, P.O. 
Box 96, Lancaster, Pa. 





——E———eV7O”_ = 
JEWELRY department manager desires 
change with aggressive firm; presently 
doing all buying; excellent knowledge 
of nationally advertised merchandise 
and diamonds as well; recent winner in 
watchmaker’s contest; married; no ob- 


jection to department store, best of 
references furnished; available im- 
mediately. Address “Y., 2281, care 
} C-K. 





WATCHMAKER, desires’. position as 
watch and jewelry repauw estimator, or 
assistant manager; no Major bench- 
work; must be large store or chain of 
stores with good clientele; 12 years’ all 
around jewelry store experience; good 
health: 32 years old; sober; neat and 
aggressive ; married, with two children ; 
will go anywhere. Address “R., 2250,” 
care J C-K. 








MANAGER: 11 years’ experience in re- 
tail jewelry business, seven years with 
semi-installment store and four years 
with installment store; 31 years old. 
married and have one child; experienced 
buyer, good salesman and window trim- 
mer; have supervised optical and 
camera departments; presently em- 
ployed in city of 300,000 and _ super- 
vising 10 employees. Address “C., 2138,” 
care J C-K. 


ARTIST and designer, with hundreds of 
practical ideas for new and improved 
watches, clocks, watch attachments, 
watchmakers’ tools, watch cases, ear- 
rings, mountings, costume jewelry, etc., 
wishes to find outlet for his talent, but 
only on a fair and legitimate basis of 
compensation; anyone looking for new 
ideas for nothing need not apply. Ad- 
dress “D., 2327,” care J C-K. 

















MANAGER or salesman, desires position 
with high class retail store; 20 years’ 
retail experience with New York’s fin- 
est Fifth Avenue jewelers and one lead- 
ing department store; thorough knowl- 

_ edge of diamonds, fine jewelery, watches 
and special order work; excellent sales- 
man, ‘neat appearance, conscientious ;: 
highest of references as to ability and 
character: desired salary, $100 per 
week; resident of New York City. Ad- 
dress “H., 2332,” care J C-K. 





JEWELRY merchandise man, not just 
a buyer, but one thoroughly versed 
in chain jewelry store buying and 
merchandising for the _ greatest 
amount of turnover and profit pos- 
sible, proven ability to sense buying 
and merchandising trends and abil- 
ity to create jewelry and watch pro- 
motions for increased store traffic; 
my capability and background, in 
this field, is proven by more than 
12 years’ experience with one of the 
larger chain of credit jewelry stores; 
available after March 1; desires a 
connection with a progressive firm 
where a future will be assured, com- 
mensurate with my ability to pro- 
duce; references; will go anywhere. 


Address “F., 2365,” care J C-K. 














Lines Wanted 








WATCH salesman, Pacific Coast, desires 
watch line of quality in the higher 
bracket. Address “P., 2269,” care J C-K. 

PACIFIC Coast representative desires line 
stone rings; have established following. 
Address “N., 2268,” care J C-K. 

PACIFIC Coast salesman, to better stores 
for 20 years, desires 14K gold chains, 
lockets, clips, bracelets, ete. Address 
“L., 2267,” care J C-K. 

WATCH cases in platinum, and attach- 
ments, etc., wanted by Pacific Coast man 
with a following; references exchanged. 
Address “R., 2270,” care J C-K. 

OUTSTANDING watch line wanted for 
exclusive West Coast distribution; lib- 
eral draw against commission; A-1 ref- 
erence. Address “T., 2299,” care J C-K. 

ACTIVE New York concern interested in 

side line, preferably fine gold or dia- 

mond line; highest recommendations. 

Address “M., 2336,” care J C-K. 


SALESMAN selling watch attachments 
and straps to jobbers and importers in 
New York, Boston, Philadelphia, seeks 
an additional line of watch cases. Ad- 
dress “S., 2319,’ care J C-K. ; 

PACIFIC Coast jobbers’ lines, established 
representation, Los Angeles office; will 
consider only those of integrity and 
merit; I am particular. Address “A., 
2052,” care J C-K. 

YOUNG man, traveling by car with sales- 
man, 27 years’ experience, looking for 
small items for jewelry and department 
stores and gift shops, in southeastern 
states: commission. Address “G., 2225,” 
eare J C-K. 

PRECIOUS metal salesman, experienced, 
known in the trade, seeks representation 
for responsible platinum and gold refin- 
ing house; New York and vicinity: have 
following among manufacturers; best 
references. Address “A., 2374,” care 
J C-K. 


CUBA; sales representatives, highest 
standing, interested representation; 
commissions; popular priced gold 
lines, regular, also odd pieces, in- 
cluding jobbing watch attachments, 
filled. Address Antonio, Box 1270, 
Habana. 


HIGH calibre man, equipped with car. 
wants to devote full time representing 
nationally known ring manufacturers 
who now enjoy established accounts San 
Diego to Seattle and Spokane; substan- 
tial drawing and expense against com- 
missions ; first class references; age 43; 
married. Address “G.,2283,” care J C-K. 


SALESMAN, covering Ohio, Indiana and 
Kentucky thoroughly by car, with large 
following among department, specialty, 
jewelry and gift stores, wants outstand- 
ing manufacturer’s line of higher 
priced rhinestone, sterling silver and 
gold filled jewelry and costume jewelry. 
Address “K., 2266.” care J C-K. 


PACIFIC Coast manufacturers’ agents to 
the jobbers’ and jewelers’ supply com- 






























































panies, established accounts of long 
standing, wants factory lines of cos- 


tume jewelry, watch cases, novelty sil- 
ver items, watch attachments of all 
kinds, rings, 10 K and gold filled. mount- 
_ines. Address “E., 1957." care J C-K. _ 
SALESMAN, thoroughly familiar with 
all top watch importers, also with 
A-1 jewelry jobbers for the past 25 
years; only those who have a sal- 
able line that can assure an income 
from $10,000 will be considered; 
New York territory exclusively. Ad- 


dress “J., 2161,” care J C-K. 














leather goods manufacturer, with sales 
organization of eight representatives 
traveling throughout the United States, 
is seeking additional items, on jobbing 
basis, to add to their line; interested in 
numbers that are primarily suitable for 
jewelry and gift shops, department and 
leather goods stores. Pacific Watch At- 
tachments Co., 253 S. Broadway, Los 
Angeles 12, Calif. 





JOBBING items wanted; well Known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
Pe stores. Address “H., 2006,” care 
J C-K. 


Side Lines 





SALESMEN, three, to sell small line of 
best nationally known gold-filled watch 
bracelets. Lasner Jewelry Corp., 65 
Nassau St., New York 7. 








SALESMAN : to carry platinum cases, at- 
tachments and rings as side line, to 
cover New York City and New England 
states. Address “B., 2356,” care J C-K. 

SALESMEN; all territories; call on re- 
ligious stores and _ shrines; religious 

‘hoto-pins, pendants, fob pins, etc. ; sin- 
gle tray; liberal commission. Address 
“H., 2314,” care J C-K. ane so 

SALESMAN with following, to carry 
highly competitive Swiss watches as 
side line; advise territory; commis- 
sion basis. Address “N., 2316,” care 
J C-K. 

SALESMEN wanted, by nationally known 
watch importer, to carry line of popular 
priced watches as side line; 10% com- 
mission; advise territory. Americus 
Watch Co., 220 Bagley Avenue, Detroit 
26, Mich. 

SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of 
earrings, gold and gold-filled, to- 
gether with other good selling items; 
most territories open. Address “J., 
1934,” eare J C-K. 

SALESMAN wanted, with established fol- 
lowing among wholesalers, by importers 
of Swiss watches, to carry side line of 
popular priced watches; some territories 
open; commission basis. Address “R., 
2248,” care J C-K. 

SALESMAN; well known brand of 
finest quality watch straps, south 
and southwest; must have following 
watch material jobbers, wholesale 





























jewelers; liberal commission. Ad- 
dress “M., 2156,” care J C-K. 
SALESMAN wanted, with following 


among wholesalers in New York and 
East, to sell outstanding line of ladies’ 
fancy rings and bridal sets for estab- 
lished manufacturer ; commission basis : 
state full details. Address “D., 2193,” 
care J C-K. 


SALESMEN wanted by manufacturer of 
ladies’ and gents’ stone rings in 14K 
and 10K gold, ladies’ diamond mount- 
Ings and crosses, to the jobbers and 
chain stores, on commission basis: Chi- 
cago and vicinity: also man for Pacific 
Coast. Address “R., 2275.” care J C-K. 


SALESMAN, experienced, wanted for Pa- 
cific Coast, to carry as a side line to 
jobbers, wholesalers and other large 
users, a well known manufacturer’s line 
of leather watch straps and wire ex- 
ew bands. Address “D., 2359,” care 


TWO salesmen to carry small side line 
of rosaries; 24 patterns in a roll; quick- 
ly displayed; in the states of Illinois 
and Kentucky, also Pennsylvania and 
New Jersey: commission basis: by well 
established concern. Address “Y., 2089,” 
care J C-K. 














WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings, wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress “*S., 2277,” care J C-K. 





(Continued on page 264) 
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(Continued from page 263) 





SALESMEN; carry side line beautiful, 
new “jeweled” Don Juan lipsticks, in 
“gold’’-tone cases; retail 60¢, $1 plus 
20% tax; strictly commission; paid 
twice monthly; exclusive _ territory. 
Write, Don Juan Corp., 67 Vestry St., 
New York 13. 


MANUFACTURER has southern and 
southwestern territories open for an 
attractive popular-priced line of 
watch attachments; salesman carry- 
ing other reputable line; jobber fol- 
lowing essential. Write in detail to, 


“*J., 2264,” care J C-K. 


SALESMEN, with well established follow- 
ing among jewelers and department 
stores; manufacturers of gold colored 
flatware and hollowware; strictly qual- 
ity lifetime ware, not plated; have sev- 
eral exclusive protected territories open ; 
commission basis. McClintock,Inc., 24th 
St. and 4th Ave., Rock Island, III. 


MANUFACTURER wants salesmen 
with established trade, to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full partic- 
ulars in first letter. Address “B., 
2191,” care J C-K. 


JEWELRY salesman to handle nationally 
known line of gold and gold filled 
jewelry as side line; merchandise priced 
to insure substantial sales; lucrative 
territories open to top experienced men 
with following ; good commissions paid; 
give details first letter. Address “W., 
2280,” care J C-K. 


SALESMAN ; resident of Boston, Chicago 
or Los Angeles, to represent exclusive 
fancy shape diamond organization, spe- 
cializing in baguettes, marquises and 
other fancies; must be capable of se- 
lecting fancies for mountings; all in- 
quiries held in strictest confidence. Ad- 
dress “J., 2227,” care J C-K. 

SALESMAN, now calling on retail jewel- 
ers, to carry side line of unusual ring 
trays and display items, also well known 
bracelet and strap lines: small, compact 
sample line; on excellent commission 























SALESMAN wanted; all territories avail- 
able; by wholesale jeweler with estab- 


lished clientele; preferably one who 
travels by automobile, to carry com- 
plete line of ladies’ and gents’ solid gold 
stone rings, signet rings, mountings, 
crosses, pendants, cameos, brooches, 
baby rings, and earrings; straight com- 
mission; no objection to non-conflicting 
side line. Address “F., 2059,” care 
J C-K. 





SALESMAN; in small compact terri- 


tory, sell nationally advertised and 
promoted line of birthstone rings, 
unusually merchandised, highly suc- 
cessful, direct to retailer; line con- 
sists of one tray and promotional 
material; can easily become major 
source of income; car necessary; 
reply in confidence. Address “G., 


2378,” care J C-K. 





SALESMEN; wanted by well-known 


and long established watch attach- 
ment manufacturer; only experi- 
enced men with strong following 
among wholesalers, jobbers, watch 
importers, and material houses need 
apply; desirable territories _ still 
available; excellent opportunity; 
liberal commission; state full par- 
ticulars; confidential. Address “G., 


2262.” care J C-K. 








SALESMEN wanted with cstabiiebeil 


following in jewelry trade, to han- 
dle as profitable side line, the fastest 
selling promotional material, jew- 
elry catalogs, mailing pieces, pre- 
miums; something for every month; 
27 year old company is well known 
by trade everywhere; liberal com- 
mission basis; give full particulars 
of experience, also references. Ad- 


dress “F., 2373,” care J C-K. 





SALESMEN: old established concern 


manufacturing exclusively designed line 
of antique reproductions, 14K gold and 
sterling silver earrings and brooches, 
has opening for resident men; one, for 
Chicago territory; one, for New En- 
gland states; one, for southern and 
southeastern states; this line has been 
successfully sold to better jewelers and 
better department stores; 10% commis- 


JEWELRY working foreman w 
15 or more years’ experiences had 
chanic; excellent opportunity with = 
future for a capable man; write in q 
tail. Address “A., 2308,” care J CKO” 


JEWELER and diamond setter w 
must be first class workman: mr 
nent ——— with top-notch jewelry 

concern. rite, Jacobs Jew 

Jacksonville, Fla. eters, Ine, 








ee 

WATCHMAKER, dependable and capa 
ble; _ excellent opportunity ; Pleasant 
working conditions; permanent; stat 
age, qualifications and salary expected 
Address “J., 4321,” care J C-K. 





ar 

WATCH salesman wanted, for popular 

priced Swiss watch line; must have 

good following; best opportunity 

ever offered to a good man. Ad. 
dress “S., 2255,” care J C-K, 





err. 

SALESMAN wanted by long established 

manufacturer of 10K and 14K stone set 

rings ; must have following with retajj 

stores; commission basis; excellent Op- 

ied Address “B., 2304,” care 
C-K. 





JEWELRY engraver who has a know). 


edge of die cutting and chasing; a fine 
opportunity for an experienced man; 
give information in detail, in first letter 
as to experience. Address “J., 2307," 
care J C-K. 





SALESMEN; with established following 
wanted by manufacturer of fine plati- 
num, gold mountings, and wedding 
rings ; also semi-mounted ; all territories 
open; no objection to side line. Ad- 
dress “F., 2310,” care J C-K. 








SALESMAN or manufacturers’ agent for 
manufacturers’ line of wedding rings 
and men’s jewelry, to call On retailers; 
Eastern Seaboard. Middle West, South- 
west and South. Address “P., 2293,” 
care J C-K. 





WATCH repair service; long estabHshed 
importer of Swiss watches located in 
New York City, requires experienced 
person to take charge of repair depart- 
ment: write all pertinent details. Ad- 
dress “B., 2354,” care J C-K. 


EXPERIENCED salesman to cover New 
York and New England states, Middle 
West territory also open; attractive, 
modern, competitive and salable com- 
plete zircon jewelry line. Address we 
2320,” care J C-K. 




















































basis; state territory covered and lines sion; give complete information and WANTED: watchmaker for permanent 
carried now. Address “‘K., 2197,” care — Address “Y., 23038,” care position ’ prefer H.I.A. certified, gradu- 
AS e a eu ate good school; sober, agreeable ; state 
SALESMAN; nationally known line of age and salary exp2cted ; require earn 
high quality ladies’ and men’s jewelry references. Floyd A. Denman, Regis- 


tered Jeweler, A.G.S., Stuttgart, Ark. 


WATCHMAKER for permanent position; 
must be competent and reliable ; splen- 





available as side line, for smaller towns ARONA NRC AE PEELE ISDE NIRERY OSE 
in many sections of the United States: 


exceptional opportunity, open only to 
































those with non-competing lines; give Help Wanted did working conditions; good salary; 
full details concerning territory and give qualifications in first letter; Con- 
lines carried; liberal commission. Ad- ————— EEE fidential. Rost Jewelry Co., Indlan- 
dress “Quality 2372,” care J C-K. -ANTED. t ot watebmaters on apolis, Ind. 
t hea NT ‘ 7 = 7 Cc , > ® 9 —————$ —_—_—_——— 
SALESMEN wanted by manufacturer of sey tie only. Address Aor SALESMAN: opportunity to carry line of 


unusual and standard line of silver- 


” Cc - 14K gold die-struck wedding rings, hand 
plated hollowware, nationally adver- 1460,” care J C-K. 5 


chased and plain, priced right, to sell 





















































tised and accepted by leading jewelers WANTED, A-1 jeweler, who can repair to retail jewelery stores on commission 
and department stores throughout coun- and set stones. Address “V., 1461, vey val hat aeons 150 different num- 
try; must have established following; __care J C-K. niccneninitananltaitiitiaasl bers; send references with letter. Ad- 
—, territories’ oN gg throughout TRAVELING salesman, for well estab- dress “‘A., 2256,” care J C-K. 
cory commission basis. Address lished material house; give full details - —— : 4 
__ “B., 2137,” care J C-K. -_ to be kept in confidence. Address “H., BUYER for ring house of oe . 
SALESMEN wanted by manufacturer of 2226,” care J. C-K. _ repute, who has expert knowledge & 
unusual line of sterling silver table MATERIAL man wanted for genuine of diamonds and how to — 
and smokers’ accessories, nationally ; . 17 hem for sale to retailers; state qual 
advertised and accepted by leading material house. Write full details "anneal? yp pa 
jewelers and department stores through- to, Bernard Italie Co., P. O. Box mCatONS a wid q "sp 
out the country; must have established 710, Portland 7, Ore. — in —— Address "F's 
following; good territories available; = = 5 sane 22’ care -K. 
commission basis. Address “N., 1253,” wr ae : he enon Age ge Ww les traveling New England, 
,IC-K A f we nown high g > an ; WATCH sa esmen Middle 
care : ale ial iiadpesioas priced sterling hollowware line, in the New York state, Pennsylvania, 
THIS pocket side line of “hot num- Middle West. Address ‘“M., 2295,” care West, for popular priced wrist watch 
bers,” personal items in_ sterling J_C-K. — line; must aa coRewing i> "aan 
i i , MANAGER; 100% location downtown jewelers ant epartment i 
silver, will more than oer a Cincinnati, needs live wire promoter to mission basis. Address “A., 2302,” care 
rent, telephone, car, gas, oil, etc., share in profits and commission; able J C-K. — 
or we both ought to quit, several to buy, sell, represent out-of-town owner. JEWELER, highly experienced at S 
exclusive territories, and swell prop- Address “T., 2253,” care J C-K. bench on yer a par gyre 
osition, await promotionally minded SALESMAN wanted to carry well known ing care of shop; excellen 
, A h 7 “th at ame fol- gold and platinum ring mounting line of getting an interest in the business of 
~ Prgonnanpe tesa , ° + for Eastern and Southern territory ; old established: New York City mae 
lowing; state full qualifications. Ad- must have following with jobbing trade. turer; replies confidential. Address “H. 
dress *“‘A., 2367,” care J C-K. Address “P., 2297,” care J C-K. 2284,” care J C-K. 
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HELP WANTED—Continued 
————eeee eo 
- one, for New York, Boston, 
SALESHohia and vicinity, and one for 
South and southwest territory, to carry 
manufacturers’ recognized gold ring 
mounting line to jobbers, | wholesalers, 
mail order and chain organizations. Ad- 
dress “J., 2315,” care J C-K. 
ae . 
7 - sterling silverware salesman ; 
iy retail sales; South Atlantic states, 
Virginia to Florida; also want sales- 
man for Texas and Southwest states; 
prefer residential salesman ; Carrying of 
one non-conflicting line not objection- 
able. Address “N., 2296,” care J C-K. 


SALESMAN, with established following 
among retail jewelers and depart- 
ment stores, wanted by New York 
manufacturer to represent outstand- 
ing line of ladies’ and gent’s zircon 
rings; open territories; confidential. 
Address “F., 2233,” care J C-K. 


SALESMAN wanted by large jewelry 
manufacturer established more than 
95 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Address 
“R., 834," care J C-K. 


WATCH salesmen; top notch men for 
leading Swiss watch importer; must 
have strong following with impor- 
tant wholesalers, department stores, 
chain stores; territories open; write 
in confidence. Address “*R., 2252,” 
care J C-K. . 

SALES representative, to carry our line 
of the finest nationally advertised Swiss 
watches in Chicago and surrounding 
territory; possibility establishing Chi- 
cago office; must have great following ; 
commission basis; write particulars. 
Address “M., 1820,’ care J C-K. 

REPRESENTATIVE for old estab- 
lished ring line, colored stones and 
diamonds, to cover area from Den- 
ver west to Pacific Caast; must have 
following and will be given one; 
applications confidentially treated. 
Address “*Y., 2279,”’ care J C-K. 

COSTUME jewelry salesman, experienced, 
for manufacturer, to carry popular 
sterling silver line; priced for volume 
business with established accounts in 
your territory; must have following 
among jewelry and department stores: 


commission basis. Address “E., 2222,” 
care J C-K. 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 

_(., Kansas City 6, Mo. 

WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J C-K. 















































SALESMEN wanted, two West Coast and 
Southern territories, to represent repu- 
table manufacturer; must have good 
following among the better retail 
jewelry stores; to carry an unusual 
line of elaborate wedding rings in con- 
junction with other lines; state par- 

ticulars. Address “M., 2243,” care J C-K. 

WATCH salesmen for nationally ad- 
vertised, popular priced Swiss watch 
line; commission basis; territories 
open: East, Middle West, South- 
west; existing accounts will be 
turned over; state complete details, 
past experience and references. Ad- 


__ dress “R., 2249,” care J C-K. 
































GENERAL manager for modern, inde- 
pendent installment jewelry store; A-1l 
location in large Eastern City; must be 
expert in buying, selling, credits, adver- 
tising, collections, etc.; state back- 
ground, salary expected, etc.; replies 
treated confidential. Address ~ * 
2229,”’ care J C-K. 


SALESMEN wanted, for Pacific Coast, 
South and Middle Western terri- 
tories, to carry a most outstanding 
and salable line of ladies’ 14K gold 
jewelry set with white and blue 
zircons, and other semi-precious 
stones. Address “C., 2357,’ eare 
J C-K. 

















SALESMAN wanted; we offer all top lines 
that are sold through the wholesaler; 
if you have a diamond or watch line, 
ours would fit in perfectly and be non- 
conflicting ; among our lines are Forst- 
ner, Evans, Ronson, U. S. Time, Kesten- 
man, and others; all territories open ex- 
cept Missouri, Illinois and Texas. Ad- 
dress “‘T., 2272,” care J C-K. 


WANTED; experienced diamond set- 
ter and all around jewelry repair 
man; must be thoroughly experi- 
enced in general shop work; perma- 
nent position; pleasant working 
conditions; air-conditioned shop; lo- 
cated in Indiana; furnish _refer- 
ences, and photograph if possible. 
Address “*N., 2337,” care J C-K. 


WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jew- 
elry Company, Jacksonville, Fla. 

EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling na- 
tionally advertised merchandise in old, 
established territory in Indiana and 
Illinois; this is a permanent position 
with congenial conditions and excellent 
income; must have car; please gi\: 
full details in application. Address “C., 

_ 2094,” care J C-K. 


SALESMAN for New York City and 
environs; complete ring line semi- 
precious stones and diamonds, to 
eall on retail trade for old estab- 
lished concern of national repute, 
that has established accounts; in 
applying please state past connec- 
tions in confidence. Address *M.., 
2291.” care J C-K. 

SALESMAN wanted; well-known, long- 
established jewelry manufacturer wants 
man for developed West Coast terri- 
tory, selling to the retail trade: appli- 
cant must be of high caliber and have 
sound jewelry background; West Coast 
resident with automobile preferred; 
give full particulars in first letter; all 


replies confidential. A & Z Chain Co., 
116 Chestnut St., Providence, R. I. 


SALESMAN; well known, long estab- 
lished, loose diamond house seeks 
additional resident salesman in Mid- 
west; desires experienced man liv- 
ing in Milwaukee, Minneapolis or 
other similar sized Midwest city, 
with following in surrounding terri- 
tory. M. Freudmann Co., 545 Fifth 
Ave., New York 17, N. Y. 


WATCH salesman, with following 
among retailers, wanted for popular 
priced Swiss watch line, commission 
basis; no objection to non-conflict- 
ing line; midwestern states; existing 
accounts will be turned over; state 
complete details and references, in 
confidence, in first letter. Address 


“P., 2247,” care J C-K. 


























FOR distributors only; we are manufac- 


turers of the very attractive electric 
window display turntable, mirror fin- 
ish front and velvet top; units carry- 
ing from 30 to 500 Ib.; we want ener- 
getic salesmen with following for all 
states, financially able to carry small 
stock; this is an opportunity for a 
lifetime of independence. Write fully to, 
“F’., 2261,” care J C-K. 





WELL known manufacturer of high 


grade 10K and 14K rings for men 
and women, and women’s jewelry, 
requires salesman to sell better class 
retail jewelers in the South, Virginia 
through Florida to Texas; beginning 
immediately; give full particulars, 
age, experience, etc., in first letter. 


Church & Co., 2 Garden St., Newark 
5, N. Jj. 





SALESMEN; hollawware; three experi- 


enced salesmen; one, for Texas, Okla- 
homa, Arkansas; one, for South; one, 
for Middle West; we manufacture an 
outstanding line of sterling silver items, 
such as lighters, smoking articles, serv- 
ing pieces, etc.; have no objections if 
you carry another non-competitive line ; 
commission. Address “C., 2376,” care 
J C-K. 





SALESMAN desired for representation 


of a diamond and colored stone line 
of a nationally known ring house 
with established accounts for Penn- 
sylvania and some tributary states; 
in making reply, which will be 
treated confidentially, please state 
past experience and all other es- 
sential details. Address “T., 2278,” 
care J C-K. 





SALESMEN wanted with good following, 


call on retail trade for importer of 
well known “Forsythe” watches; most 
territories open; fine opportunity for 
several wide-awake, aggressive men 
who carry non-conflicting lines: good 
line for a live wire; write directly; all 
replies held strictly confidential. Canal 
ss ett 29 Forsyth St., New York 


—- 





SALESMEN; camera manufacturer, ‘now 


sales leader on West Coast, wants live 
wire salesmen to work with our dis- 
tributors and large volume retailers in 
your home territory; exceptionally high 
commission; exclusive territory; ex- 
cellent product; outstanding advertising 
and merchandising program. Wire or 
write, Craftex Products, 1112 N. Seward, 
Los Angeles 38, Calif. 





PACIFIC Coast salesman; must have 


good following among retail jewel- 
ers; old established manufacturer of 
diamond engagement and wedding 
rings has opening for conscientious 
man to travel with a delivery line; 
opportunity for larger earnings; 
write in detail giving past experi- 
ence; corrcspondence will be held 
in confidence. Address “C., 2115,” 
eare J C-K. 





EXPERIENCED salesman, now travel- 


ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory; manufacturer of a 
well-known and advertised line of la- 
dies’ and men’s matched wedding ring 
sets, men’s stone rings and diamond 
rings: liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 
Building, Chicago 2. 





MAN, with jewelry experience, to be- 


come assistant to the manager, with 
opportunity for advancement; must 
be good salesman and window trim- 
mer, with ability to assume respon- 
sibilities; permanent position, with 
attractive salary; state age and give 
complete experience in first letter; 
location, Central Ohio; replies con- 
fidential. Address “V., 2321,” care 
J C-K. 








(Continued on page 266) 
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MANUFACTURER 


wants experienced 
salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gents’ 14K and 10K birth- 
stone rings, diamond rings and wedding 
rings; also 14K crosses; drawing 
against commission; Chicago vicinity 
and salesman for San Francisco; other 
territories open; no objection to carry- 
ing non-conflicting lines; give full par- 
ticulars. Address “G., 2235,” care 
J C-K. 


WANTED; by well known watch and 
clock importer, experienced sales- 
man who now covers the following 
states: Arkansas, Louisiana, Okla- 
homa, Mississippi, Texas, Colorado; 
must have following among whole- 
salers and carry established but non- 
conflicting line; representative who 
operates from Dallas, Texas pre- 
ferred. Write full details in con- 
fidence to, ““D., 2369,”’ care J C-K. 








ENERGETIC and aggressive top-notch 
sales and merchandising man; must be 
person who can accept full responsibil- 
ity and who is thoroughly familiar with 
every phase of a highly promotional 
retail jewelry operation; prefer man 
between 30 and 40 years of age who 
has had extensive experience; all re- 
plies kept strictly confidential. Address, 
Harold Ellman, care Citizens Jewelry 
oe 195 Mitchell St., S.W., Atlanta 3, 
za. 





SALESMAN: for the Middle West and 
Pacific Coast, for an important line 
of diamond watches, diamond ring 
mountings, diamond ring ensem- 
bles in platinum and gold; some 
items shown as advertised on an- 
other page; opportunity for good 
connections and lucrative earnings 
for men with following amongst re- 
tailers in the above mentioned ter- 
ritories; all correspondence treated 
with the strictest confidence. Seid- 
man & Co., 31 W. 47th St., New 
York City. 





LARGEST costume jewelry manufacturer 
on the West Coast has several terri- 
tories open; a brand new spring line, 
principally dollar retailers, sold to de- 
partment stores, dress shops, variety 
stores and resorts; straight commis- 
sion; exclusive territory: individual 
earnings will be exceptional; represen- 
tative will be in the East to interview; 
give full details, experience, reference, 
age and personal details: courtesy of 
interview will be granted. Address “K., 
2241,” care J C-K. 








SALESMAN wanted; well known, long 
established ring manufacturer wants 
man for developed West Coast terri- 
tory, selling to retail trade; appli- 
cant must be experienced and have 
sound jewelry background; if you 
have another non-conflicting line 
O.K.; West Coast resident with auto- 
mobile preferred; give particulars 
in first letter; all replies confiden- 


tial. Address “*E., 2371,”’ care J C-K. 





SOUTHERN and 


southwestern sales- 
man; must have good following 
among retail jewelers; old estab- 
lished manufacturer of diamond en- 
gagement and wedding rings, has 
opening for conscientious man to 
travel with a delivery line; oppor- 
tunity for larger earnings; write in 
detail giving past experience; corre- 
spondence will be held in confi- 
dence. Address “E., 2116,” care 
J C-K. 

















WANTED by well known watch and 


clock importer, experienced sales- 
man who now covers the following 
states: Virginia, West Virginia, 
North Carolina, South Carolina, Ala- 
bama, Georgia, Florida; must have 
following among wholesalers and 
carry established but non-conflict- 
ing line; representative who oper- 
ates from Atlanta, Georgia prefer- 
red; write full details in confidence 


to “B., 2368,” care J C-K. 





For Sale 


Stores, Stocks and Businesses 


~ _ — 











LEADING store, Wyoming town; all lines 


nationally advertised; approximately 
$25,000 complete, or will reduce; a good 
buy ; owner has other interests. Address 
“F., 2061,” care J C-K. 





LOS ANGELES modern jewelry manu- 


facturing plant; downtown manufac- 
turing zone; over 1000 sq. ft.; $100 rent 
per month; lease, $5,000 cash. Address 
“E., 2260,” care J C-K. 





DOWNTOWN Los Angeles: complete up- 


to date jewelry shop; with most modern 
casting equipment; manufacturing gold 
and platinum rings; further details. 
Address “G., 2232,’ care J C-K. 





TO settle estate; 45 year old jewelry store 


in Connecticut; modern fixtures, good 
equipment: now doing a profitable busi- 
ness; stock very clean; priced reason- 
ably. Address “C., 2370,” care J C-K. 





FOR SALE; jewelry business estab- 


lished over 30 years, owing to death 
of owner; excellent location in pros- 
perous city. Write, J. H. Lavenstein, 
Administrator, Petersburg, Va. 





ESTABLISHED wholesale jewelry busi- 


ness in Los Angeles, $150,000 yearly 
sales; 650 accounts in Arizona, Cali- 
fornia. Oregon; owner has other inter- 
‘sts; $30,000 will handle. Address “H., 
2263,” care J C-K. 











FOR SALE: new, modern jewelry shop, 


New York City, including equipment, 
power rollers; or consider a right man 
from West, as partner, as owner wishes 
to locate in West. Address “A., 2353," 
care J C-K. . 





GOING jewelry store with fine repair 


business; North Jersey Shore: well es- 
tablished ; excellent for credit or cash: 
ideal location serving many surround- 
ing towns. For further information ad- 
dress, “J., 2239,” care J C-K. 





PHOENIX, Arizona: established repair 


and special order shop, excellent repu- 
tation; midtown location: with or with- 
out inventory; will sell for reasonable 
sum. Further details write, “B., 2257,” 
care J C-K. 





ESTABLISHED pawnbroker’s business: 


selling jewelry, luggage and _ usual 
items; now showing nice profit, owner 
retiring ; good growing town of 100.000: 
requires $40,000. Address, V. P. Blake, 
230 Main St., Baton Rouge, La. 





JEWELRY 


store, $5,500: long-estab- 
lished, downtown San Francisco; in- 
ventory optional: ideal for watchmaker 
or promotional store; not forced sale: 
pictures. details gladly furnished. Ad- 
dress “H, 1933,” care J C-K. 


MODERN jewelry store, small town, 50 


miles New York; perfect one-man busi- 
ness; inexperienced girl grossed $25,000 
first year; complete stock, all known 
brands and agencies; prosperous farm- 
ing area: good lease: low rent. Address 
‘*K., 2228,” care J C-K. 





MODERN jewelry store, with good cash 


and credit business in the Midwest: in- 
ventory $90,000; all nationally adver- 
tised merchandise; must sell due to 
health, or would consider a good active 
man as partner. Address “C., 2305," 
care J C-K. 




















JEWELRY store, established 20 year 
fast growing, Long Island town 1¢ 000: 
no dead stock; short hours, low rent: 
large volume repairs, good prices: busi. 
ness can be doubled with credit: = 
ventory $21,000; $25,000 required,’ a 

dress “L., 2335,” care J C-K. ae pes 





rl 

FOR SALE; modern jewelry store and 
watch repair in_ prosperous Oregon 

town; good lease; clean stock: exce] 

lent business; full price, $13,500 i. 

cluding stock; business may be ‘pur. 

chased with or without stock. Write 
Dale Lochbaum, 1930 2nd St. Baker 
re. 





aie: 

MODERN jewelry store in Florida; 6099 
population, “good repair’; in heart of 
rich citrus groves; five modern citrys 
plants, two crate mills; good payroll: 
modern fixtures; lease, busizess: best 


of good will; $25 per month rent: 
$5,000 cash. Address “J., 2287,” care 
J C-K. 





FOR SALE, up-to-date store in the fast- 
est growing industrial city in north- 
eastern Ohio; population 18,000; traq- 
ing area 50,000; new fixtures and air- 
conditioning two years ago; will sel] 
with or without inventory and accounts: 
100% location ; good lease; for full par- 
ticulars inquire, “*D., 2221,” care J C-K. 





ONLY store in Southern California town, / 
15,000 population; lots of work; must 
sell account of sickness ; $8,500 takes it: 
ideal for ambitious watchmaker; two 
windows; store 20 ft. by 100; fully 
equipped repair shop; step in and make 
yourself a good living. Address “J,, 
2333,’ care J C-K. 


OUR beautiful Gainesville store for 
sale; modern blonde fixtures, clean 
stock, good locafion; wonderful col- 
lege town, over 9000 students; U. S, 
government spending over $3,000.. 
000 for hospital alone in this town; 
plenty of future; entire cost abont 
$20,000. Beckwith Range Jewelry 
Co., Tampa, Fla. 


CHANCE of lifetime; beautiful, modern 
jewelry store; 100% location in major, 
prosperous Ohio city of over 300,000; 
prewar lease, air-conditioning; _ first 
time offered; credit accounts, latest 
equipment; complete for $25,000; jew- 
elry being transferred or will include; 
ill health reason for selling. Address 
“C., 1921,” care J C-K. 


FOR SALE: jewelry store and gift shop 
combined in center of city of 27,000 
population, in New England; to be sold 
for inventory; nationally advertised 
jewelry, watches, clocks, silverware and 
crystal; complete watch repair depart- 
ment; repairs enough for two men; 
owner retiring on account of ill health. 
Address “B., 2093,” care J C-K. 


A WATCHMAKER’S dream; _ new 
store, new fixtures, new stock; lead- 
ing store in a community of 16,500 
with two inactive competitors; sur- 
rounding area totals 50,000; West 
Coast, near San Francisco; excellent 
repair business; full price $8,750; 
best climate on Pacific Coast. Ad- 


dress “P., 2317,” care J C-K. 


THE oldest jewelry store in large trade 
area, loan office in connection; has been 
a money maker for over 40 years; ex- 
cellent reputation and well established ; 
complete watch and jewelry repair de- 
partments; more than 200 diamond 
pieces, several hundred watches, lo- 
cated between Yellowstone and Glacier 
National Parks; $7,000 down payment. 
Write, “P., 2339,” care J C-K. 





























RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
ete.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $30,000. Ad- 
dress “L., 1891,” care J C-K. 














266 


THE JEWELIRS’ CIRCULAR-KEYSTONE 








FOR SALE—Continued 











— 
Y store, California, $6,500; ultra 
gtk oon huge six-bench watch repair 
department; Watchmaker Watch Rate 
Recorder; franchises: Bulova, Elgin, 
etc.; top day and night location; rent 
$251; for live wire salesmen, or three- 
four watchmakers ; all-year - round 
spring climate ; factories: automobile, 
aircraft, oil wells and refiners, ship- 
puilding, fishing, canneries, orange 
groves, tourist; home port for U. 5S. 
Pacific Fleet, convention city; popula- 
tion 275,000; 30 minutes from Los 
Angeles, Hollywood, Beverly Hills, 
Santa Monica. Write, Robert Alter, 327 
Fast Ocean Blvd., Long Beach, Calif. 








ATTRACTIVE jewelry store established 
~ five years; nearest other jewelry store 
90 miles; only jewelry store in large 
prosperous county of 9000 population ; 
annual gross $13,000, $6,000 net; and 
can be much more for one who can do 
all kinds of jewelry and watch repair 
work; in mild winter climate, west of 
Rockies, in Western Montana; most 
wonderful scenery with big game hunt- 
ing and fishing to be found outdoors ; 
pbuilding consists of one store room, one 
service room and three living rooms; 
inventory $4,500 complete with fix- 
tures, building, lot, etc.; $15,000 cash; 
reason for selling, ill health. Address 
“C,, 2326,” care J C-K. 





LEAVING Indiana; will sell well estab- 
lished, newly remodeled, air-con '‘tioned 
store; located in a good agricultural 
and industrial community; rent $75 
per month; lease runs four years, with 
privilege of five year renewal; newest, 
modern front, fixtures and equipment; 
all leading nationally advertised watch, 
diamond, jewelry and silver lines; our 
books will prove conclusively this busi- 
ness has always shown an above aver- 
age net profit; wonderful opportunity 
for individual owner, or this store would 
make an excellent addition to any group 
of stores; this store is priced for a 
quick sale; terms could be arranged 
with right party. Contact, Don Harsh- 
man, c/o Don’s Jewelry, Connersville, 
Ind., or Phone 329. 


PNP IS IN TR ARRAS 
For Sale 


Tools. Equipments 








MARVIN Tongue and Groove safe: 68 x 
40 x 28; downtown Manhattan. Address 
“V., 2343,” care J C-K. 














— —_ —————» 


USED tools, benches, lathes, cleaning 
machines, staking tools, ete R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif, 

MAHOGANY wall case: 18 drawers, 7% 
feet long, 30 inches deep; glass sash; 
total height 8% feet; this is a very fine 
plece of cabinet work ; Manhattan down- 
town. Address “T., 2342,” care J C-K. 





JELENKO 1-3 casting outfit, complete, 
excellent condition: must sell immedi- 
ately, great Sacrifice; will accept any 


reasonable offer. S. Bitter, 355 E. 149th 
_ St, Bronx 51, N. Y. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 

__ Newark 2, N. J. ; 


JEWELERY’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
te New York 10, N. Y. Algonquin 
-2174. We ship open account, parcel 
post or express to any part of the 
United States. 

nial 



































Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its «:d- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTION sales conducted in a digni- 
fied manner; references furnished. 
Call or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 





ESTABLISHED jewelry store wanted, go- 
ing business; up to $25,000 cash deal; 
must be within 300 miles of Boston, 
Mass.; reply held in _ strictest confi- 
dence. Address “C., 2258,” care J C-K. 





AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 8. 
Anderson St., Elwood, Ind. 


GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 








WINDOW Display ; backgrounds installed, 
platforms recovered; beautiful windows 
at moderate cost; readers and plaques 
designed to suit your merchandise. 
I. Stoller, 60-47 70th St., Maspeth, L. I. 
Phone Illinois 7-9370. 





AUCTION with profits ; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished, stocks bought. Herman 
— 11 Midwood St., Brooklyn, 


AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 








JEWELERS, interested liquidating stocks 
profitably; we buy same, or conduct 
dignified auctions; 25 years’ successful 
experience disposing of jewelry stocks; 
finest references furnished. Gabriel 
Flutie, 310 West End Ave., New York 
City. : 

COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 








SAVING; $9.20 saving to every credit 
jeweler investing in the Liberty Tax 
Record; $15 tax and bookkeeping sys- 
tems value, only $5.80; seven systems— 
one book; money back guarantee; order 
today. Knickerbocker System, 475 Fifth 
Ave., New York 17, N. Y. 





YOUNG, intelligent, aggressive watch- 
maker-salesman invest services, capi- 
tal; partnership, managership, posi- 
tion considered; New York prefer- 
red. Address “W., 2345,” care 
J C-K. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash: my direct outlet en- 
ables me to pay you higher prices; bank 
and: trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, Seat- 
tle ; Noack - Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 

tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
| tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
| J. Faussett, Howell, Mich. 

| 


$< —— 





JEWELRY manufacturer with large 

modern plant and machinery desires 

| partner, without investment who has 

| novel items to manufacture, suit- 

able for cosmetic, jewelry, chain and 
department store trade or other 
small items; wonderful opportunity. 
Phone Worth 4-7157 or write Box 
950, 1474 Broadway, New York 18, 
NM. 3 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jew- 

| elers endorsing our methods of op- 

eration; highest bank and _ trade 
references; for immediate action 
write wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 








ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 

| out past 30 years. Harry Weisz, suc- 

| cessor to Herman Nathan, 59 E. 

| Madison St., Chicago, Ill. Dearborn 

| 1684. 

| 








AUCTIONEERS V. C. Kelley and Harry 
Michaelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capable of han- 

| dling the bigger stocks and the finer 

| goods, and above all we possess the 
| skill to get the most for your stock; 
| recently sold over $250,000 for the 
three following stores: Brackin 

Jewelry, Pensacola, Florida; Sterling 

Jewelry, Cincinnati, Ohio; Dame & 

Wilson, Richmond, Indiana; best of 

references. Write or wire, VY. C. 

Kelley, 1631 Coventry Rd., Dayton, 

Ohio. 














MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; | guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 








(Continued on page 268) 
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WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 














Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, III. 





WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
thighest prices; bank references; all 
correspendence econfidential; cail or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17. Mu 7-6865. 








Watch Work, etc., for 
the Trade 











WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





L. M. Mayrhofer; fine watch repairing 
for the trade; mail orders; 30 years’ 
experience; prompt delivery. Room 324, 
215 W. Fifth St., Los Angeles 13, Calif. 





SPECIALIZING in repairing of chrono- 
graphs and all type watches for trade; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





RELIABLE trade watch repairing; rea- 
sonable prices; five to seven days’ ser- 
vice ; 25 years’ experience. Paul Schemi- 
se 5613 Catalpa Ave., Brooklyn 27, 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Lu 2-3163. 





HIGH grade watch repairing; moderate 


prices; work guaranteed; all watches 
tested on newest Western Electric 
Watchmaster; established 1913. B. 


_ 


Marinoff, 170 Broadway, New York 7. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





DAVID MIGDAL and Co., 109B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service; 
reasonable prices; mail orders invited ; 
chronographs our specialty; price list 
on request. 





BOSTON, Mass.; reliable watch repairing 
for the trade; timed on Western Elec- 
tric Watchmaster; five-day service; 
prices and references upon request. 
Lucerne Watch Repair Co., 333 Wash- 
ington St., Room 321. 





HIGH grade watch repairing, one year 
guarantee, one week’s service; cleaning, 
overhauling and complete repair, no 
extra charge for material, flat rate 
$2.50; a trial will convince you. Re- 
liance Watch Repair Co., 5 Beekman 
St., Néw York City. 





WATCH troubles; new trade shop wants 
work from one or two accounts who 
want to protect their reputation; rea- 
sonable prices; superior work: four 
position Watchmaster readings; best 
references. E. Treisman, 220 Fifth Ave., 
New York 1, N. Y. 








EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 


TWENTY-FIVE years of experience in 
fine watch repairing; services in- 
clude repair on chronographs, vi- 
brate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed; prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 


TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
vou send us: let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
cialists ; each watch is timed and tested 
on our Watchmaster before leaving the 
shop: member of the Jewelers Board of 
Trade; price list upon request; our 
work is good, we want you to know it: 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 














Special Order Work and 
Repairs for the Trade 











BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin’s Pearl 
House, Box 1384, Beaumont, Tex. 





BEADS restrung:;: all style beads re- 
strung, plain or knotted; prompt ser- 
vice ;: can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 











PEARLS and beads restrung : rosarj 
paired by experts for the ‘trade; ae 
prices ; prompt service ; monthly hj ght 


Woodman’ 5 Billing, 
mB. i. one, SO Sey &t., Providence, 





BEADS restrung, all kinds; expert 
materials and clasps furnished : 48-ho 
ee mail orders; 40c postpaia. 
ree estimates. Betty Kin % *s 
son, Chicago 13. B, S28 Addi. 


work : 





rr 

MOUNTINGS for cameos, brooches pen 
dants, earrings, etc., made to your speci. 
fications ; free estimate ; prompt service. 
satisfaction guaranteed. C. Merle Dybe 
Manufacturing Jeweler, 231 North gs’ 
Harrisburg, Pa. ? 





EXCEPTIONALLY fine workmanship 
in diamond setting, hammered work 
and jewelry repairing; prompt ser. 
vice; established since 1918. George 
Apollo & Son, 38 Forsyth St., Ney 
York 2, N. Y. 








JEWELRY repairing and special order 
work for the trade; finest workman- 
ship; one-day service on sizing and 
minor repairs; mail orders accepted: 
no job too large, no job too small. Pro- 
gressive Mfg. Jewelers, 11 John St, 
New York. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26. Mich. 





SILVERPLATING, gold, chrominum, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 








To Let 


WATCHMAKER;; concession available in 
midtown New York costume jewelry 
store with big repair business; refer- 
ences. WI 7-2995 or address “C., 2360,” 
eare J €-K. 





Information Wanted 


ATTENTION: Mr. Nick Nicatas; please 
get in touch with me at once; anyone 
knowing the whereabouts of the above 
person please contact me. Herman.L. 
Wild, Manufacturing Jeweler, 424 State % 
Life Bldg., Indianapolis, Ind. ; 





Miscellaneous 


} 
ii 


JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. M 


4-7T572. 








WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15¢, stamps, for 
sample copy. Dean Co., 116 Nassau St., 
New York 7, N. Y. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 











Young man: aggressive, good 
appearance, pleasing person- 
ality and creative ability. 


Nine years comprehensive ex- 
perience watch material con- 


trol and sales. 


Now employed by nationally 
known watch company. Wants 
position that will be commen- 
surate with ability. 


BOX °A., 2407” 


C/O JEWELERS’ CIRCULAR-KEYSTONE 


100 EAST 42ND STREET 
NEW YORK 17, N. Y. 














A BG of Modern Engraving 
WILLIAM. KASSEL 


An instructional book for the student and expert writ- 
ten by a well known authority. Contains 78 pages of 
text and interesting illustrations. 


Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 
pany all orders. Do not send cash. 


The Jewelers’ Circular — Keystone 
100 East 42nd Street New York 17, N. Y. 














FOR OVER A CENTURY 
WILLIAM F:- 








MAN 
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( Quilty WATCH OIL ai 








1-64 
In 


Sizes from 
always in stock. 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 


ing material dealers. 














Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 


e Using emery paper disk, in 
the center for fast cutting. 


e One rod only to guide 
your QUADRANT very easy 
to adjust. 


e Gives your rings or brace- 

let parts a _ ~mirror finish, 

which is unequalled, by us- 

: ing our lapping alloy, which 
aa , is fused on the outside rim 
~ of the large wheel. 


| Specialists for the jewelry in- 
dustry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 STREET COLLEGE POINT, L. I., N. Y. 




















DION See ue. 
BARBER wo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) DIO). Sa ae 
CABLES: SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ANTWERP 


LONDON, AMSTERDAM 


AND 














ENLARGES Stone- 
set and Diamond-set 
Rings 
s 
REDUCES and 
ENLARGES All Kinds 
of Wedding Rings 
° 
P Only Precision Ring 
Sizer with Controlled 
Pressure for easy, ac- 

curate performance. 


NJ. J KAGAN & CO. 


<2 220 W. 5thSt., Los Angeles 13 











269 











A 

A. & A. Gold Refining Co. 245 
Abrahams, Raymond .............. 141 
Accurate Addressers ..206, 243, 245 
Air Express Division of Railway Ex- 

gy ee be ee ee 221 
Aisenstein, Louis, & Bros..........42, 438 
Alka Precision Tool & Experimental 

Work ER Tice «Mates ae 269 
Pe ee So 165 
gk ks Oe eee wee 74 
American Academy, Inc. ...... 236 
hemeeieen Betti Co... .. 260. cwwenss 230 
American Time Products, Inec....... 249 
Antin’s Ee ee ee ee ee ee Te 237 
Arch Crown Tag & Stamping Co... 228 
Ast Crett Jewery Woe... 60. wccces 174 
ee I, Gn Bi ee A Rw oo 247 
Automatic Chain Co. 80 


Axel Bros., Inc. 


eo seee, OF 


B 
re ji. © 
NR ee ee Oe ia ob a ae oD 116 
Barber & Sluis .......... 269 
ye ey er a 27 
Baumgold Bros., Inc. 143 
Bechtel, Joseph B., & Co., Inc... 239 
a se 167 
Becker-Heckman Co. ............ 243 
Benedict, H. R., & Sons, Inc....... 172 
i i Ce a a os cle ene me 93 
Benstock Ring Mfg. Co...... 191 
i A ne we a ew 223 
Bluebird Diamond Syndicate 159 
Boote, Edward 246 
Borgfeldt, George, Corporation .. 247 
ee 175 
Bowman Technical School 238 
a. ow me wn ee es 232 
i ee Sew ne wesenhe Beet 216 
_ ie Ey 226 
30x “A. 2407” 269 
Boyajian Trading Co. ............ 186 
Bradley University 243 
Braunfeld & Mehiman ........ 228 
Se eee 53 
Bristol Seamless Ring Co..... 11 
ram, BOP FP... . . cece sc cwvess 238 
cK eee 9 
Bulova Watch Co. %6a, 96b 

G 
Campana & Goets ........ccc cece: 217 
Cardinal Diamond Syndicate ....... 149 
nee e eae es bees 97 
Castleton China, Inc. 247 
Catamore Jewelry Co. ......... 70 
CPene POND EO... Sec ceeve dS cses 242 
Central Watch Materials & Supply 

Co. ‘ 238 
Charmeuse Creations .............. 209 
Chicago Institute of Watchmaking.. 243 
Chicago School of Watchmaking..... 242 


270 





Church & Co. 


Cohen, A., & Sons... 


ae ee a i a ee Ore ae ce ee Be 


Colmes, Louis 
> a er 


Ye 20 2 & 9 © & O62 6 82 Oe 8 


Cooper, Jos. B., & Sons, Inc.... 
Copeland & Thompson, Inc. .. ...... 
Corcoran, D. Stanley, Inc.... 


ON en gs OO ie ee a ae 


Crafts, 


Curtman Co. 


Dean Watch Co. 


De Beers Consolidated Mines, 


o 2.6 «© &« CO s «2 #2 6 « @ 6.06 @ 


i oo 
Dee, Division of Handy & Harman... 
Defender Watch Corp. 

Deknatel & Sons, Inc. 

cg a 


Dette Jewelry Comm. .......scccseccen 


De Vries, Laul, Ine... 


Dimes, Richard, Co. 
Doulton & Co., 


Dreher Bros. & Wider. . 


a ee oe 


Ine. 


E 
Elite Watch Case Corp... .........-. 
Engel, J., & Co., Inc. 
eer EE POS CO. 2. cies i ceees. 
Enright-Le Carboulee, Inc. 
Essig, Frederick J., & Co... .. ..... 
Evans, Richard ...... 
eee Ge. GN 6c ks see wen 
F 
Pabrizant Broe., EMC. ......csse- 
Farber Bros. ..... 
Maretewtom Bie. Co. ....cccec-s scene 
es Tee OOO... nk te ee ee es 
Feinberg, A. & J...... 
= 
Wimemne Wristlet .....ccccenscases. 
Fisher, A. Edward, & Co. 
Piemer, Trmce B CO... occ esc cceses 
a a ee ee ee 
Flex-Let Corporation ....... 32a, 
SS. ey ke ee ae ee ee 
PomGevittie & Co., BG... . 0.0. c6see. a 
Forstner Chain Corp. ......... 
Fortis Watch Agency .............. 


Fosterized Fountain Pen Service 


Gamerman’s 


Gemological Institute of America... 


Gerwe-mrown CoO. ..2..cescceescs 
Geert, Wms Te, COOK OO... 6. ccc. 
Se I os sh we ee 

xoldberg & Possoff 

Goldstein-Gerson Co. ......... 
GooGman & Co. ......% 


INDEX TO ADVERTISEMENTS 


183 

30 
231 
217 
199 
216 


~] 
> | 


© 
ra 


173 
236 
246 
170 


201 
80a 
61 
147 
227 
38 
17 
247 
237 


32b 


246 

23 
208 
111 


229 
186 
244 
257 


238 
104 
64 








(Goodman, Julius, & Son 
Gordon Bros. 


Gommnm Co. ..-c« vecus 


Wateh Co. 


& Lewis 


Gotham 
Gould & Lewis ...... 
Grafner Bros. 

Gran @ Cea. ..... 


Granat Mfeg. Co. 


Gratz, Louis, & Son, Ine. 
Gregg Silver Co. ... 


Gregory, Anthony J. 


Hadley Co. 


Hairspring Vibrating Co. 957 
Hamburger, H., Co., Inc.... 60 
Hamilton Watch Co. ............ 99 
Handy & Harman... 19 
i a a OD ee ee eee 85 
Haviland, Theo., & Co. 247 
Beetter, Ts, & DOM TMC... 6. c cvvaees 15 
Herschede Hall Clock Co... 179 
Hertel, William, & Co. 931 
I 
Imperial Pearl Syndicate, Inc..... 157 
Ineraham, F., Co. .....:.26 251 
International Silver Co. ..... ...... 122 
Irons & Russell Co. ........ 80b 
Iskin Mfg. Co. 16 
J 
Jacobs, D., Sons Co. Scien. ie 244 
Jacoby-Bender, Inc.....48a, 48h, 48c, 484 
Jontine @& Gone, TMG. ....-. ses ses 72 
K 
Te me ee 7 eer er rere 269 
mae. To Be Bw Be GAKs  6 ss ee se es . 161 
Kalman’s Mfg. Jewelers ............ 177 
Sg SS Peer rr eee ere TT 259 
Kaplan, Morris, & Son 57 
Karlan & Bleicher, Inc. ...... 5 
Kastenhuber & Lehrfeld 201 
Keystone Silver Co., Inc...... 202 
Kingsley Stamping Co. ........ 217 
Kirschman, Lewis, Co. 
231, 235, 241, 243, 246. 
Bienen, BOOM... . 20a sce 206 
Krementz & Co. 28 
Kushner & Pines, Inc. ...... 2$ 
L, 
L. & B. Jewelry Co. ......... 6& 
Lampl, Walter ..... 35: 
Lasko Strap Co. ...... 45 
Ee ER eee 8% 


THE JEWELERS’ 






Inside Back Cover 


CIRCULAR-KEYSTONI 


-_1 oOo or cr 


oo 





Leichter, Emil, Watch Co. D4, 55 
Leif Bros. .-------°°°: og 
Le Stage Se ee ee ee 48 
Levin, Louis, ie Te cs 6 hee 269 
Levine, Frank, & Co., Inc. 178 
Levy Bros. oa rere 247 
Levy, ee a ee ae 242 
Leyendecker, Ewald ....-. 235 
Leys, Christie, & Co. 227 
Litwin & Sons ....-- 0. eee cee eee 244 
Louis Watch Co. +] 
M 
Maddock & Miller, Ine.... 246 
Manning Opal Corp. 190 
Marathon Co. .......--.+ee.- 41 
Marshall, C. & E., Co.... 234 
a Sa. - Sea 243 
Marvel Jewelry Co. ............... i6, 77 
NS SS eee 217 
Metropolitan Gem Corp. ...... 188 
Mover, Lot@is d.; IMC. . 22.6. sssece 240 
Meyers, J. A., & Co. 231 
Micallef, A., & Co.......... 96 
Michigan Dial Refinishing Co...... 242 
Midhurst Importing Corp. .......... 247 
Milglo Jewelry Co. ......... 84 
Miller, Clifford A., & Co., Ine. 230 
Morris, Norman M., Co. $3 
N 
Pe Ge OS, SS Sie c ince “Sadan 40 
National Cash Register Co. ....... 253 
National Jewelers Mutual Fire Ins. 
a ee 234 
National Silver Co. ......... 169 
Neo, Jewelers, Inc. 190 
Newall Manufacturing Co. 242 
Newark Jewelry Mfg. Co....... 44 
New Haven Clock & Watch Co.... 13 
New Hermes, Inc. .............. 100, 225 
Newton, Sallie 241 
Niash Refining (Co. ; ; 184 
Noblitt-Sparks Industries, Inc. 108 
Normandie Watch Co. .. — ...... 71 
Nye, William F., Ine. 269 
© 
Ogush, Wm. B., Inc. ............ 3 
Ollendorff Watch Co. ............... 31 
Oneida, Ltd. ....195, Outside Back Cover 
Ornstein, D., & Sons Corp. 49 
P 
Pacific Mills, Inc. ..............0. 81 
Pakula & Co. ........ 0.0.2. ce eeee 109 
Parker Pen Co. hie iets 118 
Philadelphia College of Horology 238 
Philadelphia Watch Supply Co. 238 


FOR FEBRUARY, 1949 





Pittsburgh Plate Glass Co. 255 
Ps ee BE we eewS ccs eens ee eaenenn 231 
wee ec Be GO Gs os 6 oi es cbs 36, 37 
Poole Silver Co. 197 
Prism-Lite Diamonds ......... 46 
Providence Stock Co. ..........ccee. 56 
Q 
Queen for a Day 14 
R 
Racine, Jules, & Co. 182 
Regens Lignter Comm. .... . .cccccccs 206 
Reeve & Mitchell Co. .......... 229 
Reibling-Lewis Co. 98, 99 
Reutter’s Displays 217 
Revere Clock Co. 259 
Richheimer, Jerome, Inc. ........... 161 
Rivkin, Morris, & Sons, Inc. 62 
Robinson & Sverdlik, Inc. ..... 151 
Roeart Co. iio aurea al ate a ah a id re 244 
Ronson Art Metal Works, Inc... 8, 135 
Rosenthal, Leonard, Inc. 190 
Rosenthal & Kaplan ..... 181 
Rothman & Schneider, Inc. ...... 73 
See, reas 247 
S 
Sachs, H., & Sons....... 189 
Sarkin, David, Inc. ........ 34 
ae ee ee eee eee 
Saunders, Alexander, & Co... 232 
Pe: Ve cA aks ee awe eee ns 204 
Schick, Harry C., Ine........ 153 
: 2 Ge ka en kee ee 208 
Schmukler, J. J., & Son... 32 
es Ce a. A gare we ae 163 
ns a ee oe oe a ee 240 
Benumer Broe. Co. .....ccces.s 244 
Schwab, Henry, Lapidary, Inc... 188 
Seidman & Co. ...... 63 
Memes, G. Wa. GO «ces ccece 244 
Semca Watch Corp. .........:....86, 87 
Sessions Clock Co. 4 
Seymour Mfg. Co. ..... 236 
Sheaffer, W. A., Pen Co. .... 113 
Shiman Bros. & Co., Inc.......... 18 
a ee ee eee 238 
ee: ee GO... a cs sn we we ee 39 
Save Col Gee GOA. co ko ee 6 tee eer 215 
Simmons, R. F., Co. 10 
Simons Bros. & Co. ...... 227 
Smith, Frank, Silver Co. .. 199 
Smith, Lawrence B., Co....... 107 
Smyth, Albert S., Co., Inc....... 240 
a ee Side sitbe tes Ge 
Speidel Corp. 64a, 64b, 64c, 64d 
Star Wate Cees CO. 2.2.6. 26. cece: 26 
Stern, Twila, @ Coe., TWO... 2.0. oc cscs 82 
ey Se OE ea ve swe 227 





INDEX TO ADVERTISEMENTS 


Stern, Max, & Co. ate dics 
ee ee 
Stonewall Products Co. 

St. Paul Fire & Marine Ins. Co. 
Straub, Paul A., & Co., Ine. 
Superb Case Mfg. Co...... 
Surnamer, S. J., & Co... 
Swartz & Co. 


rae ££ ae 2 we SO. 2S SS Oe. 


Swiss Radium & Dial Painting Co. 


T 


Tamis, Louis, & Son 
Tedman Importing Co. 
Tell Mfg. Co. 

Thacker Academy for Jewelers 


Tharaud, Justin, Inc. 

Topflight Tape Co. ......... aie 
Tory Mfg. Co. 
Trifari, Krussman & Fishel, Inc. 


Uneas Mfe. Co. 


V 


Van Dell Corp. 
Victoria Pearl Co., Ltd. 


Ww 
Wadsworth Watch Case Co. Pave 
Wakmann Watch Co. ..... 
Wallach Jewelry Mfg. Co. ...... 


Want Advertisements 
Watchmakers of Switzerland 


te. 


102 
ee 
aos oo 

241 

246 


106 
52 


_...Inside Front Cover 


145 


.24, 190 
105 
187 


. 262-268 


112a, 112b, 112c, 112d 


Wechsler, Samuel Dy aey 233 
Wedgwood, Josiah, & Sons, Inc. 246 
Wee Cherub Mfg. Co. ............ . 241 
Wefferling-Berry & Co. ........ ca. ae 
Weidlich Bros. Mfg. Co.........-...+: 75 
Wonmemeem, TOGO -.. 5... Cc ewcewoessd 215 
Weissman Watch Corp. ............ 96 
Weksler & Goodman, Inc............ 180 
Wells Manufacturing Co. ........ ; aa 
Welmaid Mfg. Corp. 242 
Western Pennsylvania Horological 
DE ik ccs snacewmeslis 257 
Western Playing Card Co. 213 
Waa TE: 3. sc 5. Ke deweaw ss eeds 171 
Winston, Harry, Inc. ......... a 
Wood, J. R:.. & Sons......... .114, 115 
Wyler Watch Agency .............. 185 
Z 
yo ee ae .. 238 
pe Pe ee eee ee eh 211 
Zirconart Jewelry Mfg. Co... 233 


271 











A 


Studying the financial condition of the industry, we 
were impressed with the fact that, never had so many 
owed so little to so few. 





THE CREST HAS PASSED? 


Yes sir, things are getting more normal and natural 
in the jewelry business. The more normal in that “just 
anybody” can no longer open a jewelry store and make 
money. The more natural in that the race is more and 
more going to the swift. 

A significant fact in a survey just concluded by 
JEWELERS’ CIRCULAR-KEYSTONE is that a few stores ve- 
ported 30% increases in their 1948 volume while a few 
others showed a loss of a similar amount. Granted, 
that these extremes were probably the result of local 
influences. 

However, the average gain of the jewelers who showed 
an increase during 1948 was 11.6 per cent, while those 
with a loss averaged 11.4 per cent! A pretty nice bal- 
ance, a pretty clear indication that from here on in it’s 
going to take more than a key to open a jewelry store. 
and more than a mercantile license to keep it open. Auto- 
matic year after year increases are a thing of the past. 

The pay off for the immediate future will be made on 
the basis of aggressive merchandising, good operational 
management and inspired promotion. It’s our predic- 
tion that in 1949, class will show. 





The civilian labor force of this country is today ap- 
proximately 63 million. Almost 61 million are consis- 
tently employed. 





PLAN ON A NATIONAL BASIS ALSO 


In 1942 there were 506 retail jewelry stores with a 
rating of fifty thousand dollars and up. Today there are 
1746 such stores in the country. Those with ratings of 
fifteen to fifty thousand dollars numbered 1648 in 42 
while today that figure has grown to 4614. 

So, while you are faced with a greater number of com- 
petitors for your local jewelry business, you are also 
faced with a stronger group of competitors, equipped 
with the wherewithal to fight aggressively for their share 
of the consumer jewelry dollars of your community. 

This is no situation for complacency. Neither is it a 
situation calling for murderous attacks on your compet- 
itor. Nobody ever won a war. 

Rather it behooves each individual retailer to combine 
forces with other honest jewelers in nationwide efforts 
designed to elevate the prestige and profits of the entire 
jewelry industry nationally. In that way, and that way 
only, can local conditions remain healthy and favorable 
for the support of the many thousands of old and new 
jewelry stores, which have collectively elevated the vol- 
ume in our industry to its present unprecedented heights. 
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Today, many national agencies exist within our indus. 
try as the result of the farsighted activities of industry. 
minded men. The national retail associations, the Jewelry 
Industry Council, the Jewelers’ Vigilance Committee, the 
Jewelers’ Security Alliance, all are fighting your fights, . 
protecting your interests, developing your markets, jp. 
creasing your profits—combating the national competi. 
tive efforts of other industries. Their continued national 
influence, their degree of success in improving the jewelry 
business in your locality is dependent entirely upon your 
paying your share of the bills they incur for your benef, 

Never has the jewelry industry been in greater need 
of its existing national agencies, never have the national 
agencies had a similar opportunity to be of such value 
to you locally. 

Never has your business been so obligated to finan. 
cially support the increased activities which these agencies 
are planning for a big, a profitable jewelry market in 
your community during 1949. 

You know the size of the check you should send, you 
alone know what is fair and square. But whatever, send 
it today! 





The prewar birth rate was 18 for each 1,000 population. 
In 1948, it was 24 per thousand. 





TRUTH IS NOT ALWAYS UNPLEASANT 


A pessimist is a person who allows himself the choice 
of two evils; and then chooses both of them. 

Admittedly, it is wise for businessmen to anticipate, 
if possible, any decline in general business activity. But 
it is also their inherent responsibility to maintain enough 
optimism to honestly appraise the truth of a business sit- 
uation and capitalize upon the opportunities which do 
exist. In that way only can they equip their enterprises 
with fitting plans for the development of better business. 

That is why in this issue we present several searching 
articles especially prepared by our staff editors and eco- , 
nomic experts. These were designed to help you plan 
on the basis of fact. We recommend your reading them, 
so you can outline your activities for the next ten months 
on facts, not fiction: realism, not rumor; actuality and 
not propaganda. 





Available Government statistics show that from every 
hundred dollars of spendable income (after income 
taxes), the average person spent 38 cents for jewelry in 
1933. In 1947 that figure had risen to 78 cents out of 
every hundred dollars. (In 1929 it was only 68 cents.) 
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| 
Eye Stopping in the Window! Gorgeous on the Counter! In addition to the Hadley work- 


manship—which has always maintained Hadley’s leadership in styling and dependability with the 
trade—the Hadley line for ’49 will have another great sales plus. All Hadley Watch Attachments 
will be either 1/10 12K or 1/20 12K Gold, and will be so stamped. 

To set these superb watch bracelets and attachments off to proper advantage in your show cases 
and windows, Hadley supplies each one individually packed in a gleaming ivory-colored plastic tray, 
and bedded on luxurious real Crompton velvet of rich, characteristic Hadley Red. When you see 


them you will agree that there'll be nothing finer in your showcases . . . and that unquestionably 


THE HADLEY COMPANY, PROVIDENCE, RHODE ISLAND 





the greatest value in silverplate! 


@ More pieces ... more quality features... better balance .. . finer finish 


handsome chests. It all adds up to unbeatable value and tremendous consumer F 


demand. 
Now a greater new advertising campaign features a striking complete service . .. tuned to influence 


your prospects in national magazines they really read. 


Write for particulars on the 1881 & Rogers @ Full-Profit Policy. 
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EXTRA QUALITY 3 WAYS 


Extra silver for Exclusive contour Perfect balance Richly handsome 
longer life! knife design! you can FEEL! patterns! 








